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Miller Brewing 
Creates Over-All 
Marketing Unit 


Davis, Ball and 
Beaudert Get New 
Jobs in Revamping 


MILWavkKeEE, Sept. 3—Charles C. 
Davis Jr., general sales manager 
of Miller Brewing Co., has been 
named director of marketing as 
the brewer created a marketing di- 
vision which will replace its sales 
division. 

Mr. Davis will retain all of his 
old duties as the top Miller sales 
executive, in addition to heading 
up the new marketing department, 
which will include field sales, ad- 
vertising, merchandising and sales 
promotion as well as sales plan- 
ning and market research. 

Named to fill two newly-created 
jobs were Edward G. Ball, adver- 
tising manager, who was promoted 
to director of advertising and sales 
promotion, and Francis M. Beau- 
dert, sales training and personnel 
manager, who was advanced to 
manager of sales planning and 
market research. 

Mr. Ball will 
phases of advertising, merchandis- 
ing, sales promotion and public re- 
lations. Mr. Miller is expected to 
name a general advertising man- 


(Continued on Page 116) 
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total of 27¢, are featured in four- 


page gatefold ads scheduled by Crown Zellerbach Corp. in four pub- 
lications. (Story on Page 116.) 


Editorial Layout of 
Magazine Affects Ad 
Readership, Group Told 


WaAsHINGTON, Sept. 3—Members 
of 
Assn. who met here last week- 
end showed considerable interest 
in developing commercial appli- 
cations for their work, but they 
loffered little encouragement to 
|those who say subliminal tech- 
niques are going to open new 
vistas for advertisers. 

Harry Waller Daniels of Visual 
|Impact Laboratory, National An- 
|alysts Inc., Philadelphia, gave a 
|paper explaining how experiment- 


Plymouth Puts Welk on Radio, Too, 


in 5 Markets to Get 


ABC’s Day Sales Climb; 
Maxwell House, $.0.5S. 
Join ‘Person’ on CBS 


New York, Sept. 5—Lawrence 
Welk, who has already attracted a 
big chunk of tv billings for ABC, 
this week helped the network pick 
up some extra radio business. 

The sponsor is Mr. Welk’s usual, 
the Chrysler Corp., which has de- 
cided to give his Wednesday night 
tv show for Plymouth the stereo- 
phonic sound treatment for the 
benefit of audiences in five top 
markets. Radio time for the hour of 
music has been bought in New 
York, Chicago, Detroit, Los Ange- 
les and San Francisco. 

Audiences in those cities will be 
able to get the impact of stereo- 
phonic sound by turning on their 
tv and radio sets at the same time. 


s The other biggest nighttime sales 
news at ABC-TV was made by 
Harold F. Ritchie Inc., a newcom- 
er to the network video ranks. The 
maker of Brylereem will co-spon- 
sor “Cheyenne” and the new hour 
detective series, “77 Sunset Strip.” 
A longtime spot tv user, Ritchie 
will continue to be active in that 
form of television. 

General Mills has been corralled 
as the co-backer of still another 
new telecast, “Lawman,” half of 
which was sold to R. J. Reynolds 
Tobacco Co. some time ago. 

Sales on the network’s new day- 


Stereo Advertising 


|time shows continued to boom. 
| With the first block of 60 quarter 
hours weekly nearly sold out, the 
network decided to add another 
half hour to the schedule. Sponsors 


fact that ABC still has not decided 
on all the programs. Auditions for 
a game show, which may fill one 
of the half-hours, will be held next 
week. 


= Latest daytime advertisers 
signed: Minnesota Mining & Mfg., 
(Continued on Page 113) 


Bristol-Myers Tops 
Net Radio Users in 
Second Quarter: RAB 


New York, Sept. 4—The No. 1 
network radio user—in terms of 
amount of commercial time bought 
—during the second quarter of 1958 
was Bristol-Myers Co. 

Radio Advertising Bureau came 
up with an order ranking for the 
medium’s most active customers 
this week. Previously a prelimi- 
nary release on the second quarter 
report had singled out network ra- 
dio’s leading customers, but it did 
not give them in order (AA, Aug. 
a3. 

This latest ranking, based on 
data obtained from the four net- 
works, is the nearest RAB has been 
‘able to come to a list of the top 
| spenders, though it was compiled, 
(Continued on Page 116) 
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have been coming in despite the| 


Psychologists Hit Subliminal Ads as 
‘Chimera, Laud Clarity, Repetition 


jal perception research can be used 
to test the impact of printed ads. 
In the early paragraphs, however, 
he hastened to distinguish his ex- 
periments from subliminal adver- 
tising “and similar chimeras.” 

Subliminal advertising popped 
up repeatedly during a panel ses- 
sion yesterday morning but there 
was not much argument. Panel 
members agreed subliminal ad- 
vertising isn’t likely to be suc- 
cessful because people are prone 
to twist the hidden message into 
whatever they wanted to hear in 
the first place. 


= One panel member, Richard J. 
Cutler, of the University of Mich- 
igan, explained after the meeting 
that the subliminal message is “‘so 
much subject to distortion that 
the advertiser is never quite sure 
of what he’s advertising.” 
Finally, another panel member, 
| Michael J. Goldstein of UCLA, de- 


|clared the best way of getting a} 


| message across to the American 

|people is still by the “simplest, 
most direct, most repetitive, least 
ambiguous” means possible. 

| 


'@ In his paper, Mr. Daniels told 

how laboratory equipment is used 

to identify and evaluate physical 
(Continued on Page 116) 


Pontiac Boosts TV 
Budget to $4,960,000 


Auto Maker—Once Chary 
of Medium—Also Shifts 
Stress from Spot to Net 


DeEtrRoIT, Sept. 5—Pontiac will 
invest about $1,700,000 more in 
television in the promoting of its 
1959 models than it did for this 
year’s models. The major empha- 
sis in tv during the coming year 
will be on special shows, rather 
than spot tv—exactly the reverse 
of the stress in the past season. 

ADVERTISING AGE learned that 


Johnson & Lanman 
Formed by Ex-Execs 
of Enloe, SchenLabs 


New York, Sept. 5—Johnson & 
Lanman, a new advertising agency 
specializing in the ethical drug 
field, has been formed here. 

Heading up the new shop are 
John B. Johnson, formerly exec vp 
of Cortez F. Enloe Inc., and Dr. 
Ben Marr Lanman, formerly med- 
ical director of SchenLabs Phar- 
maceuticals, a division of Schen- 
ley Industries. 

Also associated with the agency 
are Edward Nottage, formerly copy 
chief at Enloe, and Julie Abajian, 
former Enloe copywriter. Paul 
Rand, well known in the design 
field, will be associate art director. 

Johnson & Lanman has taken of- 
fices at 509 Madison Ave. 

Mr. Johnson told ADVERTISING 
AGE today that he is not ready to 
announce his clients. Ethical drug 
circles presume that SchenLabs 
will provide some of the business. 
L. W. Frohlich & Co. now handles 
the SchenLabs account. 

Mr. Johnson did confirm reports 
that he will be soliciting busi- 
ness from Smith, Kline & French 
Laboratories, Philadelphia, an eth- 
ical drug house which produces 

(Continued on Page 113) 


Last Minute News Flashes 


Westinghouse Ads to Announce Cylindrical Bulb | 
New York, Sept. 5—Westinghouse Electric Corp. will break adver- 


tising for its new cylindrical shape electric light bulbs Oct. 27 on the | 
“Desilu Playhouse” (CBS-TV) to be followed Nov. 1 with a two-color 


Pontiac will invest about $4,960,- 
000 in tv in the coming year— 
30% of the General Motors divi- 
|sion’s total budget, an estimated 
| $16,000,000. Last year (1957-58), 
with a total ad budget of about 
| $13,000,000, Pontiac invested about 
|25% of the total or $3,250,000 in 
| television. 

| PIB figures show that Pontiac 
invested $946,620 in spot tv in 
1957 as compared with $544,780 
| the previous year. In 1957, Pontiac 
|invested only $277,404 in network 
itv shows as compared with 
| $1,957,849 in 1956. The company 
|declined to say how drastically 
the spot tv allotment would be cut 
in the next year. 


® Pontiac will sponsor no less 
than eight tv specials in the com- 
ing season, on both CBS and NBC, 
employing some of the biggest 
stars in the business. The special 
shows will use such names as Per- 
ry Como, Gene Kelly, Victor Borge, 
| Phil Silvers, Mary Martin and 
|Ginger Rogers. The series opens 
Oct. 15. 

The reason for the switch in 
emphasis, Pontiac said, was be- 
cause of the success it experienced 

(Continued on Page 117) 


Charney Agency 
Absorbs Leeds’ 
Accounts, Staff 


| New York, Sept. 5—Charles J. 
Charney & Co. has absorbed Carl 
S. Leeds Co., its seven active ac- 
counts and most of its employes. 

Rael Klepper, Leeds’ general 
manager, has joined Charney as 
exec vp and member of the plans 
board. Owner Emily Leeds moves 
over as publicity coordinator, Mary 
Chase as fashion consultant and 
Harvey Knecht as group art direc- 
tor. 

Pauline Greene and Arthur E. 
Abrams, publicity director and art 
| director of Charney, will retain 
| their positions. 

Among the accounts moving to 
Charney as a result of the merger 
are Phoenix Hosiery Co.; Winer 


page in Life. Early in January three consumer magazines, still to be Mfg. Co., maker of men’s and boys’ 
selected, will be added to the list, plus supplementary local advertising | outer wear, ond R.A.R. Moppets, 
in newspapers and on radio and tv. New bulb will be featured as “the | children’s dresses. 

greatest advance in light bulbs in 30 years.” Heavy business paper ad- | » The Leeds agency was founded 
vertising also will be used. McCann-Erickson is the agency. in 1953 by the late Carl Leeds. The 


. ’ |Charney organization opened in 
Lowrey Organ Shifts to JWT from D Arcy : 1946, headed by Charles J. Char- 
Curcaco, Sept. 5—Lowrey Organ division of Chicago Musical Instru- | ney, president; Alvin George, vp 


ment Co. has appointed J. Walter Thompson Co., Chicago, to handle its | ng treasurer; and Melvin H. Levy, 
advertising, effective Jan. 1, succeeding D’Arcy Advertising Co., Chi- | y and secretary. The three prin- 
cago, which will continue to handle the account through 1958. cipals still retain these posts. 


Sylvania to Explode Holiday Flash Bulb Drive | Charney has about 14 employes 


. F |}and 25-30 accounts, mostly in the 
New York, Sept. 5—Sylvania will put on “the largest concentrated | fashion fields. Among the major 


national-local ad campaign in photoflash industry history” in-Decem-| secounts are Russeks Fifth Ave., 
ber, reminding customers to stock up on flash bulbs for the holidays. | New York specialty store; Sea B’s 
Magazines, network tv, Sunday comics sections, photo books and point | swimsuits; Huntington Mfg. Co., 
of purchase displays will be used. J. Walter Thompson Co. is the agency.| dresses: Bobbie James Ltd., 


* oe blouses; Jameshire Ltd., women’s 
Motorola Division Names Compton = ‘suits; Mercury Lta , slippers; Dom- 
Los ANGELES, Sept. 5—The military electronics division of Motorola | anj shoes (division uf General Shoe 


Inc. has named Compton Advertising here as its agency. Advertising| Co) and the New Jersey Fashion 
Associates, Phoenix, is the previous agency. Guild, a group of independent re 
(Additional News Flashes on Page 117) tailers. # 
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U.S. Outdoor Rules Blasted as 
Creating ‘Rape, Robbery Traps’ 


OAAA’‘s Ghaster Calls 
‘Information Centers’ 
‘Peril to Unwary Motorist’ 


Cuicaco, Sept. 2—The Depart- 
ment of Commerce is helping to 
set up “robbery and rape traps” 
with the proposed informational 
sites on interstate highway sys- 
tems, it was charged by Karl L. 


“The proposed regulations vio- 
late the expressed intent of Con- 
gress in passing the bill. In all 
discussions of the bill on the floor 
|of Congress ‘regulation’ was em- 
phasized throughout. Even those 
who were opposed to outdoor ad- 
vertising insisted that complete 
prohibition was not intended. 


|# “The size limitation of 60 sq. 


| 


Ghaster Jr., general manager of | ft. does at least two things. First, | 


Outdoor Advertising Assn. of 
America, in a strong attack on 
federal restrictions on outdoor ad- 
vertising along new interstate 
highways. 


“The unwary motorist who stops | 


at one of these unprotected and 
lonely sites could well be exposing 
himself or herself to danger,” Mr. 
Ghaster said. He also maintained 
that the 
not in the interest or convenience 
of the motorist. 

Last week (AA, Sept. 1), the 
OAAA executive charged that the 
new federal regulations on out- 
door advertising along interstate 
highways were “a complete ban 
on standardized outdoor advertis- 
ing and a virtual ban on all high- 
way advertising in those areas 
designated by the regulations.” 
Following is the full text of his 
statement: 


s “Federal regulations released 
last week aimed at controlling 
outdoor advertising along the in- 
terstate system are a complete ban 
on standardized outdoor advertis- 
ing and a virtual ban on all high- 
way advertising in those areas des- 
ignated by the regulations. 


Wunderman Shop 
Opens with Rose, 
Hamilton Accounts 


New York, Sept. 3—Jackson & 
Perkins, referred to as the world’s 
largest rose bush seller, Alexander 
Hamilton Institute and probably 
Columbia Records are among the 
accounts moving to Wunderman, 
Ricotta & Kline Inc., new agency 
established by four top executives 
of Maxwell Sackheim & Co. 

When the establishment of the 
new agency was first reported here 
(AA, Aug. 25) a departing Sack- 

(Continued on Page 73) 


Raleigh Filter Tip 
Promotion Stresses 
Tip-Down Packing 


LOUISVILLE, Ky., Sept. 3—Brown 
& Williamson Tobacco Corp. will 
boost its Raleigh filter tip cigarets 


this fall with four-color full pages | 


in the October and November is- 


sues of Everywoman’s Family Cir- | 


cle, The Saturday Evening Post 
and Woman’s Day. 

Copy will say: “Now Raleigh has 
a great new filter tip! Packed tip 


down!...only your lips touch Ral- | 


eigh tips!” 


® The ads will also promote plain 
tip Raleighs and the redeemable 


coupons carried in each pack of | 


Raleighs. 

Raleighs will also sponsor “Mac- 
Kenzie’s Raiders,” a tv film series 
in 19 markets, and point of pur- 
chase material. A network tv show 
is also being considered, but no 
commitment has been made as yet, 
ADVERTISING AGE was told. 

Keyes, Madden & Jones, Chicago, 
is the agency. + 


informational sites are) 


jit eliminates all standardized out- 
|door advertising from those por- 
tions of the interstate highway 
system to which the regulations 
may apply, since standard poster 
panels are approximately 300 sq. 
|ft. in area while standard painted 
bulletins are even larger. 

“Second, although this size 
would seem to permit small signs, 
one point seems to have been over- 
|looked. The interstate rights of 
way are quite wide, averaging per- 
haps 100’ to 150’ from the edge of 
the road. Thus, the signs located 
on private property would be vir- 
tually unreadable in such a small 
size. 

“Either the copy would have to 
be extremely large and very short 
or lengthy and very small. In ei- 
ther case, the needs of the traveler 
for information about food, lodg- 
ing and automotive necessities 
would not be served.” 


® Turning to the suggested infor- 
mational sites, Mr. Ghaster said 
“these sites raisé many problems. 
The states would have to pay for 
jthe land occupied by these sites 
and would have to build roads at 
grade level going on and off to 
these sites. This compromises one 
of the fundamental principles of 
the new highways—that of con- 
trolled access. 

“The sites would increase the 
number of turn-offs and entrances 
to the highway and create more 
access points than are needed. 
Standardized outdoor advertising 
needs no access and the motorist 
can read posters or bulletins with- 
out leaving the road, siowing down 
and/or taking any additional time 
from his driving. The information 
|sites would force motorists to slow 
down, leave the road, study the 
listings, and drive back on the 
road. This is certainly not in the 
motorist’s interest or convenience. 


= “Listings on the information 
sites can hardly be called ‘adver- 
tising,’ any more than a listing of 
offices in an office building lobby 
is advertising. 

“Furthermore the Department of 
Commerce is helping to set up 

(Continued on Page 118) 


F Packed tip down! “@ 
fe «Smart..only your lips. § 
™ touch Raleigh Tips! 


and 229 FREE GIFTS to: folks who go steady with Raleigh! 


! * 
BR is o5@ 


TIP DOWN—Raleigh’s is pushing the 

fact its cigarets are packed tip 

down so that “only your lips touch 

Raleigh tips” with this magazine 
page. 


The lady brings him tuck... 


ba oe 
SAN DIEGO 


MEETING PLACE—This b&w page in 
the San Diego Convention & Tour- 
ist Bureau campaign stresses the 
proximity of Mexican attractions. 


San Diego Again 
Hikes Budget to 
Promote Tourism 


San Drieco, Sept. 3—In a drive 
to attract tourists, the San Diego 
Convention & Tourist Bureau in- 
creased its 1958 budget to $175,000 
—three times the 1957 budget. For 
next year’s campaign, the bureau 
hopes to raise $200,000 through 
memberships and get another 
$200,000 from the city and county 
—for a total of $400,000. 

This year the bureau believes it 
is getting maximum results from its 
limited budget. Ads are concentrat- 
ed in magazines and newspapers. 
On the schedule are Holiday, Na- | 
tional Geographic Magazine, The 
New Yorker and Sunset Magazine 
with page ads, some in color. In 


addition, two-column, page-depth | | 


newspaper ads are being used in 
Los Angeles and the “hot belt”— 
Phoenix, Tucson, Dallas, 
Worth and Houston. 


s The campaign capitalizes on San 
Diego’s location at the internation- | 
al border with ads built around 
the theme, “Where California and 
Mexico meet.” 

The magazines on the schedule 


Fort | 
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Warwick & Legler’s ‘Futures Plan’ 
Draws $14,700,000 in New Business 


Additional Mennen 


up, Touch & Glow, Wonder Base, 
a nail product recently launched, 


Products Cap 15 Months gift advertising and Revion’s trade 


of Client Gathering 


| New York, Sept. 4—Warwick 
|& Legler, which picks up $3,200,- 
000 in Mennen billing between 


will thus cap a rousing new-busi- 
ness period that added an esti- 
mated $14,700,000 in client money 
in 15 months. 

H. Paul Warwick, president, 
said his agency, which ended 1957 
with $14,600,000 in billings, ex- 
pects to see that total move above 
$20,000,000 this year—and he an- 
ticipates a 1959 year that will end 
with billings at $25,000,000. 

Few would have predicted the 
turn-about accomplished by War- 
wick & Legler between September, 
1957, and December, 1958. At 
least not last March, when W&L 
lost the $4,500,000 Schick account 
to Benton & Bowles (with the 
switch effective July 1), nor last 
November, when the $3,000,000 
Ruppert beer business flowed out 
the door and meandered to Comp- 
ton Advertising. 

But a check of the calendar be- 
ginning 12 months ago reveals the 
following acquisitions: 


wit 15 and Dec. 1 (AA, Sept. 1), 


e Seagram’s V.O. and Seagram’s 
gin—billing about $2,000,000 and 
$1,000,000 respectively—were tak- 
en over from Roy S. Durstine Inc. 


e Effective Jan. 1, 1958, Warwick 
& Legler snared about $5,000,000 


Barton, Durstine & Osborn. W&L 
got Revlon lipstick, nail enamel, 
Living Curl, Futurama, eye make- 


were selected because they “reach 


the opinion leaders of the country | 


such as writers, editors, commen- | 
tators, publicists and educators,” | 
according to Phillips-Ramsey Co., 
the agency. 


Jerry Crary, manager of the bu-|| 


reau, said, ‘We are getting an aw- 
fully good reaction—a different 
kind of inquiry. Before we heard 
from school kids and coupon clip- 
pers. Now we receive more queries 
from agencies, editors of special 
newspapers and others who influ- 
ence other people to travel.” + 


Moran, Monahan Join CBS-TV 

Richard P. Moran Jr., formerly 
with John E. Pearson Co., radio- 
tv station representative, has been 
appointed an account executive in 
the Chicago office of CBS Televi- 
sion Film Sales. James W. Mona- 
han, previously with California 
National Productions, tv film and 
merchandising subsidiary of NBC, 
has been named an account ex- 
ecutive of CBS-TV Film Sales in 
New York, covering eastern Penn- 
sylvania and selected New York 
agencies. 


Junice Names Ad Campaigns 
Junice Laboratories Inc., Clifton, 
N. J., manufacturer of bulk phar- 
maceuticals and drugs, has ap- 
pointed Advertising Campaigns 
Inc., Paramus, to handle its adver- 


NEW TEALAND! 
aw AUSTRALIA, 


ds a | 

ATTRACTION—A Maori girl in the 
foreground, a liner and small boats 
in the background promote New 
Zealand travel for Matson Navi- 
gation Co. in this color ad. 


Matson Magazine 
Campaign Promotes 


New Zealand Travel 


SAN Francisco, Sept. 3—Color 
ads featuring a Maori beauty are 
being used by Matson Navigation 
Co. to promote travel to New Zea- 
land. 

The artwork in the ad, also used 
in display posters, reproduces one 
of a series of oil paintings by Louis 
Macouillard, Sam Francisco artist, 
who also provided the South Pa- 
cific illustrations used on the menu 
covers of the two Matson liners. 

On the magazine schedule are 
Holiday, The New Yorker and Sun- 
set Magazine, with ads in Septem- 
ber and October issues. In Canada 
a similar schedule is planned, us- 
ing Mayfair and Saturday Night. 

Fuller & Smith & Ross, San Fran- 


tising. 


See ee CRE. 


cisco, is the agency. # 


in Revlon billings from Batten,| 


) advertising and its tune-in space 
in newspapers. 


e April 1 saw billings begin on the 
| $2,500,000 Bromo-Seltzer account, 
which Warner-Lambert switched 
from Lennen & Newell. Another 
Warner-Lambert product, a mouth 
wash named Steri/Sol, which is 
now in test markets, 
awarded on that date to W&L. 

(Continued on Page 115) 


Drys Urge ‘Post’ 
to Reconsider Its 
New Liquor Policy 


WASHINGTON, Sept. 3—Three 
temperance groups today called on 
the publishers of The Saturday 
Evening Post to reconsider their 
decision to accept advertising for 
alcoholic beverages. 

In a letter to Robert E. Mac- 
Neal, president of Curtis Publish- 
ing Co., spokesmen for the tem- 
perance groups asked whether 
“after more than 200 years of 
glorious history,” the Post will 
“become an advocate of intoxi- 
cants.” 

They said “The Post from now 
on must bear its full responsibility 
for the 12,000 annual highway 
deaths (alcohol related); for the 
5,015,000 alcoholics in the U.S.A.; 
for the crimes committed and 
homes broken up because of the 
moderate or excessive use of al- 
coholic beverages which the Post 
will now promote to its readers.” 


= The letter was signed by Cara- 
dine R. Hooten, executive sec- 
retary, Methodist Board of Tem- 
perance; Clayton M. Wallace, 
executive director, National Tem- 
perance League Inc., and Mrs. 
Glenn G. Hays, president, National 
| WCTU. 

| “It is with deep regret that we 
jlearn of your decision to follow 
|the pattern of publications which 
promote the sale of intoxicating 
beverages,” the letter said. “We 
|beg you to reconsider your action.” 

The tragedy of the surrender, 
the letter said, is that millions of 
Americans who have been inspired 
by this periodical will now be em- 
barrassed by its new policy. 

“There are in America more 
than 40,000,000 adult abstainers 
and other millions of youths and 
children who have a right not to 
drink,” the temperance leaders de- 
clared. “This added pressure to 
use alcoholic beverages will meet 
with the disapproval of all who 
prefer to live the alcohol-free way 
of life.” 

The letter contended that alco- 
holic beverage ads are “false and 
misleading” because they fail to 
warn of the consequences which 
may result from their ordinary use. 


= “Most advertisements imply 
that alcoholic drinks are suitable 
anywhere and any time,” the let- 
ter said. “No alcoholic beverage 
advertisement warns against the 
use of such beverages when driv- 
ing a car, motorcycle, airplane, 
helicopter, tractor, bulldozer, loco- 
motive or ship, where skill and 
clear heads are required and peo- 
ple’s lives may be at stake. 

“The possible consequences 
from the use of even moderate 
amounts of alcoholic beverages are 
accidents to vehicles and machin- 
ery, damage to property, hospitali- 
zation, medical or funeral ex- 
penses, insurance costs, police, 
ambulance, court expenses, eco- 
nomic loss, plus personal heart- 
ache, untold suffering and re- 
morse.” # 
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‘SarasotaNews’ | 
Hits Rival in 2 
Anti-Trust Suits — 


| 


Sarasota, Fia., Sept. 2—The| 
Sarasota News has filed two anti- 
trust suits in U.S. district court, 
Tampa, against Lindsay Newspa- 
pers Inc. and their principal own- | 
ers, David B. Lindsay Sr. end | 
David B. Lindsay Jr. 

The suits ask that the ed 
be enjoined from continuing mo- 
nopolistic practices which tend to) 
stifle competition in the Sarasota 
newspaper field. Treble damages 
amounting to $3,250,000 also are 
sought. 


® David B. Lindsay Jr., president 
of Lindsay Newspapers Inc., told 
ADVERTISING AGE that “this is not 
so much a suit against us as it is 
against the trade practices of the 
publishing industry generally. 

“If it should be ruled illegal to 
offer reasonable volume discounts 
in advertising, or moderate price 
reductions for subscriptions in 
weekly combination as against in- 
dividual prices, then most of the 
publications in the country will be 
surprised to learn that their sales 
inducements are illegal.” 

Mr. Lindsay maintained that his 
company has “sold advertising in 
one newspaper without the other, 
contrary to the false and malicious 
allegations in the suit.” He said 
the suits would be strongly op- 
posed and that Lindsay’s answer 
would be filed about Sept. 15. 


= The suit charges that the Sara- 
sota Journal, an evening newspa- 
per owned by the Lindsays, “was 
begun with the planned intention 
of guarding for defendants the 
daily evening newspaper market 
in the Sarasota area, and more 
particularly, to discourage and 
prevent the beginning of a com- 
peting daily newspaper in that 
area and to put the defendant cor- 
poration into a position where it 
could effectively exclude and stifle 
such competition if an opposing 
daily newspaper was thereafter 


(Continued on Page 115) 


Campbell's Ads Push 
Refunds, Premium 


in Fall Promotion 


CAMDEN, N. J., Sept. 3—Camp- 
bell Soup Co. this fall will run 
two promotions offering consum- 
ers something in return for send- 
ing in labels from its canned prod- 
ucts. 

In the first promotion, Camp- 
bell will mark the first anniver- 
sary of the introduction of three 
canned soups—chicken vegetable, 
minestrone and turkey noodle—by 
refunding half the price paid for 


each label returned with name 
and address of purchaser on the 
back. 

Consumers who send in a label 
from Campbell’s Pork ’n’ Beans 
with 50¢ during October will re- 
ceive four Campbell Kid baby bibs. 


s Full-color ads in First Three 
Markets Group, Life, Look, The 
Saturday Evening Post and This 
Week Magazine plus radio spots in 
200 markets and commercials on 
“Lassie” and “The Donna Reed 
Show” on tv will push the half- 
price money refund offer. 

Batten, Barton, Durstine & Os- 
born is the agency for the money- 
back promotion. 

The bib offer will be pushed 
with a full-page four-color ad in 
American Weekly’s Oct. 26 issue 
and point-of-sale material. 

Needham, Louis & Brorby is the 
agency for the bib offer. + 


HaAd MAN 
AC ERTAIN 
WOMAN © 


LUXURY LOOK—A Sealyham and a limousine give an “air” 


— + 
~ / ~~ BERGDORE 7)" 
: GO@DDMAN#* ton: 


to this 


newspaper ad in a new series by Delman Co. 


Subtlety Is Ruse 
Delman Will Use 
to Sell Its Shoes 


New York, Sept. 4—The best 
sell for the high fashion shoe cus- 
tomer is “understatement, indirec- 
tion and suggestion,” Delman Co. 
has decided. 

To carry out this theory, the 
company is launching a newspaper 
campaign Sept. 7 with the theme, 
“Delman has a certain woman in 
mind.” The ads never show a wo- 
man, but instead show situations 
which purport to mirror “a cer- 
tain woman’s world.” 

For example, one ad is a dock- 
side vignette showing steamer 
trunks and dachshund. Another 
ad portrays the end of a success- 
ful shopping spree by showing a 
heap of packages and a Sealyham 
terrior in the back seat of a lim- 
ousine. All the ads are half-pages, 
sketched in a “fine arts technique.” 


@ There’s one shoe per ad, shown 
in a small sketch down in one 
corner of the ad. Although the 
merchandise is “small and seem- 
ingly incidental,” the fact that it 
is executed in the manner of an 
old engraving will give it “above- 
liminal impact,” the company be- 
lieves. 

The series will run in all cities 
having Delman stores. The media 
list includes the Chicago Daily 
News, Los Angeles Times, Miami 
Herald, New York Times, Palm 
Beach Times, Philadelphia Inquir- 
er, and San Francisco Examiner. 

Sochis Advertising & Promotion 
is the agency for Delman, a divi- 
sion of General Shoe Corp. # 


Schenley Boosts Balterman 

George Balterman, formerly 
brand advertising manager of 
Schenley’s Brands of Elegance di- 
vision, has been named assistant 
coordinator of the advertising 
budget for Schenley Industries 
Inc., New York. Jerome Eisnitz 
has been appointed to Mr. Balter- 
man’s former position. Mr. Bal- 
terman was associated with Storm 
& Kline (now Emil Mogul Co.) as 
a vp before joining Schenley. 


3 GREAT SOUPS 


¥2 PRICE REFUND 


Gay Sir your, 
Oey back ! 


ad 


vy PRICE—Ads like this will promote | 
Campbell’s half-price refund offer 
in magazines. 


In First Year, 
EWRR Matches 
Losses, Gains 


New Business Keeps 
Shop at $73,000,000 
Level; Recaptures Seen 


sey, Ruthrauff & Ryan—which 
will be one year old come Oct. 1 
—will: 


e End 1958 at about the same 
billings level it began with last 
fall— $73,000,000. 


e Finish 1959 with upward of 
$80,000,000. 


e Give a lot of time now to woo- 
ing accounts it lost since the 
merger of Erwin, Wasey with 
Ruthrauff & Ryan. 


e Have it understood it “ain’t 
talking to anybody about mergers.” 


These nuggets of information 
were offered today by James B. 
Briggs, EWRR exec vp, in response 
to questions put to him by a panel 
of three advertising news report- 
ers at a lunch meeting of the Assn. 
of Advertising Men & Women. The 
panel included Joe Kaselow of the 
New York Herald Tribune, Doris 
Willens of the New York Journal- 
American, and James V. O’Gara 
of ADVERTISING AGE. 


s The EWRR management, ac- 
cording to Mr. Briggs, is now fac- 
ing two major problems. The first, 
he said, is creating a _ training 


of its younger executives. 

The second is completing in- 
tegration of the R&R people with 
those who had been with Erwin, 
Wasey. “You might say that our 
management problem 
the right guy on the right ac- 
count,” added Mr. Briggs. 

The EWRR exec admitted that 
his agency had been “bothered” 
by the “bad treatment we got in 
some cases in the press on our 
merger.” 
|ment came about, in part, 
agen we didn’t handle it too deft- 

we allowed the thing to be 
debated and speculated upon.” 
After asserting that the shop 


|was “making commitments now to| 
ido ten presentations a week for | 
we've been) 
making five a week,” Mr. Briggs) 


jnew business where 
‘added that “we've stopped losing 
accounts, thank goodness; now 
| we’ re giving a lot of time to ac-| 
‘counts that we lost.” # 


| Alexander Joins Wolcott 
Charles W. Alexander, formerly 
with the Merchandise Mart, Chi- 
|cago, and Hicks & Greist, New 
| York, has joined Wolcott & Asso- 
| ciates, Los Angeles and San Fran- 
|cisco public relations counsel, as 
vp in charge of its new eastern 


York. 


New York, Sept. 3—Erwin Wa-| 


program in the shop which will! 
gradually up-grade the capabilities | 


is putting) 


But he said this treat- | 
“be- | 


Mogul ‘Semantic 


NEw York, Sept. 3—Emil Mo- 
gul Co. has come up with a new 
research tool to measure the ef-| 
fectiveness of advertising. 

The agency believes 
method goes a long way toward 
giving a quantitative measurement | 
of qualitative data. 

Mogul says it can now measure 
statistically the attitudes consum- 
ers have about a product, a com- 
pany or an ad. 

Joel Martin, vp and director of 
media and research, developed the 


the “semantic differential” tech- 
nique devised several years ago) 
by an experimental psychologist | 
at the University of Illinois. 
Mogul’s PSI (product semantic 


Scott Paper Boosts 
TV Time, Stresses 
Thursday Exposures 


CHESTER, Pa., Sept. 3—In an in- 
tensification of its tv use, Scott 
Paper Co. is more than quadru- 
pling the number of its commercial 
minutes on tv and concentrating 
heavily on Thursday daytime tv to 
reach weekend shoppers. 

It is also shifting its major vehi- 
cle, “Father Knows Best,” from 
NBC-TV to CBS-TV, effective 
Sept. 22, retaining its Monday, 
8:30 p.m., EDT, time slot. The 
move is intended to broaden the 
high-rating situation comedy’s au- 
dience, according to Thomas B. 
McCabe Jr., Scott’s ad director. 
144 CBS-TV stations will carry the 
show. Lever Bros. will continue 
to share the presentation. 

The Thursday daytime effort 
will involve six segments on four 
different CBS-TV shows—‘Play 
Your Hunch,” 10:45 to 11 a.m. 
every other week; “Love of Life,” 
12 to 12:15 p.m. every week; “The 
Verdict Is Yours,” 3:30 to 3:45 p.m. 
(3:45 to 4 p.m. on alternate 
weeks), and “Secret Storm,” 4:15 
to 4:30 p.m. every other week. 


Scott’s participation will begin 
Sept. 25. 
The programs were selected 


chiefly for ratings across a net- 
work of 118 CBS-TYV stations, ac- 
cording to Mr. McCabe. 


|@ In a merchandising move, mean- 
| while, Scott is introducing a 7¢-off 
offer on Scotties facial tissues. The 
7¢-off coupons will be included 
inside each two-pack of Scott’s 
Soft-Weve toilet tissues and will 
be good on one box of Scotties 400 
or two boxes of Scotties 200. 


Shelf talkers and two- and 


three-column ad mats on the offer 
are being made available to deal- 
ers. 

J. Walter Thompson Co. handles 
Scott’s consumer products. # 


| 
} 


CLIFFORD H. PEEK JR., formerly mer- 
chandising manager, institutional | 
products division, General Foods | 
Corp., has joined the Paper Cup) 
& Container Institute, New York, | 


tion, 


its new) 


new testing procedure, basing it on | 


3 


Differential’ Aims 


to Provide Qualitative Research Data 


indices) technique was described 
to ADVERTISING AGE by Mr. Martin 
and Richard Lockman, vp and gen- 
leral manager of Mogul, who expect 
to make a full-dress presentation 
of the method this fall. They em- 
phasized that it is available for 
/anyone to use. 

Mr. Martin reported that the 
agency has carefully tested the 
method to determine its reliability. 
“We are now convinced,” he said, 
“that. the method and procedure 
jare sound and should prove ex- 
tremely useful to everyone in ad- 
vertising.” 
|@ The PSI technique involves the 
|questioning of respondents in 
terms of polar opposites. Responses 
are plotted on a graph. 

For example, if a beer survey 
is being conducted, consumers will 
be queried along such lines as: 

Zesty or flat? 

Dry or sweet? 

Expensive or cheap? 

Easy to find or hard to find? 

Low calorie or high calorie? 

Much advertised or little adver- 
tised? 

These are not either-or ques- 
tions. The questionnaire is devised 
so that respondents can indicate 


(Continued on Page 80) 


Sheraton Offers 
Credit Card Plan; 
Hilton May, Too 


New York, Sept. 3—The credit 
card craze continued unabated this 
week as two leading hotel chains 
announced plans to enter the grow- 
ing global credit sweepstakes in 
competition with plans already 
available, notably the Diners’ Club 
and American Express Co. systems. 

Definitely in competition for 
credit dollars of cuff-conscious 
consumers is the Sheraton Hotel 
Corp., which today announced an 
expanded credit system through a 
new subsidiary, Sheraton Central 
Credit Club Inc. About 1,000,000 
patrons now hold Sheraton cards 
good in the chain’s 47 hotels in the 
U.S. and Canada. The new Shera- 
ton system would expand credit 
|facilities to include department 
| stores, accommodations, travel and 
other services among subscribers 
in the U.S. and abroad, the compa- 
ny said. 


® Yesterday, the Hilton Hotel 
Corp., which includes 33 hotels in 
and out of the U.S., announced it 
is “considering” entry into the 
credit card industry via a world- 
wide credit system of its own. 
While the Hilton plan is not def- 
inite, the hotel chain’s proposed 
credit system would also provide 
about 1,000,000 Hilton patrons with 
single billing, comprehensive credit 
facilities throughout the world. 

Last June, American Express Co. 
entered the credit card contest by 
announcing a centralized credit 
system which allows subscribers 
to charge a variety of services any- 
where in the world (AA, June 23). 
This prompted a merger between 
the Diners’ Club and Esquire Club, 
until then the credit industry’s two 
top leaders (AA, Aug. 4). # 


Rock River Mills Names Long 
Rock River Woolen Mills, Janes- 
ville, Wis., producer of woolen and 
| woolen-blended fabrics, has ap- 
pointed W. H. Long Agency, Mil- 
waukee, to handle its first nationa] 


division, 420 Lexington Ave., New| 4% marketing manager, a new posi-| advertising and public relations 


program. 
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‘Houston Chronicle’ Offers Bulk Discounts, 
R.O.P. Color Rates to National Advertisers 


Houston, Sept. 4—The Houston 
Chronicle will offer national ad- 
vertisers a discounted rate struc- 
ture based upon the annual volume 
of advertising, M. J. Butler, busi- 
ness manager, announced today. 

The change in rate structure is 
effective Nov. 1 for those advertis- 
ers who decide to sign contracts 
based upon their anticipated linage 
schedules for the year, Mr. Butler 
explained. 

At the same time, he announced 
that the Chronicle will switch from 
a flexible color rate, dependent 


upon the size of the ad, to a one-| 


rate charge for color. 


® Both changes in rate structure 
have the same goal, Mr. Butler 
said—to ease the job of the media 
buyer significantly. 

“Once the top 20 markets in the 
country have the same vclume 


talk about 
avid readers! 


THE 


Will any pretty girl do for him? No, sir. He 


limits his line to lovely young 


The Sun. That way, he knows they’re as 
well-informed as they are well-formed. Next 
thing he knows, he’s a wolf in groom’s cloth- 
ing and The Sunpapers are being left on their 


doorstep— Morning, Evening 


The Baltimore Sunpaper 


ABC circulation: Combined Morning and Evening 410,932— Sunday 319,488 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


ta 


|mewspapers on a national 
just as they are now using other 
media,” he pointed out. 


scale | 


mium—as the size increased, over 
the minimum, the color charge 
went up. | 


flat charges based on the standard | 


'sizes which were suggested by the | 


| Linage brackets established by | 


| the Chronicle for volume discounts 
jare 1,000 lines within one year; 
5,000 lines; 10,000 lines; 25,000 
lines; 50,000 lines, and 100,000 lines. 


|@ Chronicle officials expect that 
'the opportunity for national ad- 
vertisers to sign up for linage at a 
discount will result in increases for 
the newspaper both in linage and 
in total advertising dollar volume. 

“If national advertisers use these 
| rates extensively it could mean in- 
| creased discounts,” Mr. Butler said. 

The Chronicle’s change to a sin- 
gle rate for color eliminates the 
penalty formerly placed upon users 
‘of large color ads. This rate has 
| evolved through two major chang- 
/es, Mr. Butler pointed out. Former- 


ithe Chronicle felt this, too, was 


American Assn. of Advertising | 
Agencies committee on color. But 


unfair because the color premium 
increased with the size of the ad—- 
thus penalizing users of large 
space. 


® A survey of the use of color in 
the Chronicle resulted in the set- 
ting of new rates of $225 for black 
and one color, $350 for black and 
two colors, and $525 for black and 
three colors. This is slightly above 
the former minimum rate. 

“The Chronicle has instituted 
this new color rate with the 
thought of holding the present col- 
or revenue, not increasing it,” Mr. 
Butler said. “The Chronicle wants 
to increase the use of color, be- 
cause the more color advertisers 
use, the more results they will ob- 
tain from their newspaper ads.” + 


WILY 


ladies reading 


and Sunday. 


Doorsteps and The Sunpapers have a love 
affair all their own in the Baltimore area. 
Our “solid block coverage” is one of the 
outstanding success stories of daily news- 
paper circulation . . . and a big exclusive 
“PLUS” for Sunpapers advertisers that no 
other Maryland medium can match. 
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Highlights of This Week's Issue 


From this, the Chronicle adopted Miller Brewing Co. sets up over-all mar- | Sattler’s, Buffalo department store, helps 


keting unit, with Charles C. Davis Jr. 
named director of marketing......Page 1 


Magazine layout can affect the attention 
the ads in the publication get, psychol- 
ogists are told at convention ........ Page 1 


Bristol-Myers was the leading user of 
network radio in second quarter of this 
year, the Radio Advertising Bureau re- 
ports 


Informational sites in proposed regula- 
tion of outdoor posters along federal 
highways will become sites for ‘‘robbery 
and rape traps,"’ Karl L. Ghaster Jr., 
general manager of the Outdoor Adver- 
tising Assn. of America, says ....Page 2 


The San Diego Convention & Tourist Bu- 
reau increased its 1958 budget to $175,- 
000—triple its 1957 budget—to attract 
tourists, and hopes to raise $400,000 for 
its 1959 promotion 


Raleigh will promote the fact that its 
new filter tips are packed with the) 
tips down so that the smoker’s fingers 
do not touch the part that goes to his 
ee semen Page 2 


Three dry groups ask The Saturday Eve- 
ning Post to reconsider its new pol- 
icy of accepting alcoholic advertise- 
ments 


Maori beauties will be featured in ad- 
vertisements by Matson Navigation 
Co. to promote travel to New Zea- 
DOD csicristesicssienrsleteianetasninanatantincenianls Page 2) 


Campbell Soup Co. uses two label-return | 
promotions during its fall campaigns— 
one celebrating anniversary of three 
soups offers a half-price refund with 
labels and the other offers babies’ bibs | 
with label from Campbell's Pork '‘n’ 
Beans and 50¢ 


Emil Mogul Co. develops new research | 
tool which it says can measure quan- 
titatively the qualitative factors in an 
advertisement. The method is based 
on the “semantic differential’ tech- 
niques developed by a University of 
Illinois psychologist a few 
ago 


The credit card business starts booming 
as Sheraton Hotel Corp. announces its 
own credit card system and Hilton 
Hotel Corp., weighs possibility of set- | 
ting up its own | 

Delman Co. will use “understatement, 


indirection and suggestion” to sell its 
high fashion shoe customers ........ Page 3 


Scott Paper Co. will intensify its use 
of tv, more than quadrupling its com- 
mercial minutes on tv and concentrat- 
ing heavily on Thursday daytime tv 
to reach weekend shoppers ......... Page 3 


Oklahoma Oil Coe. is giving its Chicago 
customers coupons redeemable for com- 
modities at Jewel Food Stores, a local 
chain of supermarkets 


9 
Lal 
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New faces at International Revenue 
Service may result in more favorable 
outcome for several important cases 
involving the tax treatment of adver- 
-tising 
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TV applicants start warming up as Ca- 
nadian government expresses willing- | 
ness to allow private tv channel in| 
DON CODD  cetesrrisectesertnctcereqsinsenes Page 10 


boost sales in all departments by set- 
ting up a Wall St. type “Big Board” 
on its first floor, with sales items 
listed, built around a big finance 
theme 


Film Producers Assn. of New York, 
group of independent film makers asks 
Justice Department to investigate tv 
networks’ produf¢tion of film and Video- 
tape programs and commercials .Page 16 


Connecticut gas retailers seek ban on 


“circus” signs at service stations; say 
they are factor in promoting price 
wars Page 32 


B. T. Babbitt Ine. hopes to triple its 
business within the next five years, 
Marshall Lachner, president says Page 33 


New York hotels’ sales of vodka and gin 
rose in 1957 over 1956, but sales of ver- 
mouth were down, suggesting customers 
are asking for dryer and dryer mar- 
tinis 


RCA will introduce stereophonic sound in 
a simulcast of the George Gobel show 
Oct. 21 over the NBC radio and tv net- 
works, and at the same time will pro- 
mote color tv Page 46 


James Lees & Sons Co. this fall will 
launch “the largest and most compre- 
hensive program for retailers in the 
carpet industry” 


Allstate Insurance Co. names Leo Burnett 
Co. to handle advertising for its new 
lines of insurance—life insurance and 

sickness and hospitalization 


accident, 
insurance 


White King Soap Coe. launches heavy 
schedule of radio-.and tv spots to in- 
troduce its new all-purpose liquid 
cleaner, Sun Page 54 


Broadcast Advertisers Reports extends its 
monitoring service to 230 additional tv 
stations in 100 markets 


Small cars may get about 20° of the Ca- 
nadian market this year, but the big 
cars are still the consumer's best bet, 
Chrysler’s Todgham says ............Page 62 


The British soft drink field expands, 
grows more competitive, as two chief 
competitors—Schweppes and Beecham 
—vie to buy third soft drink mak- 
BP  censteccinesnneecsstesemenntnameedbamian Page 106 
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- » « » DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


600 W. VAN 


BUREN ST. CHICAGO 7 


STATE 2-5367 
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The postmarks are actual reproductions 


It’s a rare lady from Louisville, Ky., who has ever heard of 
Grit—but the ladies in Louisville, Ala., Ill., Kans. and Tenn. 
live by it! They are small towners, you see, and in their 
neighborhoods Grit outsells even the Ladies’ Home Journal. 

Grit fits perfectly into national consumer campaigns. With 
59% of its 900,000 circulation concentrated in towns of 
2500 and fewer, Grit helps you correct the metropolitan bias 
of most mass media... helps give you balanced national 


- er 
AMERIC A’ 


: TATE : wht Sav Bane wp 
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coverage. And it will cost you only 2¢ or less of your adver- 
tising dollar for a sustained courtship of these lovely small- 
town ladies and their heavy pocketbooks. Closing is just 9 
days prior to the Sunday masthead date . . . you can start 
right away! 

Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; 
and by Doyle & Hawley in Los Angeles and San Francisco 
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Oklahoma Oil Offers |" Crit ‘ot is piucang the 
Certificates Good for 


new arrangement with Jewel on its 
| baseball telecasts. Needham, Louis 
tl 
Jewel Food’s Wares 
Cuicaco, Sept. 3—Jewel Food 


& Brorby was appointed to the 
Stores, a local chain here, and 


| Oklahoma account early in July 
(AA, July 7). # 
Oklahoma Oil Co. have joined in a} Handmacher Handles Own Ads 
promotion making the oil com-| 
pany’s coupons redeemable in pur- 
chases from Jewel. Opti 
es a | Optical Co. (AA, Sept. 1) errone- 
The Oklahoma stations give cou-| ously listed Grant Advertising as 
pons to customers at the rate of two| 


h ; - 
for each gallon of gasoline and|° o RunGmecher aguay. Mend 


| A story about a tie-in ad for) 
|Handmacher-Vogel and American | 


|\This Week in Washington ... 
New Faces at Internal Revenue May 
Mean Better Break on Ad Deductions 


By Stanley E. Cohen 
Washington Editor 


allowed as tax-deductible. But, 
under Mr. Harrington, ads dealing 
w.th controversial themes have 
been knocked out, and even some 
public service ads have been dis- 


WASHINGTON, Sept. 5—Personnel 
changes in the Internal Revenue 
Service may influence the outcome 


Advertising Age, September 8, 1958 


growth of a business ought to be 
deductible even if they touch on 
controversial themes. 

Instead, Mr. Harrington disal- 
lowed anti-public power ads of the 
utility industry and prepared to let 
the issue go to court if necessary. 

Apparently his superiors in the 
Treasury sensed that the revenue 
service may not be entirely on 
sound ground in its handling of 
|advertising cases. As a result the 
Secretary of the Treasury delayed 
final approval of these actions. 


. ; : . llowed when they did not spe-|N Mr. Harri ’ 
, macher has been handling its own wf a ; ow Mr. Harrington's successor 
four for each dollar’s worth of fuel | savertising since May. & or og ars are ap oe cifically improve the market for| undoubtedly will be asked to take 1 
oil. Customers can redeem these at = — a product. : a fresh look. ‘ 
Oklahoma’s premium stores for ing. When ~«presentatives of adver-| By coincidence, the new commis- 


various commodities. 


®s Under the arrangement with 
Jewel, the stations themselves will, 
if the customers wish, now redeem 
100 of these coupons, giving the 
consumer a certificate worth $1 in 


Itek Names Gaynor & Ducas 
The Itek Corp., Boston, Mass., 


has appointed Gaynor & Ducas| 


Inc. as its first advertising and 
public relations agency. Itek makes 
optic and electronics systems. 


purchases at any Jewel Food Store. Jeanne Pyle Joins Dore 


Jewel announced the arrange- 
ment in a b&w spread in the Aug. 


| 


Jeanne Pyle, formerly with For- 
joe & Co., has joined the sales staff 


29 Chicago Tribune, the only ad it of Bob Dore Associates, New York, 
has planned on the offer. North | radio station representative. 


Outgoing Commissioner Russell 
Harrington tended to follow the 
advice of the career staff. He gave 
scant encouragement to advertising 
people who contend that tax of- 
ficials are clinging to policies 
which bear little relation to the 
realities of business life. 

In particular, advertisers want 
tax officers to clarify their think- 
ing on non-pro‘uct ads. In the past, 


all ads building good will were 


tising grc os tried to persuade Mr. 
Harrington to draft new rules 
eliminating any question about the 
right to use ads which build good 
will, the commissioner decided to 
retain the same broad and vague 
rules which have caused trouble 
in the past. 


le In addition, some advertisers— 
particularly electric utilities— 


rc 


b 
’ 


| think ads linked to the survival or 


serves farmers? 


Hometown paper 
for the whole state 
of Iowa... 


ee 


because of the many ways it 


Well, that’s part of 


the answer. The Register and Tribune is 
popular with lowa farmers because it 
shares the farmers’ interest in new methods 
and new ways to solve old problems. It 
works closely with lowa State College, 

the U. S. Department of Agriculture and the 
various state farm agencies. It gives awards 


sioner also will have some new ad- 
| visers. For in addition to Mr. Har- 
|rington, the revenue service is 
losing Justin Winkle, the assistant 
commissioner in charge of drafting 
tax rulings, legislation and inter- 
pretations. 


Commerce Secre- 
BattleSeenon tary Sinclair 
Patent Ad Rule Weeks, who has 

been pliant in go- 
ing along with proposals which 
hurt advertising, may have to go to 
|court to defend his new rule ban- 
' ning advertising by persons who 
| practice at the Patent Office. 

For more than 10 years, bar as- 
| sociations pressed for this rule, but 
Secretary Weeks’ predecessors 
turned them down. They noted that 
about one-fourth of the people who 
practice at the Patent Office are 
non-lawyers. These people have 
willingly submitted to reasonable 
codes of ethics, but some of them 
object to the use of the power of 
the federal government to impose 
the canon of the bar association on 
non-members. 

It’s a nice legal point. And some 
,patent companies and advertising 
| associations are putting together a 
| $25,000 war chest so that the courts 
| will have an opportunity to think 
|it over. One problem, of course, 
| may be to find judges who can be 
|objective about any action chal- 
|lenging the canons of the bar as- 
sociation. 


Census Bureau 
Population reports that the 
rate of popula- 


Rate Sags 
tion increase has 


been in a little recession in recent 
months. Unlike the business situa- 
tion, the bureau believes, the pop- 
ulation recession has yet to “bottom 
out.” 

The net gain in population in the 
| first half of 1958 was 1,326,000, ac- 
|cording to the bureau’s latest esti- 
/mates. This is the smallest gain in 
/any six-month period since the 
‘first half of 1955. 
| While the number of births com- 
|pares well with the best previous 
years, there has been an increase 


|in deaths and a decline in net im- 
|migration. Moreover, the outlook 
| for the birth rate in the second half 
of 1958 isn’t overly promising, the 
experts add, because of a recent 
decline in marriage rates. 

Less than two years short of the 
next national census, the bureau 
pegs the national population at 
174,064,000. That’s up 23,000,000 
since 1950, with the probability » 
that the total will be in the neigh- 7 
borhood of 179,000,000 when the : 
census count is made in April, ¥ 
1960. + 


in soil conservation, for the largest crop 
yields and for outstanding 4-H Club work, 
sponsors Farm Clinics and Farm 
Improvement Shows. The Register and 
Tribune’s interest in farmers and 

farmers’ interest in The Register and 
Tribune help give it perhaps the most 
unusual circulation in America. Its papers 
are read by 70% of the whole state of lowa! 


ge gy ne 


Schmidt to Sudler & Hennessey 
Robert R. Schmidt, formerly an ' 

account executive and marketing 

director of Paul Klemtner & Co., 


Des MOINES 


has joined Sudler & Hennessey, ] 
New York, as an account execu- : 
REGISTER anv TRIBUNE tive. } 
A 350,000 COMBINED DAILY * 500,000 SUNDAY | q 
’ 
. Gardner Cowles, President } 
ADVERTISING IN i 
; a +. . BUSINESSPAPERS 4 
“~. .? or =: a 4 
whe ee MEANS BUSINESS 
J. S. RUSSELL, Farm Editor of the Des Moines Register and Tribune, Past 
President and Director of the Soil Conservation Society of America. 


See pages 46 and 47 
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‘great and 
rolling 


A ane 


The isolated facts are, in themselves, cold and hard, black and 
white. It is only when you gather and sort them, when fact builds 
on fact, that you begin to feel the swelling surge of The Saturday 
Evening Post. 


e@ In food advertising, for example, the Post shows a solid 13 per 
cent gain in revenue for the first six months of 1958—the only 
magazine in its field to show a gain. Take other classifications— 
the Post dominates the mass-weekly field in advertising pages on 
automotive products...home building...travel and resort...insurance 
..all foundations of the economy. 


e 38 per cent of all ad pages in mass-weekly magazines during the 
first six months of 1958 went into the Post. The Post is the only 
magazine in its field to increase its share of market this year. 


e New advertisers are streaming in-—32 in the third quarter, 27 
more (so far) in the fourth quarter. 


@ The fourth quarter is off to a bang-up start. October advertising 
space now on the books is a healthy 8.4 per cent ahead of this time 
last year. 

e Advertisers are putting more multi-page spectacular units and 
industry promotions in the Post than in any other magazine. 


® Post circulation is at an all-time high. In the last two years alone, 
the Post has added 5,000,000 more readers—a gain 1,000,000 
greater than that of the other large weekly. 


e In a major media research breakthrough, Alfred Politz proved 
your ad page in the Post is exposed to Post-Influentials more than 
29,000,000 times. 

Fact builds on fact. And those 
above are not all of them. The 
tide is running stronger, flowing 
faster, rising higher today than 
ever before in Post history. 


The Saturday Evening 


POST 
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TV Ratings to 
Decide Fate of 
Harried Quizzes 


New York, Sept. 4—Will the 
tv quiz shows, which some people 
think were already ripe for the 
knockout blow, be able to survive 
the current “scandal” that con- 
tinues to blaze across the front 
pages of the nation’s newspapers? 

“Well, nobody this week has 
dropped any giveaway show,” one 
broadcaster said, “but I wouldn't 
want to go out and try to sell a 
new quiz even if it had a built-in 
guaranteed rating.” 

Among the sponsors still stick- 
ing at press time despite the un- 
favorable publicity was Pharma- 
ceuticals Inc., sponsor of “Twenty- 
One.” Rigging charges against this 
show, which is produced for NBC 
by Jack Barry and Dan Enright, 
from whom the network bought 
the show when it was riding a rat- 
ing crest in 1957, have taken over 
the spotlight in the New York dis- 
trict attorney’s investigation. 


s “Twenty-One,” which came up 
with some of the most personable 
know-it-alls ever seen on tv and 
made a video star out of one of 
them, Charles Van Doren—took 
over center stage in this are-they- 
or-aren’t-they-on-the-up-and-up 
mystery after the exit of “Dotto,” 
which was unceremoniously 
dropped by Colgate from two net- 
works. 

Colgate allegedly gave this one 
up after two detectives had been 
“planted” on the show to investi- 
gate contestant prompting charges 
made against the program by a 
disgruntled standby contestant. 


® NBC bought “Twenty-One,” 
“Tic Tac Dough” and another quiz 
package or so from Barry & En- 
right Productions for an estimated 
$1,000,000. But Messrs. Barry and 
Enright, who were signed to in- 
dividual contracts by the network, 
have continued to handle the pro- 
duction as independent contrac- 
tors. 

Fighting back hard this week, 
Barry & Enright, who denied that 
their shows had ever been any- 
thing but honest, filed a libel suit 
against the New York World Tele- 
gram & Sun and the Journal- 
American, two of the first papers 
to print the allegations against 
them and their prize package. 

The possibility of an epidemic 
of litigation was one thing which 
might well have been worrying 
quiz show producers and sponsors. 
At the moment, however, no legal 
action had been started against 
any of the programs though the 
district attorney was said to be 
considering a grand jury presenta- 
tion on the matter. The threat of 
such consequences could cause 
some advertisers to hang onto 
properties with which they have 
been associated for a long time— 
at least until something else has 
replaced tv’s big money shows in 
the headlines. 


# In the long run the ratings may 


decide this issue as they do so} 


many others in television. If the 
ratings in the next couple of 
months indicate that people still 
enjoy the isolation booth geniuses 
at work, sponsors will probably 
decide that public confidence has 
not been shaken and will keep the 
good rating shows on. On the other 
hand, if a giveaway’s ratings start 
to slide, the ax will probably fall 
even faster than usual. 

It should be emphasized that 
the weaker shows are likely to die 
eff, with or without a scandal, 
and that many programming men 
think tv has been over-indulging 
in money and games for some 


time anyway. | 


Some observers feel that one 
by-product of the “erooked” quiz 
hubbub, which so far has tainted 
only two shows by name, may be 
a return to network control of a 
larger percentage of programs. 
Had the networks been actively 
producing the shows themselves, 
the alleged irregularities might 
never have occurred, they believe. 


s The point here is that a network 


—which doesn’t have its whole ca- | 


reer or bankroll riding on a single 
show—would not have to press 
|so hard in the early weeks to come 
up with an overnight hit. In that 
case the pressure for an immedi- 
ate big, big rating is not so com- 


pelling. A network would not feel | . 


\it had to pay $18,000 in advance | 
|to a “hot” contestant who was 
considered indispensable to a show. 
| Networks and agencies, of 
;course, supervise all shows with 
which they are associated, but 
they cannot possibly keep in as 
close touch with independent 
packages as they do with pro- 
grams they actively produce. 

It should be emphasized that 
|these observers do not tag inde- 
}pendent producers as the villains 
in this piece—if there is a villain 
—for informed people in the busi- 
/ness point out that showmanship 
|has always been the principal con- 


| sideration in a good quiz show. 


|# It’s no fun if one contestant 
|after the other doesn’t know the 
‘answer, and audiences begin to 
;consider a sponsor a real piker if 
|he doesn’t find somebody who can 
| walk off with the mink coat, the 
trip to Europe and the $64,000. 

So all the big money shows 
‘spend a lot of time scouting for 
|personable people with photo- 
graphic memories. If the audience 
is with them once they get going 
on the air, the program wants to 
keep them as long as possible. 

People who have worked with 
quiz shows say there are many 
“honest” ways of helping to pro- 
long the run of a hit contestant. 
Before he ever gets accepted on 
many of the top shows, he has 
gone through a careful screening 
process that tells the producers a 
great deal about what sort of ob- 
| scure facts he is familiar with. 


's “If a guy tells the interviewer 
jhe is an amateur swimmer and 
once participated in a swimming 
|meet in a little town across the 
|border from Amsterdam, the pro- 
| ducer can be pretty sure that this 
jis one bit of information which 
will help this comtestant win in a 
tight situation,” one agency man 
told AA. 

This kind of “control,” this 
agency man said, is absolutely es- 
sential to a good show. “It’s kind 
of dull the other way,” he said. 

The same technique can be 
used in reverse to “rub out” a 
contestant who begins to lose his 
audience appeal; the early-inter- 
view sessions have shown his 
weakness. 


# A quiz show, like any other, 
must build, this agency man con- 
tinued. In a dramatic program 
there are words written to put 
into the mouths of players and 
keep the action going. In a quiz 
program the questions can be 
|phrased in such a way as to pro- 
vide some assurance of the an- 
swer. 

“But there’s no guarantee, of 
course,” he said wryly. “On a hot 
stage your most sympathetic con- 
testant may blow it on something 
you are positive he knew.” + 


Rebhann Joins Lewin/Kaufman 
Raymond R. Rebhann, West 
Coast public relations manager of 
Batten, Barton, Durstine & Os- 
born for the past four years, has 
resigned to join Lewin/Kaufman/- 
Schwartz, Beverly Hills, Cal., pub- 
licity company, as an associate. 


‘ 


RIT COLOR—A new Rochester Insti- 
tute of Technology color process 
produced this novel melange of 
purple, green, orange, blue, laven- 
der and maroon, plus a few other 
colors, in this spread (shown ver- 
tical) in a special section of the 
Sept. 3 Dallas Times-Herald for 
Neiman-Marcus. 


RIT Color Makes 
Full Run Debut in 
‘Dallas Times-Herald’ 


Da.ias, Sept. 3—A new news- 
paper color process developed by 
the Rochester Institute of Technol- 
ogy was used in today’s Dallas 
Times-Herald for a four-page sec- 
tion announcing the 21st annual 
Neiman-Marcus Fashion Exposi- 
tion here Sept. 4 and 5. 

The color process, called RIT 
color, has been developed specially 
for web offset presses. It was pre- 
viously used experimentally in the 
Sentinel, Orlando, Fla., the Times, 
St. Petersburg, Fla., and in the 
RIT Reporter, published by the 
Rochester institute. 

The four-page section Nieman- 
Marcus used in the Times-Herald 
today has one color plus black on 
pages two and three while pages 
one and four are in full color print- 
ed as a spread without break. 


s The new process was evolved 
from research by RIT’s graphic 
arts research department aimed at 
developing a system of web offset 
process color newspaper printing 
that would be inexpensive, high in 
quality and require a minimum 
time between a newspaper’s receipt 
of color transparencies and print- 
ing of the paper. 

Research on the process began 
in 1948 when RIT and the Litho- 
graphic Technical Foundation held 
a graphic arts industry conference 
to talk up the prospects for such 
a process. A special laboratory was 
set up at RIT in 1950 to pursue the 
study. # 


Great Western Sets 
Record Ad Campaign 


NEw York, Sept. 4—Great West- 
ern Producers Inc., formerly Pleas- 
ant Valley Wine Co., Hammonds- 
port, N.Y., maker of Great Western 
champagne, which recently shifted 
its advertising account from Al 
Paul Lefton Co. to Gore Smith 
Greenland Inc., will launch the 
largest advertising program in its 
history this month. 

Four-color ads in magazines will 
feature both the product and spe- 
cial gift packs designed for the 
holiday promotion. In addition, 
b&w ads will be used in newspa- 
pers in selected markets. 

Magazines scheduled include 
Brides’, Club Management, Cue, 
Diners’ Club, Esquire, Gourmet, 
Holiday, Living for Young Home- 
makers, Liquor Store, Party Book, 
Sales Management, Sports Illus- 
trated, The New Yorker, and the 
New York Times Magazine. A 
schedule is also being prepared for 
the Wall Street Journal. + 
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‘American Aviation’ 
to Put Circulation 
on Controlled Basis 


WASHINGTON, Sept. 4—Ameri- 
can Aviation Publications Inc. an- 
nounced today that American Avi- 
ation is shifting to controlled 
circulation. 

Previously, the publication was 
predominantly paid, with some 
supplemental controlled distribu- 
tion. At the present time, ac- 
cording to Wayne W. Parrish, pub- 


lisher, it is still approximately 
60% paid, but subscriptions are 


ibeing allowed to expire, and plans 
are under way to put its entire 
distribution of 45,000 copies on a 
controlled basis. 

A new presentation now being 
used by the sales staff seeks to 
distinguish the aviation market 
from the missile field. It defines 
aviation as “the technology and 
skill required to manufacture, pi- 
lot into and return from flight.” 

The missile field, which Amer- 
ican Aviation Publications covers 
|with a weekly paid circuiation 
|publication, Missiles & Rockets, is 
defined as “the technology and 
| skill required to manufacture and 
launch into flight.” The presenta- 
tion says that 90% of the aircraft 
parts used in aviation are useless 
in missilery without drastic modi- 
fication. 


® Three years ago, American Avi- 
ation resigned from Audit Bureau 
of Circulations in a dispute over 
auditing of the controlled portion 
of its circulation. Since then Amer- 
ican Aviation has been audited by 
/Business Publications Audit, but 
Missiles & Rockets is ABC, with a 
paid circulation which is expect- 
ed to reach 30,000 by the end of 
the year, according to Leonard A. 
Eiserer, vp and general manager 
of the company. 

Early this year, after BPA 
questioned the verification of a 
large group of American Aviation 
subscriptions which had been se- 
cured through subscription agents, 
the publication was placed on pro- 
bation. Mr. Ejiserer said the de- 
cision to shift fully to a controlled 
basis had been under active con- 
sideration for some time before 
the verification problem arose. 

In the past the paid and con- 
trolled circulation of American 
Aviation have been done on BPA 
Form B. Mr. Ejiserer said new 
| Classifications are currently being 
lestablished, and that the BPA 
Form A _ will be used starting 
with the July-December, 1958, pe- 


riod. 


# Mr. Parrish said the conversion 
of American Aviation to a quali- 
fied circulation publication is an 
outgrowth of the “enormous 
change” that has been under way 
in the aviation industry. 

“There is no possible way for 
jan all-paid magazine to provide 
janything like a good circulation 
|jcoverage, much less saturation, of 
the aviation industry as it exists 
in its great fluctuation today. 


= “The missile industry, on the 
other hand, is an entirely differ- 
ent story. Here is a growth in- 
dustry on the upgrade within cer- 
tain well-defined limits. AAP’s 
Missiles & Rockets magazine re- 
mains 100% paid and is steadily 
building in a clear-cut field. 

“Our slogan is, ‘If it’s launched, 
it’s in Missiles & Rockets; if it 
lands or takes off, it’s in American 
Aviation’.” # 


Thomas Organ Names Feld 
The Thomas Organ Co. division, 
Pacific Mercury Television Mfg. 
|Co., Sepulveda, Cal., has named 
Gerald M. Feld advertising and 
sales promotion manager. He for- 
merly was advertising director of 
Riviera Mfg. Co., Los Angeles. 


Ads Become 
Political Issue 
in Pennsylvania 


Lawrence Advocates 
State Program Pushing 
Agricultural Products 


HARRISBURG, PA., Sept. 2—A 
state-producer cooperation adver- 
tising program for Pennsylvania 
farm products has been promised 
in the current political campaign 
by Pittsburgh Mayor David L. 
Lawrence, Democratic candidate 
for governor. 

In opening his campaign for the 
state’s governorship at Potato City 
Hotel, a hostelry built by potato 
growers at the center of a research 
| project in Potter County, Mr. Law- 
rence said: 

“A cooperative advertising and 
promotion program, in which the 
state would bear its share, should 
make a Pennsylvania label a na- 
tional guarantee of quality—and 
bring higher income for Pennsyl- 
vania farmers.” 


® The Republican governorship 
candidate, Arthur T. McGonigle, 
Reading pretzel manufacturer, has 
not yet expressed himself on this 
subject. 

But Pennsylvania’s legislature 
has. It has consistently rejected 
proposals for cooperative state- 
producer advertising programs. + 


Booth Push ‘Guards’ 
Retailers from Peril of 


Customer Trampling 


CuicaGco, Sept. 3—Booth Fisher- 
ies Corp., Chicago, is sending 1,200 
accident insurance certificates to 
its customers, protecting the retail- 
ers from “being trampled to death 
by a crowd of shoppers rushing to 
buy Booth products” after its new 
ad campaign breaks Oct. 9. 

The certificates, from Lloyds of 
London, have a face value of $5,- 
000, and are valid for the week of 
Oct. 6-11. 

Roger Mitchell, advertising man- 
ager at Booth, said the company 
will spend about $500,000 on the 
ad drive, which ends in March. 
Frozen shrimps, scallops and fish 
sticks will get the major emphasis. 
About 90% of the ads will be in 
newspapers, he said, including 
four-color and two-color pages. 


-| Radio spots will also be used, along 


with co-op ads in various media. 

The insurance gimmick resulted 
from a Booth salesman’s encounter 
with an unusually difficult cus- 
tomer, who joked: “I’m afraid to 
stock Booth products because my 
customers may trample me to 
death trying to get to the freezer.” 
Booth’s ad department heard of 
the incident and took it from there. 

Lilienfeld & Co., Chicago, is the 
agency. + 


Four N.Y. Printers Merge 

Ampco Printing Co., Advertisers 
Offset Corp., Correct Printing Co. 
and Hudson Press, all New 
York printing organizations, have 
merged under the name Ampco- 
Advertisers Offset, with combined 
plants located at 155 Sixth Ave. 
Heading the combined company 
are Abraham and Seymour Udell 
of Ampco Advertisers, Ira Frank 
of Correct Printing, and Mrs. Jo- 
seph Klebanow of Hudson Press. 


Three Leave MacFarland 

J. Birch Pollack has resigned as 
a vp of Gene MacFarland Adver- 
tising, San Francisco. Two other 
MacFarland executives also have 
resigned, Sherwood Armstrong, 
copy chief, and James Proctor, ac- 
count executive. 
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outdoor 
says everything 
Strongheart has 
to sell! 


— sameees 


Outdoor Advertising ae 
cass. PY ai 


Mele 


Poster designed by D’ Arcy Advertising Company, Inc. 


“Outdoor continues to occupy a major place in our advertising 


Mr. J ohn Doyle program. Appealing art, strong selling message, almost perfect 
product identification, extensive coverage, and adaptability 
President, Doyle, Inc., says: to distribution and point of sale—all are factors offered 


by Outdoor. These have helped build and maintain Strongheart’s 
leadership...with economy and efficiency.” 


8 out of 10 people remember OUTDOOR Advertising! 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO A 8 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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: EXTRA CARE...: 
For the kind that 
pays off big 
in quality... 


SWITCH to the SERVICE of 


CENTURY 


ELECTROTYPE COMPANY 
Electrotypes ¢« Plastic Plates « R.O.P. Mats 
160 East Illinois Street, Chicago 11 + DElaware 7-1541 
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Canada’s Willingness to Allow Private TV 
in Toronto Area Spurs Applicant Warm-Ups 


TORONTO, Sept. 2—Last week’s 
| announcement of the Canadian 
| government’s willingness to permit 
| private tv stations to compete with 
|the government-owned Canadian 
| Broadcasting Corp. in Toronto, 
Montreal and Vancouver has 
sparked speculation as to who will 
win the coveted permits. No one 
knows how many interested groups 
are eyeing the Golden Horseshoe 
market, the rich section around To- 
ronto and Hamilton on the bend of 
Lake Ontario, within receiving ra- 
dius of which is located one-third 
of Canada’s market. A tv station 
|located in Toronto could blanket 
this area. 

The extent of the interest in win- 
ning the nod for the one private 
| Toronto station which will be given 
/a permit to compete with the CBC 
| is indicated by the activities of the 
| research organizations. It is said 
|there are 15 Canadian companies 


7 


my 


\ E INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 
advertisers and of local chains, wholesalers, 


jobbers and food brokers. 


Phone Your Nearest Office of 
MOLONEY, REGAN & SCHMITT 
—_ { omnes 


the SYRACUSE 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 241,159 


Sunday Herald-American 205,658 


NEWSPAPERS 


When You Think About 


é THE SYRACUSE MARKET 
; Think About All of it! 


Think of America’s best test city — plus a score of 
sizable, prosperous cities like Auburn, Cortland, 
Ithaca, Oneida and Oswego. Think of 15 
counties embracing one-third of the total 
area of New York State — with a 
population in excess of 1,400,000 
and buying power of more than 
$2 billion annually! No other 
combination of media reaches 
this market as effectively and 
economically as the Syra- 

cuse Newspapers. 


R.O.P. Full Color—Daily and Sunday 


Syracuse is 
America's No. 1 Test Market 
on 


res 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 


| Also 


capable of carrying out surveys and 
writing briefs in favor of television 
applications and that all 15 are 
busy as bees working for individu- 
als and groups trying to obtain the 
Toronto spot. 


® It is also said that each of these 
individuals and groups is prepared 
to put at least $2,000,000 on the 
line to finance a private Toronto 
station. The name of just about 
everybody who could by any 
stretch of the imagination be en- 
visioned as entering the act is men- 
tioned: E. P. Taylor, financier, and 
chief executive of Canadian Brew- 
eries; Joel Aldred, a Toronto an- 
nouncer; Jack Kent Cooke, owner 
of Radio Station CKEY; the Toron- 
to International League baseball 
club; Consolidated Press, publish- 
er of Liberty, and Foster Hewitt, 
a hockey-game broadcaster. Sev- 
eral publishers are also named 
including Southam Press, Roy 
Thompson and the Toronto Tele- 
gram. McLean-Hunter is also men- 
tioned. 


s Radio Station CFRB has been 
known to be interested for several 
years in expanding into tv. 

Jack Cooke admits he has been 
studying the possibility of a com- 
mercial tv station in Toronto since 
1945 and has applied for a permit 
from the CBC as long as 10 years 
ago. He says CKEY personnel have 
been preparing to move into tv 
for some time and could switch 
over “in no time flat.” 

Foster Hewitt also admits having 
an application for the Toronto 
prize ready to roll. 

lt will not, however, be known 
who else has his hat in the ring 
until the government makes an of- 
ficial announcement of its change 
in policy. Commercial tv stations 
have in the past not been permit- 
ted in centers where the CBC had 
stations. 


influencing applications 
will be the controls the new board 
will impose on private broadcast- 
ers. The new board will probably 
hold a tighter rein on private tv 
stations than the old CBC board 
exerted on private radio. What 
could upset the apple cart for some 
of the prospective applicants would 
be the government requiring the 
private stations to use extensive 
Canadian talent and Canadian- 
originating programs. 

Toronto is a lush tv market but 
there are many contenders for the 
prize, although there may be some 
doubt as to whether a private sta- 
tion could compete with the CBC’s 
CBLT. This is one of the biggest 
on the continent, and offers pro- 
vincial and dominion network tie- 
ins. 


# It has, however, been shown that 
CBLT largely lacks the audience 
appeal of the smaller U.S. com- 
mercial stations. Stations in Ro- 
chester and Buffalo, as well as 
Hamilton, Ont., would probably 
continue to be strong competition 
for a private Toronto station. 

Some of the prospective appli- 
cants may take to the hills once 
the nature of the prize and the 
conditions under which it must be 
contested for become known. It is 
pointed out that the entrant to 
commercial tv in Toronto could 
easily lose his shirt, as the CBC 
has. # 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


AbD 


See pages 46 and 47 
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Statistical or emotional? Which is the stronger — the agency that knows when to listen to which 


appeal? Advertising may start with either the — usually ends up with an appeal which brings in 


click of a slide rule or the tick of a heart. And the best results in sales. 


YOUNG & RUBICAM, INC. 


Advertising NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES «+ HOLLYWOOD + MONTREAL «+ TORONTO + LONDON + MEXICO CITY + FRANKFURT + SAN JUAN + CARACAS 
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The Editorial Viewpoint . . . 


Confidence in a Growing America 


In between the performance of its day-to-day duties, the Advertis- 
ing Council has been patting itself on the back over the success of its 
emergency anti-recession campaign, known as “Confidence in a 
Growing America.” 

The six-month-old campaign is said to be the largest peacetime 
effort ever sponsored anywhere, and a number of people have been 
saying kind things about it. For instance, Secretary of the Treasury 
Robert B. Anderson says: 

“Certainly most observers now seem agreed that there is a much 
better state of affairs in the nation’s economy than was the case a 
few short months ago. It is difficult to say precisely what factors are 
responsible for activity in anything as large and complex as our econ- 
omy, but I personally feel that the Advertising Council’s ‘Confidence 
in a Growing America’ campaign was certainly a very important fac- 
tor. It realistically impressed upon the American people the reasons 
for continuing to have justified confidence in the basic soundness of 
our economy.” 

We don’t know how much credit the Advertising Council’s “Confi- 
dence in a Growing America” campaign deserves for helping to pre- 
vent the recession from deepening into a depression, but like Secre- 
tary Anderson, we believe it to have been “a very important factor.” 

In so complex an area as the over-all economy, no one is ever going 
to be able to determine precisely what effect any single action or 
group of actions had; but as one Ad Council staff member commented: 
“It would seem to be more than coincidence that the degree of satura- 
tion we achieved coincided with the improved business conditions and 
general outlook.” 

So once again it would seem that the Advertising Council has 
demonstrated its value as a social force, and proven its willingness 
and its ability to help move the nation’s psychological front in the 
right direction. 

Strangely enough, however, the Advertising Council continues to 
fail in one important area—it fails to create excitement and enthusi- 
asm and pride in the mind and heart of the run-of-the-mine adver- 
tising man and woman. 

If, as Secretary Anderson (and a good many others) believe, the 
“Confidence in a Growing America” campaign has been a “very im- 
portant factor” in changing the economic course, every advertising 
man and woman worth his salt ought to be aware of this contribution; 
he ought to be proud of it, he ought to be bragging about it to his non- 
advertising friends and neighbors. Instead, we think it is safe to say 
that most advertising people are only casually aware, if they are 
aware at all, of the campaign. And the number who have thumped a 
friend on the chest and said: “Look, here is a specific and an impor- 
tant example of advertising effectively serving the general welfare” 
must be few indeed. 

Whose fault is this? Is it the fault of the advertising trade press, for 
not carrying more news and information about Council activities, ac- 
tions and results? Could be. But a great deal more, we suspect, it is 
the fault of the Council itself. 

Noble as the contribution of the Council has been, its relations with 
the rank and file of the advertising business have never been either 
close or cordial. There is a feeling that the Ad Council is a “closed cor- 
poration” as far as most admen are concerned, and there is a further 
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Gladys the beautiful receptionist 


coi ea 


—Ben Chance, Motorola Communications & Electronics Inc., Chicago. 


“On the Volkswagen account, the boys call themselves ‘Das Tubge- 
thumpin bannershaken grupe’.” 


feeling—right or wrong—that the Ad Council likes it this way, and 


intends to keep it this way. 


From the standpoint of carrying out its major functions, this may 
be desirable. It helps to get things done more quickly and effectively 
to have them closely controlled. But from the standpoint of further- 
ing the public relations of advertising and giving advertising people a 
needed shot of self-confidence and civic pride, it leaves much to be 


Who Let This Get By? 


We are almost ashamed to tell you that the Aug. 19 issue of the 
Evansville Press contained a house ad (10” on three columns) that 


desired. 


read as follows: 


“The Courier and Press are among the top 10 industries in total 


employes in Evansville. 


“The 480 employes, 100 correspondents, and 880 carriers etc. rep- 
resent a large buying segment of retailers’ patronage. 

“Advertisers concerned about customers should patronize news- 
papers in preference to other media employing at most five, ten or 


twenty people.” 


There are any number of perfectly good, logical reasons why ad- 
vertisers concerned about customers should patronize newspapers. 


But this is not one of them. 


What They're Saying 


Special Role for Press 

Detective stories, tv shows and 
magazine articles throw their 
weight on the side of the police 
against the accused. The accused, if 
he is prominent, has counsel and 
other means of getting the full pro- 
tection of the Bill of Rights. The 
accused, if lowly, has no spokes- 
man or protector. Yet the Bill of 
Rights was designed to protect all 
our people against overreaching by 
police, prosecutors, and judges. The 
Bill of Rights tells us that when 
government puts its hands on the 
citizen it must do so only in a dis- 
creet and civilized way and have 
just cause to act. 

The press, therefore, has a spe- 
cial role in telling and retelling the 
story as to why it is that the Fifth 
Amendment was designed to pro- 
tect the innocent as well as the 
guilty, that the Fourth was aimed 
to preserve the privacy of all 


# 


homes, those of the lowly as well 
as those of the might, that the First 
was aimed at giving the non-con- 
formist the same opportunity for 
freedom of expression as the or- 
thodox. 


—Justice William O. Douglas, speak- 

at the Fifth Annual Benjamin 
Franklin Magazine Awards presenta- 
tion in New York. 


‘Awtul Fascination’ 

One London columnist wonders 
how much money Britain is throw- 
ing away on imported tv programs. 
“We copy American quizzes and 
panel games and have to pay roy- 
alties for them,” he says. “We buy 
American serials and are horrified 
by the violence and brutality they 
contain, yet we switch on with 
an awful fascination . . . Our chil- 
dren are brutalized, our culture 
mongrelized, yet we pay for it and 
pay through the nose, too.” 


—News note in The Evening Day, 
New London, Conn. 


Be 
| 


Advertising Age, September 8, 1958 


Rough Proofs 


The man-bites-dog type of story 
developed when the New York dis- 
trict attorney started to quiz the 
producers of tv quiz shows. 


We've had instant coffee, in- 
stant tea, and even instant pota- 
toes, and now Hazel Bishop will 
confer a boon on the feminine 
world by offering an instant re- 
fillable compact. 


Some agency execs are worried 
because they think clients don’t re- 
gard them as good business men. 

Maybe the thing to do is stop 
playing customer golf. 


The top 100 advertisers spent 
over 6% more in the first half of 
this year than last, and hungry me- 
dia men are wondering what de- 
layed the accounts further down 
the line. 


Carrier has announced that it is 
doing away with “forced obsoles- 
cence” of air conditioner units 
through annual model changes. 

It’s the usual 8 to 5 that its ex- 
ample will not be followed by the 
motor car industry. 


No doubt that magazine cam- 
paign in which American Optical 
Co. is joining with a woman’s wear 
outfit to promote its product as a 
fashion item will be described as 
a spectacular. 


Bob Foreman thinks a better 
type of tv program would “send 
the sponsor to bed with a feeling 
of pride.” 

Like when Jack Benny had those 
long phone conversations on the 
show with Charlie Mortimer? 


“Not everyone listens to KBIG,” 
is the disarming way in which a 
radio station prepares readers to 
accept the rest of the statements in 
its advertising. 


Homer Buckley, direct mail’s 
grand old man, pinned a corsage on 
Ruth M. Gaherty, who took a tem- 
porary job at Buckley-Dement 50 
years ago and is still at it. 


Keystone Broadcasting System 
says improvement in farm incomes 
is the most sensational develop- 
ment of 1958, and International 
Harvester proves it by offering a 
reaping machine with an air-con- 
ditioned cab. 


“Can you anticipate work that 
needs doing and do it without prod- 
ding or detailed instructions?” asks 
a classified advertiser. 

That sort of fellow isn’t looking 
for a job—he’s just had a promo- 
tion. 


While the Post will now accept 
liquor advertising, the women’s 
Magazines are still holding out, 
even though a lot of their readers 
are bringing home the Coke and 
the beer packs from the supermar- 
kets right along. 

Copy Cus. 
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“Prithee, Aunt Jemima, 
tell what happened last 
September when 


- Quaker Oats used 
THIS WEEK Magazine 
for their Re 
Sweepstakes promotion.” (iat ; z 


HET WEIGHT 
roune 


“Lan’sakes, 
over 800,000 entries 
came in from 
THIS WEEK Magazine! 
Quaker Oats and my 
products sold like hot cakes... 
Aunt Jemima hot cakes, 
that is!” 


Coming September 21st in THIS WEEK Magazine 
... Another Big Quaker Oats Promotion 


Quaker Oats’ $100,000 Sweepstakes last September was the 
most successful promotion in the company’s history. 


Consumers really responded to Quaker’s advertising! 811,000 
entries came in from one advertisement in THIS WEEK Magazine alone! 
Naturally, more than from any other magazine... and at a lower cost 
per entry. 

“From chain buyers, wholesalers, and store man- 

agers everywhere came the word: dramatically increased 
movement of Quaker products . . . with full profit margins 


on every item!” 
Victor Elting, Jr., Vice President, 


The Quaker Oats Company. 


Quaker’s new promotion begins this month . . . with another 
4-color spread in THIS WEEK Magazine on September 21st. 


Top grocery men all over the country are strengthening their 
inventories and increasing their displays of Quaker and Aunt Jemima 
products. They know THIS WEEK Magazine really moves the goods. 
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NOW THE NATION'S 


7° TV MARKET 


ACCORDING TO TELEVISION AGE MAGAZINE 


RETAIL SALES are above the 
national average. Rock Island, 
Moline, East Moline are rated 
as “preferred cities” by Sales 


WHBE-IV 
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|Sattler’s Brings Bit of Wall St. to Selling; 


BuFFALo, Sept. 
brought a little bit of Wall St. to 
its main floor on a unique one-day | 
promotion aimed at generating) 
traffic in every corner of the big 
Broadway department store. 

Taking note of the steady in- | 


stock market, Sattler’s set up a 
simulated “Big Board” on the main 
floor. But instead of listing stocks, 
it listed bargain-priced merchan- 
dise. 

The store called the display 
“Sattler’s Bargain Board.” Planned 
and merchandised many months 
in advance, the promotion was de- 
signed to produce fast action in a 
wide variety of limited quantities, 


Management magazine for the 
first 6 months of 1958. You too, 
can expect above-average sales 
if you BUY WHBF-TV NOW! 


odd lots, closeouts and sharply 


CBS FOR THE QUAD-CITIES priced staples. 


Rock Island, Ill. Moline, lll. 
East Moline, lil. Davenport, la. 
REPRESENTED BY AVERY-KNODEL, INC. 


= Shoppers were invited to come 
in and watch for “unadvertised 
| buys” as they were chalked up on 


THE QUAD-CITIES 


ROCK ISLAND 


———————— 


~ — i. ‘ 


Sales Become Bullish in All Departments 


2—Sattler's; the “Bargain Board.” A monitor 
| 


equipped with head phone and 
chest speaker was in constant 
touch with departments through- 
out the store. 

In turn, each department had a 
specially designed monitor to keep 


crease in public interest in the) in contact with the board marker. 


As instructions came through from 
the various departments, the board 
marker chalked up items that were 
on sale, including description, 
quantity or time limit, regular 
price, sale price and location of the 
item in the store. 

When the item was sold out, or 
if the department wanted it taken 
off the board because it was not 
pulling, the department monitor 
quickly called the board monitor, 
who made the necessary changes. 


# All departments in the store 
participated in the one-day promo- 
|tion, which was described by 
Aaron Rabow, president of Sat- 
tler’s, as “extremely successful.” 
Mr. Rabow reported that shoppers 
were lined up for bargains in some 
departments and in others stood 


WHY IN THE 

WORLD DOESN ‘T 
SOMEONE TELL ME 
THESE THINGS! 


JUST NOW FOUND 
iT OUT 


ACB Reports help you avoid the “surprise element” 


Good News... Bad News... Both are Seen Quickly 
in ACB’s Brand-&-Retailer Advertising Reports 


The success or failure of most brands is largely determined 
by the sales efforts of the retail merchants in 1,393 cities. 

Each of these 1,393 cities has one or more daily news- 
papers. In the advertising columns of these newspapers, 
retail merchants tell their trade which brands they carry 
and recommend for purchase. 


It is this detailed information that ACB reports to you. 
You get day-by-day surveillance of your competitive re- 
tailer-&-consumer front. 

Early warnings of danger or first signs of success are 
flashed you in ACB Reports. You can chart the 
progress of your brand. You can evaluate the 
effect as competitive brands shift sales and 

advertising strategy, or bring out new models 
or new products. CHECKING BUREAU, inc. 

In these Reports one can see how the salesman of : New York (i6) 79 Madison Ave. © Chicago (3) 18 S. Michigan Ave. 
one territory compares with the salesman of another in |  Columbes (15) 20 South Third St. © Memphis (3) 161 Jefferson Ave. 
retailer advertising support. The salesmen themselves San Francisco (5) 51 First St. 
find the Reports of great value as a “bird dog” on the ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


ors ‘ied sobs 


activities of their own and competitive merchants. 

The use of ACB Reports closely coordinates adver- 
tising with sales. Advertising can be scheduled where 
most advantageous. Cut prices, premiums, copy claims 
and other competitive incentives are revealed. 

You can order the Reports to cover all cities; or a 
single city if that is all you need. No long time con- 
tracts required—stop at the end of any month of 
service. Charges are based on the number of ads used 
in the Report. 

For further information, ask for catalog 
covering 14 ACB Services, or consult 
nearest ACB office. 


Ue ADVERTISING 


six and seven deep waiting to get 
|at the featured specials. 

| Mr. Rabow said that 75% of the 
featured items were “fast sellers.” 
| He said the store enjoyed its bus- 
| iest Tuesday in three months. 
| Tuesday was selected for the event 
| because it is one of the slower days 
|of the shopping week. 

| “Traffic was good throughout 
| the store,” said Mr. Rabow, “and 
| we were especially well pleased to 
‘see how the promotion pulled 
shoppers to more remote sections 
| from the street floor.” 


® Sellout action was reported in a 
|large number of items, including 
| apparel and home furnishings. Ac- 
| tion was not limited to low-priced 
items. Some big-ticket merchan- 
dise did surprisingly well. 

While the promotion was care- 
fully planned in advance and man- 
agers of each department had a 
|pretty good idea of what they 
would feature, there was plenty of 
latitude for “spur of the moment” 
merchandise which the manager 
might want listed on the board. 

Sattler’s created an authentic at- 
mosphere for its replica of a bro- 
kerage house “Big Board.” 
Through the cooperation of a local 
investment firm, it had a _ stock 
|market ticker tape in operation 
|and representatives of the broker- 
| age house were on hand to provide 
| information on modern investment 
| methods. 


= Newspaper advertising was used 
Monday night to invite shoppers to 
watch the “Bargain Board,” but, of 
course, none of the bargains was 
_ advertised in the paper. 

So successful was the promotion, 
Sattler’s plans to repeat it at a fu- 
ture date. While the store declined 
to provide figures on actual sales 
results, it was learned that unit 
and dollar volume made an excel- 
lent showing for a Tuesday. # 


Kaufmann Offers Services 

Arthur C. Kaufmann, formerly 
executive head of Gimbels, Phila- 
delphia, has formed Arthur C. 
Kaufmann & Associates, manage- 
ment consulting company, with of- 
fices in the Suburban Station Bldg., 
Philadelphia. The company will 
specialize in the fields of market- 
ing, merchandising, public rela- 
tions, personnel relations and re- 
tailing. 


' ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 
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See pages 46 and 47 


é Pa - Lens | Giga ea *F 5 ae hia a RG : ae We Fiki = i=: 2 5 yi SAE rah ~ ae Sd * : ah) : oe 
x es 
ee t 2 
\ : : 
. 1 i 
- f < 
| : is 
’ | 7 vi 
’ : ; 
af | im) 
4 
; 
; ° 
i " 
i: 3 : 
1 
Ne = | 
sh we 
ie | 
ne ° 
“a | 
we mm 
- z y 
mi z } } 
a = : : 
a } 
iit e o 4 
ies _ 
pas 
: Be | : 
Be 
e: 4 
| a q 
ae ————————— - 7 — : ——— 
ae é we a "4 
: : " Salt ee ctl i ay i 
cer ig a i 
a , ‘ a : i 
teal Pe, alee rT , f i 
oe b 
“J we : 5 iy oid 
ee ~~ fy g ' 
on —_—— + : ; 
path ‘ : : 
R , | . 
oi <a a | 
ae ' 
shies! ane andl > j 
= —— 7 | | 
ety = __faweerraain if 
Bs ‘ pegs “ys B : ‘ { 
ae & sy oh a ‘ ) 
hice 4 ¥, | ee ee : . ,. hd N - . ; ; » 
ee ’ bs 4 an sane ' F . S } is 
- YY |= 4 . ay, a 
i ™ 4 ‘ 4 aS 
ee 
me — »f — rd ‘ ss { ae i 
mired: ~ * Ao 
me / = silat : a ie ae 
vies ‘ Ny " ‘ ‘4 innit 7 ; ey . * } 3 , Be m 
a es teh ey as res Tate : ) "ge uae : ce a 4 eS 
aig it Bilao z Bea . om ore . SSN -_ ’ Pigeon a) 
oom ea ae — : S.  Rpee (Pues = 
oa pe” > See P, wr. re ye f : } | oe 
qiroke ‘ ee? caine hina = —_ ‘ ‘ j , Ce 
a a: 2 “4 mi 3, reas © ee ~ 4 Ps | =a 
ad. = 7 - ' Gl pias 8 domes = , i of 4 i ren , 
neamy gar 4 : ei ie —s : : Ea 
t) ae a] . er ede ; eet, »_—/ x 3 a 
cS ah ROME (oe eee i re ‘ Ks. : ee 
: ‘ or +y vist) i See Ar ee on ae lt owe Lge rs ’ y 
3 a 3 nes ‘ ae : ph eae = a ee we ‘ , Ae 
i eI So | - eee Pe be » 
. . a ye Q a4 } =» ‘ 
eS tn Pee = 
a> - * ‘e Ks % : 2 : a f meen 
ie 5 _ fe a t PR iin fe : a 4 i is 
ele a o am : ae ee “s : a ee 
IRD Oy “aaa ae. ; oe 3 rs 
ee ie ee Suan a eB : 
ae ‘ ee “A ae? es ee Poets Soe le ae = : og 
Ce te) > es ie at) ee - seh ne 
PD Se ame tae ome ets en ae Nos 2 ate 4 a ‘ Tae 
ae * tah ee eRe: a Sera ae eee * ; ; ee j 
hee i) a ee a ee : Barre <p. te acee We fen : ore aes 
i 5 ae Ok aS ae aie: Ne Sere Vater, han 4 ec er — 
ex nS ae 3 EN eRe th a a 5pm ieee ‘ P ees ae 1 vied 
: : Fe ‘ ‘a ees 
re, *. . ’ j j ' * * 
a \ 
er ; 
rth : q 
’ : 
j ‘ 
a 4 
Ae 
be | i | 
} | i) 
i | 
| | | 
- | | 
Z BS 
og qv 
; } 
ee eee 
eae 4 
: 
me ' t 
1a fi 
1 
a ff 
e ne es “4 
‘ ‘9 
a ig % . 
; ee - ¢ a 
| aah 


¥ 
i 
-= 
ey 
“0 
“t 
| 
t 
j 
i 


we 
a 


New York is children New York is mothers 
at market. New York is 5 million families growing, 
needing, wanting, buying. New York is The New York 


Times. New Yorkers live by it. It serves them with 


the most news. It sells them with the most advertising. 


. sit Z a I pais . i : ae git f A ey oF - i . 
oe ‘ y i = ee Sait iy’! fee Be tant , ae ine i 5 By iia oe f ’ s 
a : é 4 2 ee ee S , . see tae #: uy a : 2 Wie | i picts. . * rie irae ‘ - 
rhs . P A Ths : Y Pet t ote Al Bis ee oe eee ae ‘ ; J : : : ‘ae ae ee et tse ae 
a » , ' « ; ; : 5 ‘ : u ue 
“oo ap a " : . i : 
eo a . 
=a 
a6 
,’ 
Rae : 
< . . 
LE . 
4 
aes 
ees 
oa 
ee es 
ae 
“Ae . 
1 eae 
. 7 as 
‘ ore 
coer 
» eae 
: } . sua 
: row Pi. ‘ : eee. * . ‘| a 
- The, u eT {oe ohsac ist Seen) ea ee S 4 om a 
: —_— i Sr 
ge Op ies Z ae ee eo 4 * ee oa . ° ek pain 
2 ae i es ie) ei = ee eae 7 f0 
“ a ie fs > ee Ae ee eM Rew ak ee a Apes 
£. Peirce f cs eae oe Oe eo eee 
: % 4 hs " : eS es, ae a =i le ae * 1 ae . a ca 
i» tee j Es E cv ope a ue ree Miekee 3: 
; eM «So : as oy a te i " ie. oft 
ce i a aera ; é ue ae. ae ue > et on ‘4 are 
= die cic ear sae 4 a > ale hee Nie ee et: See nes Meer 
~ Tee ‘ ‘gana Sie = ie pee eee econ me : bail Nee 
Re igk: ioe eee , ae nea ie he es ‘ hk 
Ns Ng Th. bs Seki a ae ae ‘ ara ore ae aes 
opal s Pere ae 9 nl da fg i Ae an Ro ae a, 
ONE ci chica setae re) aa eS aa tos aa “i “yea. eeearegase Be thay ts 
js PS lsat Aaa re ae ON ae ried : Seok 
2 SE ott ile arma 2 Oa is Banh Meee ae Seas bet oe ia ie 
ao ine : ; em ie ion eC Ge ys Et wf ines Es, a he ee 
the Ch PS LOT * i ee ee a.) ae Se Deeper | ea: 
“tome bec oY eR ee : a Rey 
‘ Ete 9 _ s Peete aie z Aig ete 3 “Fereea ta ; Gn Meer 
“a ‘ pee eimai ie oe * ras -*. * " che k Sate 
. - * ee - # , eae a A : 
ei * ; ’ ; v , oy . . Z 
‘ z : é 4 a BL gets 
” ball : - . aa d om * wet : Whee: 
: : : ; . ty " Shae 
: wore . am 
> x Tee Sete, T+ eer tes ‘ ee 
: ‘ Pe : i 
‘ ; are 
. : Fable 
. Jae 
We . .. 7, fs . 
y r ox ye 
he . nee # 
ree ion 
: " a, eye 
ee ¢ . = : 
ae F ‘ ane 
4 * é r ge 
S é hy a pies 
gia sk en Gao 
. : See 
ee eS . ac: 
7 ; ake 
‘a er by iat... .. ae mi idecnonine 
ty 3 Tipe a 5 
F e 
4 en Pa q ai er eek ae Si eS EAL tae 1. cee c ’ . i} & 
se Pw aS ele eee te EES SADT SATS Parke 1 9: Soe aa YR ea a hettie nl Se OE 7) 1S ea sea x te aa aa es are ee igi 
a MEY ne Te Oe Cen TON bate P 2 ' Be Ue ok” I RNs iid ea Te rt ag ae cE a eG tee er a a a i mera: Ae ie ete ¢ Bp i Piss 
ee Pee ah Ne ie i wet ibay i a) Waa be Tae, ry hae SO ie oe oe i eS i otal i laure. 
s ie te tate i ; Bi = : Pao hae ie : Hanae AWG apie a wih : : 
eo. ee é i ae * ’ ‘ea J ni eit, ‘als Da Ate PrP! pe ei meh Searing teria we aa ghee ate = Sa ets < : a aha ee 
ee bine of 24 ue : : - i, Sete gk i re Bee i ace Ren tae at oe rae ae ec he Oe Of, eS kee a ri 2 sigh peek ees ia fi 
“Se gage. % J z ithe © a 4 aoe ee Rays re a eta co ke eee RUSE SSPE) ct els ge Aa hh er a Pe : ¢ cer a ae Sa ae ma reg leg ! x + se tg ae 
oe sea, : : oe om ? ie A Se | ae ae y eee he s ; ‘ 2 eo bo ae 
ee ae bce fl = ee co a ee SS cs i Oe ee — s ue Ee 
} ae Pe rt a eee re ; " 3 Fao Te ei cate a Hes aia MMAR cla i i ara Set are I my Meas Rgelicu ae 
as i a Seng ca ip aay Seg Py ee Sees _ ; 2 eee mama = Ti Ss as, Poaie hn naa re ee eh ee ee Re a nas ae a Moe pr oe tt ee RES eet 
be Se eee ay : ie : Re ss is eer ca ae oe a = oe a SE ue. aimee OSs ae ; ea aa (Reet, amma Ca y 
EO ea: OO Saar : : Soo ell a eee: Wigs Sette: . 3 ” ete ae ee ete ir eens 5 ere me se Rieke ol ed alee ae ts ae 
Ces Serene Sreames oat IEE i eet Ree ye Te ati lie 2 Sie ala Oe a. ta a Fine e.. , 
FR Sinn > es & ; Me me eee ; See ROR oy ge eee Bi ey ae ae eae , ae 
ar eeh eae ss eee vag oe ¥ ‘ Baten aie a. . ee SUEY Ceo seis 2a eR eK ee Ks a See a eT IN SR VSS, § wes 
: eS eee eRe iS es : 3 ‘ Bar latait Bo, = Ser tet el aiek chat at ites aie! Tea ara "y a oe er 
4 Fae Ree oF s 4 x Rae es ‘ a a) Seen. ee a ee Fi ec ia: re Pe oar 
eee a 4 ie a Terenas ae aed aki ene ee ee sad a. nee 
uy oe i; oa « the ; = we > ‘eae Uae Pal vaaietae yas ] +e ta je o he f) i Se 
ss $ ah RR 3 _ er x - qutecan es coated & ‘= 7 7 
¥ os eae eer eh : “2 er ‘ = Beet ape : i, Res =e 2 F ies : — F _ cc! eae 
> th ws al 3 F ; y 2 ee pe - ia J Sey: | ee 
fe 7 Lt ; , “ae : 7% ? é he pes eee =a td 5 — am Sie cck 
aM = ey ‘ - 2 7 ; ie i tg ag Sec al a i ee 
ine 5 % if . = : Baa eet ee ) ee ube S Bs F = "3 
a =~ bs : ; s ; 
SS sat ie : es iy F i : . e 4 
Fr i . Bs 7 E > ~ 
ee « % <— -_ iE — 
ie Nae sd ae coe * cs : ee ae oa fe oe . ia si 
| € ae ch of is « x mT 5 we ae a a a : ; =e 
ot Pie Pe ra : al scala aes Se fe Pe Th : & Jie g : ee = < 
a ee et % a ee eee eas % Pape - ga eae Pe Mec. : Mg * aoe ay ae nes 
NT oo a “Sia q , ie eee Soe ee eee e _ et se le j a . a, ie 
eRe ee ae ee age eine : ’ i. 
ae ee ees eo eo ae : | sl 
i Si SR _ MME RIC OS SED ETN AE Ce! te Bos Ps ee, ee * = ao 
fie Bek See _| : A : , ie Mee .s ee age ae eae ie : Penis 
ee y : © fencer 
en : L a 
a : . 4 oes 
‘ ei gg. ; . = ; ere 
c F ‘ 3 : : - i f ptt : : : err 
ye x »: . t : ? 
Me fF z kt pol _ te J A 7 tf t a : . PMY 
acs, ae Fricke Rome em Tis & a ¥ h oe : seg OS —, ah ives ri : “ > ¢ eS mee - oe * +# . a : book 
3 iucaeee ee’ A» See * pay » ~~ tn 1% ee. ed ’ r.. bal eo ee thee RS al oak -) a wt - cpa 
é 255 FF 3 4a8 Bets" 5 ial ae Tg Oy Pe See oak : ey -— A Lh Nie * 4 oo ns we. 4 » + . ; os 
ele : ; ae See , ; Bees RO. eRe iy ea eg tes Tas RLS 2 OS ean os See ee RED Aoaaaeee co Mer ae 
- ae res 
we 
a kr s 
ee 
Elsi some, 
Saat 
‘eae 
Aare 
are 
Fi oe 
ie 
Fae 
Aira 
: (Peet 
tetas 
bed 
ee 
| ee - 
a 
- ae 
oh see 
te 
ae gaat 
a, Ue 
ree 
pee 
cae 
5 ae: 
ie, oes 
Pee 
" Mv eae 
Ew SP, 7 eRe ‘ <- y ae ek ES -s . : > Ege cea ge ied : OS ee ee Z te ee i 2 Sees | Sa a 5 e : oR oad 
a a RAR A Se, arg SE ee anna gee eg Et me Es ERA E MMe ey per es ee a ee oe OD ee ee 
oo ee eee i Ei Nee era ee a a a eee. oie: fed o ‘Fogg ieee are i oe ei te Sea a 
a Be ee aegis elite aves ae eet , Gaia evo % 
ie at. 5 ie Urea h arr Sa eae - aotte 


16 


HOW DO YOU KN 


THE EXAMINER 
GIVES YOU MORE 
FOR YOUR 
MONEY! 


SPECIAL ): 
'o ‘ee 


a <2 


OW WHEN THE 
MELON’S RIPE? 


Anybody can thump a water- 
melon, but it takes ex 
know when it’s ripe. 

the juicy farm store field is ripe 
for a publication all its own— 
Farm Store Merchandising. The 
market’s a juicy $22 billion. 
Wouldn't you like a slice? 


For information, see BPRD Clas- 
sification 44A or write: 


ee ee Ae 


CBS Radio Adds Advertisers 
Campbell Soup Co., Camden, 
N. J., absent from CBS Radio’s 
sponsor roster for five years, has 
purchased 14 weekly daytime units 
for 26 weeks starting Sept. 1. Re- 
nuzit Home Products has signed for 
12 weeks of the radio network's 
“House Party” units starting Jan. 
28, and American Home Foods di- 
vision of American Home Products 
Corp. for four weekly daytime 
units for 13 weeks. Batten, Barton, 
Durstine & Osborn is the agency 
for Campbell; Arndt, Preston, 


rience to 
ight now, 


r-~--7-~-7-~-~-7---~7---> |Chapin, Lamb & Keen for Renuzit 

; Fe 2A R M ' land Young & Rubicam for Ameri- 
: ; , ' |can Home. 

ee ee ee ee 

‘S$: TO: R: E | hothtotticks & Greist 


Box 67 


more pages of interest 


‘ 


Minneapolis 40, Minn. 


John Roth, formerly an account 
exec with Roy S. Durstine Inc., has 
joined Hicks & Greist as account 
executive on V. LaRosa & Sons. 


Advertising Age, September 8, 1958 


Independent Film Makers Ask Justice Dept. 
to Probe Nets’ Film Making, Videotape Use 


New York, Sept. 2—The Film 
Producers Assn. of New York said 
last week (AA, Sept. 1) that it has 
proposed to the anti-trust division 
of the Department of Justice that 
it explore possible monopolistic 
practices by tv networks in the 
production of film and Videotape 
programs and commercials. 

“We are not interested in puni- 
tive measures,” Nathan Zuker, 
president of the group, said. “We 
haven’t filed a brief. We simply 
want the Justice Department to 
explore with the networks what 
the situation is and how it may de- 
velop.” 


a Mr. Zuker said the association 
told the government on Aug. 22 
that the 35 leading producers of 


to 


’ in The Examiner 
than in any other San Francisco 
mewspaper 


San Francisco Newspapers 
FOOD NEWS and W N' AT 
Pages in Average Month 


— eae ee 


Women 


EXAMINER..66.7 pages 
Chronicle....47.5 
Call-Bulletin..41.2 


‘Source Actual Page Measurements, Average Month 


The San Francisco Examine Yr 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 


film commercials, programs and 
documentary films belonging to 
the association were apprehensive 
that the vertical integration of net- 
work control over broadcast time, 
outlets, programs, equipment and 
now advertising messages made on 
| Videotape was a threat to inde- 
pendent competition. The associa- 
tion cited alleged “throwing in” of 
Videotape commercials as an in- 
centive to sell programs or broad- 
cast time. 

The Department of Justice, Mr. 
Zuker said, assured the association 
that it would give the matter a 
top priority with the “exploration” 
starting possibly in the next few 
weeks. 


s Many advertising agencies, ac- 
cording to Mr. Zuker, prefer work- 
ing with association members and 


| side with them in the current con- 
| flict because (1) independent pro- 


ducers are completely familiar 


| with the advertiser’s point of view; 
| (2) they can give the advertiser 
|a service tailored to his needs; (3) 


the independent producer often 
can be used as an arm of the 
agency. “There will be tremendous 
pressures and we hope our mea- 
sure is a preventive one,” Mr. Zu- 
ker concluded. “We don’t want to 
be the little guys caught in a 
shuffle.” 


|# In commenting on the move, one 


association member, Martin Ran- 
sohoff, president of Filmways Inc., 
said, “The independent commercial 
film producer is one of the last 


| allied areas which has no responsi- 


bilities and no commitments to the 
network. With the advent of Vi- 
deotape, the networks could take 
over the whole tv commercial in- 
dustry and be a great threat to the 
small business man. They are going 
to be a factor and something will 
have to be done but I’m personally 
not worried or frightened. I be- 
lieve the independent producer 
always will provide better serv- 


jice.” # 


| 
Knit Goods Publishing 
Merges Two Magazines 

Knit Goods Publishing Corp., 

New York, will combine Hosiery & 
Underwear Review and Lingerie 
Merchandising into a_ two-part 
magazine, and will merge the sub- 
scription lists for the two maga- 
zines, starting with the September 
|issue. Lingerie Merchandising will 
be published as Part 2 of Hosiery 
& Underwear Review. 

The two books will be sold to- 
| gether winder a $3 subscription, in- 
| stead of the previous subscription 
| price of $2 each. Ad rates will re- 
main the same, and the two mag- 
j}azines will be handled by two 
| separate staffs. Two main reasons 
behind the marriage of the publica- 
tions are the postal increase and 
“the overlapping duties performed 
by a great many buyers who sub- 
scribe to each publication.” A re- 
cent survey shows that in more 
than 67% of stores, one buyer han- 
dles both lingerie and hosiery, the 
company reports. 


Introduces ‘Sipping Gin’ 

Schenley Distillers Co. is intro- 
ducing its new Schenley Smooth 
American gin with newspaper ads 
in New York and other East Coast 
markets as “the gin you sip.” The 
advertising schedule is being co- 
ordinated with distribution of the 
product on a market-by-market 
basis. Batten, Barton, Durstine & 
Osborn is the agency. 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 
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AND NOW.... 


A&P 

Del Farm 
Goldblatt’s 
Grocerland 
High-Low 
Hillman’s 
Jewel 
Kroger 
National Tea 
Progressive 
Wieboldt’s 


have invested nearly 1,000,000 lines in 
The Chicago American in the first eight months of 1958.... 


CARDINAL FOOD STORES 


an outstanding voluntary group of 
more than 900 aggressive grocers has 
selected The Chicago American EX- 
CLUSIVELY to promote its fine brands, 
values and services to greater Chicago 
homemakers. 


Chicago Owned — Chicago Edited — Chicago Dedicated 


THE CHICAGO AMERICAN 


Nationally Represented by Hearst Advertising Service Inc. 
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AUTOMATION / FOUNDRY / MACHINE DESIGN J NEW EQUIPMENT DIGEST / STEEL 


... grow faster than competition 


To grow faster than competition you’ve got to get a bigger share 
of the market—and there you're in for a tough fight. 


This fight will be won by the company that does the best 
marketing job. 


The old tried and true “‘make it first, sell it second” methods 
aren’t enough. To move more goods within industry today at a 
profit, you have to know your markets better than ever before 
—know what is needed, wanted. And you have to find a way to 
sell faster and more forcefully to more customers and prospects. 


A big part of the answer is found in a stronger program of 
two-way communication. g® 


Communication from @ your market gives you the information 
you need to set up sales goals and sales strategy. A great deal of 
this information has already been gathered for you. For instance: 
N.E.D.’s ““How to Get Industrial Buying Action” ; FOUNDRY’s 
“Foundry Industry Marketing Guide’’; AUTOMATION’s 
“Confidential File’; STEEL magazine’s statistical book— 
“*Metalworking Markets in the U.S.”’*; MACHINE DESIGN’s 
““Geographical Analysis of the Original Equipment Market” 
and specific product studies. 


Improved communication to *® your market lets you speed 
the selling process by contacting more of the right people, fast. 
It’s the most economical way to solve the sales problems of 
industry’s complicated group buying patterns. 


Winning the readership and acceptance of the right people— 
industry’s buying group—is the contribution PENTON’s five 
selective industrial publications make to modern marketing 
programs. 


Strengthen your own communications to the market with 
PENTON publications. Any Penton man will be glad to show 
you how high readership adds a plus value to even the best 
advertising campaign. 


the | PENTON § 


publishing company 


cleveland 13, ohio 
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Biggest advertising industry by far, the food and grocery field also contains the largest 
loaded with number of advertisers. Almost 2,500° aggressive firms, with thousands of competitive 


brands, each invest over $20,000 annually in consumer media. What a market for you — 
advertising 


alive with prospects, spending ever-more for promotion at the same time that other major 
accounts 


= 3 abl 
u — = 
ee ee A i 


mp 


industries are cutting down! Sell it with strength in the one great publication that delivers 
mile-deep executive penetration — at headquarters and at field sales levels — in 95% 
of the industry's advertising firms. Sell it with results in Food Field Reporter. 


The marketing newspaper for food and grocery manufacturers 


FOOD FIELD REPORTER © 708 Third Avenue, New York, N. Y, 


*As listed in Standard 
Advertising Register 


Now you can select 
Hallmark Christmas Cards 
right in your office! 


eeeeeee 


a JUST CALL WESTERN UNION 
by number, ask for Operator 
25. She will tell you the stores 


Dailies Run Ad News 
Columns as Cuban 


Ad Business Grows 


| HAVANA, CuBA, Sept. 2—The in- 
creasing importance of the $40,- 
| 000,000 advertising business in 
|Cuba has given rise to something 
/new in Cuban journalism—adver- 
tising news columns in daily news- 
| papers. 

Since last June four newspa- 
pers have started such a column, 
bringing the total to five. 

Oldest and best known ad col- 
umn is “Triple A,” written by Ana 
Rosa Gonzalez for Avance, an aft- 
ernoon daily. In addition to agency 
news, she comments on individual 
newspaper and tv ads. 

Four other dailies have joined 
the ad column bandwagon since 
June—Diario de la Marina, known 
as the dean of the Cuban press; El 
Mundo, the only morning daily in 
Cuba with ABC audited circula- 


Cosel 


a 


in your community that will 


bring the Hallmark Christmas 
Album to your office. 


3. YOUR SECRETARY will appreciate your 
ordering soon. She’ll ae appreciate 


the new Hallmark self-sealing envelopes 
—and the fact that Hallmark will print 
your return address on the envelopes. 


2. CARDS TO BE IMPRINTED with your name 


can be selected from this one album of the 
most beautiful Christmas cards ever de- 
signed for professional and business men. 


« YOUR CUSTOMERS and _ business 
associates will appreciate your 
good taste and thoughtfulness in 
sending the cards that show you 
care enough to send the very best. 


eh 
Canda~ 


When you care enough to send the very best 


at tn nw you Graney GOr suai, oy seen prenuets, cmaee, HA. 


WITH RIBS ETC.—This two-color ad 

in the American, Aug. 28, is the 

first of a campaign by Argia B’s 

Food Products Co. for its Mumbo 

sauce in Chicago newspapers. 

Vince Cullers & Associates, Chi- 
cago, is the agency. 


tion and the only daily tied in with 
a tv station; El Pais, an afternoon 
daily enjoying the third highest 
circulation in Cuba, and Alerta, a 
pro-government morning. daily 
published and edited until recently 
by Ramon Vasconcelos, a veteran 
newsman who was a member of 
President Batista’s cabinet until 
his recent retirement for reasons 
of health. 


= The ad column in Diario de la’ 
Marina appears daily under the 
heading of “Publicidad” (Adver- 
tising). It’s written by Eduardo 
Pages, a Spaniard with years of 
residence in Cuba, who is also 
known through his nightly tv pro- 
gram. Mr. Pages also prepares a 
full page of ad news, features and 
photos for the Sunday edition. 

“Negocios y Publicidad” (Busi- 
ness and Advertising) is the name 
of the ad column appearing daily 
in Alerta, penned by P. Fernandez 
Rubio. 

Both El Mundo and El Pais carry 
their ad columns once a week—on 
Saturdays. 

The column in El Mundo is en- 
titled “El Mundo de la Publicidad” 
(The World of Advertising) and is 
written by Alfredo Nunez Pascual, 
a veteran congressional reportcr 
and feature writer who operates a 
pr agency on the side and appears 
daily in the only live tv newscast 
produced in Cuba from 7 to 9 a.m. 
each weekday morning. 

El Pais is the latest daily to 
launch an ad column, having start- 
ed only three weeks ago. It’s en- 
titled “Divulgacion Publicitaria” 
(Advertising Information) and it’s 
written by W. de Cubas. # 


Name Maggie Award Judges 
G. D. Crain Jr., president of Ad- 
vertising Publications Inc.; Don 
Nathanson, president, North Ad- 
vertising; Maurice English, mid- 
west editor of Printers’ Ink; Dr. 
Freda S. Kehm, director of the 
Assn. for Family Living, and Dr. 
Homer E. Jack, a Unitarian min- 
ister, have been named judges in 
the magazine competition for the 
second annual Maggie Awards 
competition. The judging will be 
held Oct. 1 in Chicago in conjunc- 
tion with the Mid-American Peri- 
odical Distributor’s Assn. annual 
convention. 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 
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KNOW HOUSTON 
BEST | 


“IN HOUSTON 


NL 


IN TEXAS” 


produce results. 


FIRST SIX MONTHS RETAIL ADVERTISING 


SOURCE: MEDIA RECORDS 


cHronicie: 11,135,425 
; POST: ~— 9,160,529 
PRESS: 2,898 532 


It is important to know of the local advertisers’ strong confidence in The Chronicle. — 
important is the fact that The Chronicle carries more general, automotive, classified, financia 
and far more total advertising than both of Houston's other newspapers. 


and Houston Merchants Prefer 


THE HOUSTON CHRONICLE 


The amount of advertising Houston merchants place in The Chronicle 
is evidence of their confidence in the power of The Chronicle to 


JOHN T. JONES, JR., 


THE HOUSTON CHRONICLE ‘ape 


Advertising Director 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY aly ee go BE 
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The key to 


the power of — 


a Hearst 
magazine is In 
this puzzle 


Can you decipher it? 


Early American “chuckers” game? 
Magazine circulation figures? 
Roman monetary symbols? 


This picture may not mean much to even the readers 
of Cosmopolitan. But once deciphered it reveals that 
every month some 996,000 consumers go to the news- 
stand and pay 35 cents for their favorite magazine. 


To the advertiser, this means Cosmopolitan should 
not be thought of as a magazine that reaches for an 
audience. Quite the opposite. The audience reaches 
for Cosmopolitan. 


Just as Cosmopolitan sells itself “over the counter” 
to consumers—through the intense personal interest 
in its editorial content—so it sells the products that 
are presented in its pages. For advertising dollars 
work hardest where interest is greatest. 


Pin-pointing prospects through 
editorial appeal 


What is true of Cosmopolitan is true of all Hearst 
magazines. Each is edited for a particular market 
—with an intimate understanding of its interests— 
whether they be fashion, food, furniture or fishing. 
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As a result, Hearst magazines pin-point prospects— 
not suspects. Readers are pre-conditioned to accept- 
ance of the advertiser’s product—because reader and 
advertiser share a common interest and enthusiasm. 


Fe If you want to ride the tail wind of Hearst editorial 
| promotion—and reach a pre-sold audience—remem- 
ber: Hearst readers are sold, only need to be told. 


How this editorial concept 
helps advertisers: 


¢ Advertising reaches readers in the mood to buy 

¢ Advertising is focused where interest is keenest 
¢ Editorial and advertising content work in tandem 
¢ Editorial integrity lends prestige to advertising 

e Each magazine is the authority in its field 

¢ Hearst readers are sold—only need to be told! 


HEARST MAGAZINES 


10 keys to the special interests of 10 groups of peop/e 


Average newsstand sales » 
(A BC—Last 6 months 1957) ¢ 


: a oe 
Brides Home 
3 ay : 


Cosmopolitan | 996,000 


ACR AS 


. Leck 789,144 
” Life 780,906 
“ Esquire 259,118 
: Holiday 155,135 


117,414 


New Yorker 
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NEW FOR BABIES—Johnson & John- 
son is introducing a new line of 
baby gift sets in three sizes rang- 
ing in price from $1.50 to $3.50. 
The medium and deluxe sets are 
packaged in a plastic tray which 


products holder. 


‘Screenbill' Set for 
Fall Distribution 

Screenbill, a new weekly to be 
distributed by motion picture the- 
aters, will begin publication this 
fall with an opening minimum cir- 
culation of 2,000,000 per week. 
About 50% will be distributed 
within the theaters, the remainder 
will be mailed by theater manage- 
ments to potential audiences and 
distributed by them in local res- 
taurants, stores, hotels, etc. 

The theaters pay a transporta- 
tion charge up to $5 per week for 
each 1,000 copies. The name of the 
theater will be printed on the front 
cover while the entire back cover 
will promote the theater’s current 
schedule. The magazine, printed by 
heatset rotary letterpress, will be- 
gin with a minimum of 24 pages. 
The b&w page rate is based on $3 
per page per 1,000. 


Lawrence to ‘Electrical World’ 

Lloyd Lawrence, formerly a sales 
manager for the carbon brush di- 
vision of Union Carbide Corp., has 
joined the staff of Electrical World, 
a McGraw-Hill publication, as 
New England district manager. He 
succeeds E. S. Chapin, who died 
recently. 


THE FARGO 
FORUM 
and Moorhead Daily News 


may be used as a permanent baby 


Adveriising Age, September 8, 1958 


Stathem to Getz & Sandborg 


Stathem Instruments, Los Ange- 
les, designer and manufacturer of 
precision measuring instruments, 
has named Getz & Sandborg, Bev- 
erly Hills, to handle its advertis- 
ing and sales promotion, effective 
Nov. 1. 


‘Tribune’ Names Miss Robbins | H-R Adds Two TV Stations 
Athena Robbins has been named H-R Television, New York, has 
copy director of the advertising|been appointed to represent 
service division of the Chicago|WTOL-TV, Toledo, and WJMR- 
Tribune. A veteran of 20 years with TV, New Orleans. WTOL-TV goes 
the Tribune, Miss Robbins former-|on the air in November, and 
ly was copy consultant for the ad| WJMR-TV previously was repre- 
department’s copy and art division. | sented by Weed Television. 


‘Ding Dong’ Taping Dropped 

WGN-TV, Chicago, has rescind- 
ed its offer to supply the “Ding 
Dong School” series to other mar- 
kets via Ampex Videotape record- 
ing. Technical difficulties beyond 
its control promoted the reversal 
of plans, WGN-TV said. 


= ee 


fourth market, is | 
Represented, as before, 
by CBS Television __ 
Spot Sales 
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Advertising Age, September 8, 1958 
Transitads Opens L.A. Office 


National Transitads has opened 
a Los Angeles office at 12041 Wil- 
shire Blvd. The office is headed 
by Storrs J. Case, former Philadel- 
phia area manager of the company. 
He will cover Washington, Wy- 


oming, Colorado, New Mexico, 


manufacturer of high fidelity and _ IIl., plans its “heaviest advertising 
stereo components. Mr. Lorant had | program” this fall for its Radiant 
been associated with agencies in| projection screens. Color pages 
Columbus as an account executive | and smaller units are scheduled for 
for the past six years. Esquire, Holiday, National Geo- 
graphic Magazine, Parents’ Maga- 
zine, Popular Photography and 
Radiant Mfg. Co., Morton Grove, | U. S. Camera. 


Idaho, Oregon, Arizona, California, 
Montana, Nebraska and Utah. 


Bell Sound Names Lorant 
Andrew Lorant has been ap- 
pointed advertising manager and 
director of public relations of Bell Radiant Plans Campaign 
Sound Systems, 


Columbus, O., 


WBZ-TV Names William Colvin 

William B. Colvin, formerly di- 
rector of station relations for the 
Television Bureau of Advertising, 
New York, has been appointed ad- 
vertising and sales promotion man- 
ager of WBZ-TV, Boston. Mr. Col- 
vin replaces Edward F. Ryan, who 
resigned. 


Buys Rest of WKBN Stock 

Warren P. Williamson Jr., presi- 
dent of WKBN, Youngstown, O., 
radio station, and owner of 60% 
of the company’s stock, has bought 
the remainder of the stock from 
Forest City Publishing Co., pub- 
lisher of the Cleveland Plain 
Dealer. 


| Deitsch Forms Film Company 

Gene Deitsch, formerly creative 
| director of CBS’ Terrytoons divi- 
|sion and designer and animation 
producer of the Bert and Harry 
Piels Bros. commercials, has 
opened a new animation film com- 
pany, Gene Deitsch Associates, 43 
|W. 61st St., New York. 


PHONE NOW! 
~ MARKETS 
SNAPPED UP 
EVERY DAY! 


- 


starring 


LEE TRACY 


“Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 
Choice markets still available! 
Phone now! —PLaza 5-2100 
Television Programs of America, Inc, 
488 Madison Avenue - New York 22 


Par 23 


‘Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 

jor 
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HERE is today in the U. S. A. a major Market-on-the- 
Move, buying things, going places and invigorating our 
whole economy. It never really stopped moving. 

Certain of your fellow Americins have been heading right 
up into higher incomes, better jobs and higher and higher 
standards of living right along through all the talk of reces- 
sion. They’re out across the nation and the world right now 


—buying as usual, traveling as usual, consuming as usual, 
planning as usual—probably right at this moment, more than 
usual. 

For “‘the next great period of prosperity” has already 
moved in on America, and it started right here—in the Mar- 
ket-on-the-Move, among the millions of readers of TIME. 
Don’t be late! 
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‘TIME: The way to reach America’s executive and professional families 
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BURROUGHS 
ELECTRONIC COMPUTERS 
ON CIVILIAN JOBS ALONE 
ALREADY 273 


Full color 


in all 


| Black and white 
its glory 


with dramatic impact 
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Advertising Age, September 8, 1958 


| 973'—A “newspaper clipping” carries the copy in this first of a new 
corporate campaign by Burroughs Corp. The color spread first ap- 


: in Busi Week, Sept. 6, later in Dun’s Review & Modern 
HUTCHINGS & MELVILLE, Inc. Custom Photoengraving | eee en eens Newateck, Seientifi 


Industry, Fortune, Newsweek, Scientific American, Time and U. S. 
4043 North Ravenswood on ne 13, Illinois Telephone: GAs 7-9220 News & World Report. Campbell-Ewald Co., Detroit, is the agency. 


e 
etre 


mechanical 
modernization 


. he Salt Lake Tribune 


he nillion persons Intermou : ae (MORNING & SUNDAY) — 
During the first 6 months of 1958, the Salt Lake 
Tribune ranked third in color boas. among all” 


Salt Lake a two great es ee . 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network 
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_ABC Film Adds Sponsors 

Three food sponsors have pur- 
chased “The People’s Choice,” the 
tv series recently released for off- 
network syndication by ABC Film 
Syndication, New York. The series, 
which stars Jackie Cooper, was 
purchased by Best Foods, New 
York, for Nucoa margarine in eight 
markets. They include KBET, 
Sacramento; KVAR-TV, Phoenix; 
|KOMO-TV, Seattle; KMJ-TV, 
|Fresno; KOIN-TV, Portland, 0.; 
| WSB- -TV, Atlanta; KSL-TV, Salt 
| Lake City. Kroger Co., Cincinnati, 
‘has purchased the _ series for 
WLAC-TV, Nashville, and Stop & 
| Shop Inc., Boston, for WNAC-TV 
|in that city. Guild, Bascom & Bon- 
\figli is the agency for WNucoa, 
|Campbell-Mithun for Kroger in 
Nashville, and Arnold & Co. for 
Stop & Shop. 


California Licenses ‘Bat’ 

| The merchandising division of 
|California National Productions, 
New York, is licensing a wide vari- 
\ety of items based on the NBC 
| Television fall series, “Bat Master- 
| son.” Carnell Mfg. Co. will make 
| Bat Masterson canes, gun and hol- 
| ster and watch and chain sets. Ar- 
| lington Hat Co. will produce Mas- 
terson derby hats. Complete Bat 
Masterson outfits and other wear- 
ing apparel from the show, comic 
and color books and games also 
will be merchandised by the NBC 
subsidiary. “Bat Masterson” will 
be sponsored by Kraft Foods Co. 
and the Sealtest division of Nation- 
al Dairy Products. 


Patterson Names Three 

Patterson Publishing Co., Chi- 
cago, has made three new appoint- 
ments: James Hartnett, with the 
company for five years, has been 
named national sales manager of 
American Restaurant; Charles 
Broffman, also with the company 
five years, has been appointed na- 
tional sales manager of American 
Motel, and Roy Anderson, assistant 
| publisher of both publications, has 
| been named promotion and publi- 
city director. 


Lilienthal Joins Givaudan 


Arthur Lilienthal, formerly on 


- the sales staff of Haire Publishing 


|Co. and before that with Breskin 
| Publications, both New York, has 
| joined Givaudan Advertising, New 
| York, as an account executive. 


Eddy Joins Jorgensen 

Robert Eddy, former art direc- 
tor of Ross Roy, Detroit, has been 
named art director of Richard Jor- 
gensen Advertising, San Jose. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 


ey ae sagt rat DP ae as a ee ete Tents ye ea me ee : : ; tee Be fe neat 
5 aa gsc eee a Fey Ceti ae S Sy ; : J Se Ma 
mate ee : Se i ae os ai ~ aes ( aaa nail cs E rs ; - 5S s ax ae os a ee eee. 
ee o 
: . sd . . — . i 
. * . % * 
° bd . k ae 
a . . . ¥ a ¥ > ti 
. 4 . " my 
r- ‘ . 4 af | 
: ; a 
: Pas> ; A) i & et 
. P ° A Saat Wee, 
r4 f . i 2 ; si ‘ ci 
: . 4 . 
. ° gt e 3) 
: 4 ° ; 
. a - = c 
; . ed ae » cf [2 7.8  & aes ce 
at 6 alt - . 7 es gee ain 
ie 5 : s ~ : il aeges Lae ae 
i ; ~~, : | i if i Se 
sro . . . ope 4 

es . ° . J foal « * fi / " 

i Peat ~ . | am a ie 
id : r a , < a. 
we . 4 . | Beteee des ‘age Darwaghs timcteem tee + | pe mln 2 i: 

oe . by t y be i e Was) lene @ (400 Mike Tee ae: Eg ge gor gdh eas : ee 
een . Z ; . | SE weccune scsiheceomgae oe oad = ~~ 4 is. 
: hia . ~ bd | ee 5 ' — TF ih Som ¥ ry 4 

Pita ° ky Pa So CA BY” oe Te aes : i 
om : | 2 ee aS ame st 8Y Burroughs ae 
G2 tad pee . “te ' BF Corporation Sa 
ee hed . : P 
una aed . a NP Ame | degen meen sac f 
Bie. ‘ “= t : 
a : | 3 : aes ae : = 
bere © 4 . ou ; = 
cinta rd . j 5 
eae . : e } i: 
ae . ' ae 
Pete ee ee ‘ = 
be & 
7 oe mee €é 
& : | ve 
ji c ; ; ee 
patie) fp ‘ 
et ee Ber — ‘eee: 
atic, R 3 
mia 3 , - 
risen ae 
i; a. 5 » : , a 
is fee. . 

baie ae 
ae me! ; = Mi 
Sorte ie : Bie 
te ; ae 
Aas ; paces Ss 
eo ok :, eae aM j oe 
aL pe ae 
ie abs . ey ‘ ae ie md. 
Pa) teed % re ses ee wo . : oe ‘ a : = 3 ar ie aes : i eS 

‘ , : ee: 
Dt. * : : Ee a“ 4 ‘ ae 
= a : oe ( Fi i tf 3 a i 

‘cooe : a ee - ; be ¢ és 
ca a : . fet =o ii \) in 
reo x é 39 ™ 
. F ge va i j eT tat = 
a e SS aa a pe = 

sa Nis F a M] a 3 h | 

ns , ing \ t bd whe - : * \ 2a 

. ae Mie ~» ar ry r > ; tis 
r _ ; Ls 7) | x s ~— 3 ; in G 

; Yo 4 , 4 e a aan \ - 
) ie = ize 4 & 
ae : aed im IZ { \\ ee | iz a a * 7 ry : - 
To as ; 3 5 4 = HM t ek : rd > a7 ~~ ; 
peaese: : é =\ = . 4 4 ® ‘ . 
; ; be rs 4s > 4 _ & : a? ; ¥ f° 2 ; rn 
; . _ 3-2 bs 4 ‘ft f ; 
eee +3 Ob , o 3 = . fees as 
; Se oe Oy . J : “, > oe i 
Bs as = 4 # ‘ ay if é \ wry 
" - f 
Sua ay 
ye : ar a ( re 
SE Gate Psu? ptgenraeae , ra 
Hea Ses 90, jt a OR aad . ca 

i Af 3 eee ¢ f 7). 
es: URN Me | Take ee 
eed Sie See 
5 ite Dee) oe OB 2. A ae ee 
Hager 2 ee eee? MMe yee ee 

mee? oie eee ne Nh me: 

‘ less. See Gey. ha gee a ae j A 
the es ne eS “ : . 4 it 2 = : , aie or : \ F ~ 
ey Greater color availability . 
ee ~ Sa ae a 

oi Bima oo aeniagien NE ee eer ee Oe. 24 “2 
: i eral a a aS at : iG Bi eo aoe Prk ae Se ieee PO } 7 
id al ; Ss a. 346 
oe > a AND : = Gent } se: 
= om VENING)  ! 
ney RO hah i AME FON As | 9 EE RO Oo ae “7 ate k " is oh Aare 
a (ie RT cl OE ae emer: | 
ae 5S Ayre ogres | 
ae ek i yi aT } 7 

a ah ae 

rf { ; 
A } 
a "ey ees os 
Aen on <s Be. 
be in eye _ 2 | E er 
\ — be ay | [5 : 
Bee Si hee Pecan’ c.g 
ae ao eee = 
Raa! Sie es SMe re | , 
aare a eae 
a < me — | qhp 
a oh = 
ied = 
a es iy 
ps4 ! PO eS 

Tae > 
7 sy 7 
sa asi 
ae: a 7 
« a Ee ine ma Se a ae ne Sone ea: ee (ee RE at eda ope oe Bic egies ' aa ci acaba Ts a 

hao 7 aa 7 _ 2" 
baie 


Construction is America’s biggest 
consumer...devouring 1/3rd of the 
copper, 1/6th of the vron and steel, 2/3rds 
of the lumber and 9/10ths of the cement 
used in the nation. It requires an army of 
machinery and tools...an ocean of 
lubricants and fuels...and could fill that 
ocean with all the other equipment and 
building products it uses. Construction’s 
roaring along at a billion dollar a week pace 

Go au -We ymee ...and still growing! Most direct access to 
this market is HN-R...whose readers plan, 
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Quality of mind makes all the difference. 
Certainly it is the distinguishing mark of today’s top 
management executives and those on the way up. 


What other single group holds as much influence on 
the prosperity and progress of this country? 

Who else can decide what products and services 

a company will buy? And what better way to 

reach them than through the magazine 

that is oriented to their management responsibilities 
and to the quality of their minds. 


Advertisers who want to reach management find... 


FORTUNE gets results. 
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The complete, low-cost services of 


DOOLITTLE & CO. 


Photo-Offset Printing * Offset Plate Making 
Planographing * Addressing Typewritten and Mechanical 
All Letter Services © Complete Bulk Mailing Services 

Premium Redemption Service © Processed Letters 


A complete direct mail service backed by 38 years’ experience, 
providing the maximum in service, speed and economy. 


DOOLITTLE & CO., INC. 


a 320 N. Dearborn St. 6-8 W. 20th Street 27 Calendar Ave., 
ie Chicago 10, lll. New York 11, N.Y. LaGrange, Ill., 
SUperior 7-1722 CHelsea 2-6092 FL 2-2433 


Buckley Incorporates 

After 37 years of individual pro- 
prietorship by Earle A. Buckley, 
Buckley Organization, Philadel- 
phia agency, has incorporated. Of- 
ficers are Earle A. Buckley, presi- 
dent; Earle A. Buckley Jr., exec 
vp and _ treasurer; 
Meschter and Frances E. McCown, 
vps, and Elizabeth P. Malpass, sec- 
| retary. 


Morey Co. Appointed 

| Western Aviation has appointed 
R. W. Morey Co., Elm Grove, Wis., 
its sales representative in the Mid- 
west from Missouri to Pittsburgh. 
It has also appointed Mead Irwin 
lof New York as sales manager 
\for its eastern area—east and 
north of Pittsburgh. 


Paul McCormick to Schick 

Paul R. McCormick, with Lever | 
Bros. for the past 23 years, has 
joined Schick Safety Razor Co., 
New York, as sales administration 
manager. 


Spencer K.| 
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Maina presents a *Swaddling P Péiiader’ 
as new as your baby 


| hit 


| NEW—Mennen Co. will introduce 
‘its “Swaddling Powder” which 
| “ “wetproofs’ . against common 
{diaper infections,” with this color 
| page in Life, Oct. 27, Good House- 
| keeping, Modern Romances and 
True Story in November. Grey 
| Advertising Agency, New York, is 
the agency. 


Retailers Seek New 
Law Banning ‘Circus’ 


Service Station Signs 


HARTFORD, Sept. 2—The Con- 
necticut Gasoline Retailers Assn. 
has voted to prepare new legisla- 
tion which would ban “circus” 
signs at service stations. 
| Joseph Protter, legislative com- 
'mittee chairman, contends that 
the signs, which prominently dis- 
play to passing motorists the 
price a service station charges for 
gasoline, are the biggest cause of 
price wars in Connecticut. 

The association says it repre- 

sents 1,400 of the state’s service 
page owners. 
's Dennis Garvey, the ozganiza- 
|tion’s legal counsel, has submitted 
a report concluding that the pres- 
jent statute on the “circus” signs 
is unenforceable and that a new 
|law should be drafted. 

In a test case in 1940, the state 
supreme court of errors ruled that 
the so-called “circus sign statute” 
was unconstitutional. It main- 
tained the sale of gasoline was not 
\“affected with a public interest,” 
but was a private business. Con- 
sequently, the court held, to limit 
such signs was “beyond the pur- 
|view of police power.” 


|m In the 1949 revision of the gen- 
leral statutes, the “circus signs” 
section was left essentially intact. 
In July, 1957, Attorney General 
John J. Bracken, in an opinion 
for John J. Tynan, commissioner 
of motor vehicles, said that if the 
commissioner endeavored to en- 
force the statute, a restraining or- 
der would probably ensue. 

The association’s executive sec- 
retary, Joseph Panza, says present 
plans call for legislative prepara- 
tion for the state assembly Janu- 
ary, 1959, session. + 


Serwer Adds China Account 

Rosenthal-Block China Corp., 
|New York, has appointed Irving 
Serwer Advertising, New York, 
to handle advertising for its Rosen- 
thal and Continental china lines. 
The previous agency is Peck Ad- 
| vertising. 


Stephen Richards to CCI 

| Stephen H. Richards, formerly 
with Kudner Agency, has joined 
Communications Counselors Inc., 
New York, as manager of the com- 
munications services department. 
CCI is a division of McCann- 
| Erickson, 
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Babbitt Hopes to 
Triple Business in 
5 Years: Lachner 


New York, Sept. 2—B. T. 
Babbitt Inc. hopes to triple its 
business within the next five 
years, attaining a gross of 
$60,000,000-$70,000,000. 

President Marshall S. Lach- 
ner made this prediction in a 
talk before the New York So- 
ciety of Security Analysts. The 
increase will come from sales 
of present and new products, 
and anticipated acquisitions, he 
said. 

“I see no reason to expect 
that the normal industry 
growth of about 8% a year in 
total sales should not further 
increase our business over the 
next five years, giving us a to- 
tal of about $40,000,000 from 
our present or improved prod- 
ucts.” 


# “But a substantial part of 
our gains in the next few years 
in sales and profits will come 
from new products. Some of 
these new products will come 
through acquisition of other 
companies—companies which 
have been attracted to our new 
and aggressive marketing set 
up. Without revealing any con- 
fidences, I can tell you that we 
have examined more than half 
a dozen such companies and we 
are seriously considering two.” 

Mr. Lachner said Babbitt 
was readying for early intro- 
duction a line of “radically 
new and different insecticides | 
which we feel confident will 
give us an important position in 
that $80,000,000 market.” 

Noting that this year’s sales 
are running slightly behind 
1957, Mr. Lachner said this was 
because “we are no longer buy- 
ing volume at the cost of profits. 
We have eliminated costly deals 
at no profit; we got a late start 
in advertising and promotion.” 
Babbitt is now operating in the 
black and “we see no reason 
to change our belief that the 
company will come close to 
making $1 per share after taxes 
for the year.” 


@ Referring to the much-pub- 
licized “Buy Three—Ride Free” 
subway token promotion he} 
commented: 

“In New York, the biggest 
market in the nation, it moved 
the entire line of Babbitt prod- 
ucts onto some shelves we had 
not been on in a decade ... To 
get an item back on the shelves 
after having been off for con- 
siderable time, takes promo- 
tional magic. That’s why the 
subway promotion was so im- 
portant.” 

Coupon redemptions are at 
the rate of 12,000 per week and 
“may well run as high as 40,- 
000 a week before the year’s 
out,” he said. Normally, cou- 
pon promotions are costly but 
this one is basically low cost, 
he maintained. 

Since the subway promotion 
was inaugurated, more than 50 
cities are reported to have so- 
licited the program and other 
companies, like Hudson Pulp & 
Paper Corp., have tied-in. + 


Fischer Co. Names Wiley 
Carl Fischer Musical Instru- 
ment Co., New York, has ap- 
pointed Walter Wiley Adver- 
tising Inc., New York, to handle 
trade and consumer advertis- 
ing. The company formerly 
advertised direct. 


Norwich Names McCann 
Norwich Laboratories is in- 
troducing its Nebs analgesic in 
Cuba. McCann-Erickson’s Ha- 
vana office is handling the ad-| 
vertising. | 


|Seven Elected to ABC 

| Audit Bureau of Circulations 
|membership has been brought to 
| 3,883 by the election of one daily 
‘and two weekly newspapers and 
four magazines. The new members 
are the Register & Democrat, a 
| Portage, Wis., daily; The Times, 
| Papillion, Neb., and La Sentinelle 
de Chibougamau-Chapais, Chibou- 
gamau, Que., both weeklies, and 
Man’s Illustrated, Movie Mirror, 
Real Confessions and TV & Movie 
Screen, all New York-published 
magazines. 


BofA Issues Roster 
The Bureau of Advertising, 


American Newspaper Publishers 
Assn., New York, has issued a 
membership roster listing almost 
1,100 member newspapers in the 
U.S. and its possessions. Included 
in the list are 41 associate member 
organizations from the representa- 
tive and supplement fields. Among 
the subjects covered in the 23-page 
booklet are tips on selling, promo- 
tion and research in the newspaper 
field. 


Organ Chain Names Dreyfus 
Dreyfus Co., Los Angeles, has 

been named to handle advertising 

for a new chain of electronic organ | 
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Angeles by Gold’s, retail furniture | City, N. J., publisher of Eastern 


and appliance company. Plans call| Feed Merchant, 


Poultry Digest, 


for simultaneous opening of seven | Broiler Industry and New Jersey 
stores operating under the name | Farm & Garden, is the publisher. 


Thomas Organ Studios and carry- | 
ing Thomas organs exclusively. | 
Newspapers and broadcast media 
will be used in a campaign to be- 
gin in September. 


‘Pettfood Industry’ Bows 
Petfood Industry will be 
launched in January, 1959. It is 
said to be the first trade publica- 
tion to service pet food manufac- 
turers and allied distributors in| 
the U. S. and Canada. Garden| 


Fist-Class Male! — 


That's What Advertisers Reach in 


Che Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership _ 
Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yeors 


studios to be established in Los | State Publishing Co., Sea Isle 


—not out of charity, but out of 
esteem. Recently, The Merchants 
National Bank in Boston told 
WEEI Radio to disregard the 
credit due them for pre-empting 
two programs they sponsor. WEEI 
had felt the U. N. proceedings on 
the Mideast warranted uncondi- 
tional radio coverage. CBS News 
was at the Security Council meet- 
ings, its microphones relaying 
some of the world’s most historic 
moments. Holding the conviction 
that business should “take a larger 
part in larger matters than its own 
personal ones,” The Merchants 
National Bank elected not to 
accept their credit. 

Now this may appear as a sim- 
ple gesture of appreciation, but to 
us it meant a great deal more. It 
was a sponsor’s vote of confidence 
in what WEEI stands for. WEEI 
has always had an earnest belief 
in its role of public service: Each 
week we schedule at least 32 hours 
of news, representing over 269 
different programs. 165 of these 
shows originate at WEEI. The 
station maintains the largest radio 
news staff in Boston. Each of its 
announcers is, in addition, a well- 
known, respected personality. 
CBS News, of course, is world 
renowned. There is probably no 
finer, more enterprising news 
agency in the world. Working to- 
gether, these local and network 
journalists have brought to WEEI 
the finest reputation a station 
can enjoy. 


The Case of the Bank § 
‘That Refused to'Take J 


Mr. Thomas 0. Gorman 
Station Manager 

WEEI 

182 Tremont Street 
Boston, Massachusetts 


Dear Tom: 


The Agency has just notified me that, because of your United 
Nations broadcasts, we are in line for a credit for two of our daily 
broadcasts in July to the tune of $190.00. 


For a long time now I have had the conviction that business 
must take a larger part in larger matters than its ow personal ones, 


THE MERCHANTS NATIONAL BANK. 


OFr BOSTON ; ine 
25 Seare Sreerr oe jk 
Boston, MASSACHUSETTS 


August 1h, 1958 a 


and in line with this, I have instructed our Agency not to accept the 


credit due us. 


When you drop commercial broadcasts to devote your radio 


time to the United Nations, you are really doing a job which is ours 
I can only applaud wholeheartedly your company's 


as much as yours. 


willingness to assume a responsibility which all too many of us are 


quick to duck. 


While, of course, I would always like the option of accepting 
the credit for radio time of ours which you have used for other pur- 


poses, I am most happy, in this instance, to contribute our "widow's 
mite" to the cause of greater public awareness of the deep and wm- 
settling problems Wich Lie beyond the three mile-limit thinking of 


too many of us. 


Please do everything you can to keep up this tremendously 
vital work, and thanks for your station's many contributions along 


Ph 


this line in the past. 


EVH seme 


From letters, personal thanks, 
surveys and ratings, we know what 
our listeners think of us. Just 
recently, for example, they told a 
leading research organization that 
of all the media in Boston, they 
thought radio was the most indis- 
pensable. In particular, they felt 
that WEEI was the most trust- 
worthy, authoritative station. In 
a time of national crisis, they said, 
this is the station they would turn 
to for information and instruction. 


Edward V. Hickey 
Director of Advertising 
And Public Relations 


It takes a long time and a lot of 
effort for a station to achieve this 
kind of distinction. And though 
WEEI operates chiefly in the 
“public interest, necessity and 


convenience’ —we are proud, too, 
to acknowledge the unqualified 
support of our sponsors. 

To The Merchants National 
Bank, our sincerest thanks. 


WEE! Radio 


REPRESENTED BY CBS RADIO SPOT SALES 
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“It's adorable, may | haggle for it?” 


The folks who'll read your product story in SUBURBIA |ODAY 
can afford to like to go shopping. If that suggests a likely aucience of prime 
consumers, let us tell you all about this new colorgravure 

supplement of selected suburban community newspapers. 


include SUBURBIA TODAY now in your 1959 advertising schedules 
. . « first issue Janvary, 1959. 


Leonerd S. Devidow, Publisher 
153 NORTH MICHIGAN AVENUE, 
CHICAGO 1 
NEW YORK 22: 405 Pork Avenve 


633 South Westmoreiand Avenve 
SAN FRANCISCO 4. Bianchord Nichols, Assoc, 


aw 


THE SmaRT A COLORGRAVURE MAGATINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES 


|Cose Agency Gains Five 

| Cose Advertising, Ridgefield, 
'Conn., has acquired five new 
|clients, all marine accounts. They 
‘are Yachting Publishing Corp., 
New York, formerly handled by 
| Wilson, Haight, Welch & Grover; 
|Manhattan Marine & Electric Co., 
|New York; Miller-Stephenson 
|Chemical Co., South Norwalk, 
| Conn.; Clark Metal Products Inc., 
| Fairfield, Conn., and Keefe Can- 
|vas Products Inc., New Milford, 
| Conn. 


Koh-I-Noor Pencil Co., Blooms- 
bury, N.J., has appointed Williams 
handle its advertising. The House 


previously handled the account. 


Latex Advances Peterson 


ly marketing vp of the company. 


ae 


especially 


5 minutes on the hour 


Yes, KTLA’s miraculous flying TV Station, TELECOPTER, is ready 

to patrol the Los Angeles Area and televise the news — 

when it happens — 7 days a week. Additional support from the swift 
KTLA “Prowl Car”, speeding its cameras to vital ground positions, 
makes TELECOPTER NEWS the most important NEW 

local program in Television. 


Represented nationally by Peters, Griffin, Woodward, Inc. 


THE NEWSUMAKES NEWS! 


| TELECOPTER NEWS 


SUNDAY THRU SATURDAY ¢ 9 A.M. TO 6 P.M. 


Pencil Co. to Williams & London | 


& London Advertising, Newark, to| 


of J. Hayden Twiss, New York, | 


A. B. Peterson has been appoint- | 
ed exec vp of International Latex | 
|Corp., New York. He was former- | 


ATTER WHICH way 
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YOU'RE READY WITH THE 
STROMBERG-CARLSON LINE! 
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There 6 sothrag finer than « Stromberg Cartoon 
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 STROMBERG-CARLSON 
S|\8 

| copy cats—Stromberg-C arlson, 
| Rochester, will break this ad for 
| its console line in September trade 
| publications in advance of a pre~ 
| Christmas consumer drive in Es- 
| quire, House Beautiful and House 
|& Garden. Rumrill Co., Rochester, 
N.Y., is the agency. 


Fairchild Acquires Assets 
|of Acme Telectronix 

Fairchild Camera & Instrument 
Corp., New York, has purchased 
the assets of the Acme Telectronix 
division of NEA Services Inc., 
Cleveland, O., and assigned the 
major product development and 
marketing responsibilities to the 
Fairchild Graphic equipment divi- 
sion. It is the second Fairchild ac- 
quisition within the year in the 
graphic arts and communications 
fields; the first was the acquisition 
of Teletypesetter in January. 

The Acme assets purchased in- 
clude manufacturing, inventory 
and equipment, and equipment 
leased or held for lease. Acme has 
| designed and manufactured all of 
| the telephoto and facsimile trans- 
| mitters used by United Press In- 
|ternational and NEA Service, 
|produced similar equipment and 
| special devices for the military 
| and undertaken a program of leas- 
|ing facsimile systems to industry. 
| No price was disclosed. 


| Eberhard Sets Pencil Campaign 


Following up a recent consumer 
|} sampling campaign for its Noblot 
;pen, Eberhard Faber Pencil Co., 
| Wilkes-Barre, Pa., will run full- 
|eolor insertions in October and 
November issues of Business Week 
and Newsweek for its Mongol and 
Colorbrite pencils. A _ separate 
campaign for the company’s stick- 
eraser, Singlex, is slated for Sep- 
tember and October issues of 
Today’s Secretary and The Secre- 
tary. Anderson & Cairns, New 
York, is the agency. 


Ducair to Ritter, Sanford 

Ducair Room Spray, a division 
of Swiss Pine Importing Co., New 
York, has appointed Ritter, San- 
ford, Price & Chalek, New York, to 
handle its advertising. 


GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where’s 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 
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Evperiemce Speaks...a. report by Chiltow 


“_..the trade press affords the best 
advertising opportunity for reaching 
desired buying influences at low cost” 


NEWTON D. BAKER 


Director of Advertising, 
Public and Employee Relations 


Black, Sivalls & Bryson, Inc. 
Kansas City, Mo. 


We recently passed several pleasant and enlightening hours talking with Newton D. Baker about the role 
which trade and industrial magazines play in his advertising and sales promotion activities at Black, Sivalls 
& Bryson. Mr. Baker has been responsible for all BS&B advertising, sales promotion, publicity and 
public relations since 1952. In April of this year, he was elevated to Director of Advertising, Public and 
Employee Relations, with new staff responsibilities for salaried employee relations, reporting to the 
president. Prior to joining the organization as Assistant Advertising Manager, he was with Sears, Roebuck 
& Co., in Chicago and served 2 years with the Army in World War II. In addition to handling the many 
responsibilities of his present office, Mr. Baker finds time for active participation in numerous professional 
and civic organizations. He has served as Governor of the 9th District and National Director of the Adver- 
tising Federation of America; President of the Advertising Round Table of Kansas City; and Vice President 
of the Kansas City Public Relations Society. We think you will find the highlights of our conversation with 


this successful young advertising executive both interesting and rewarding. Please turn the page. . . 
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Experience Speaks 


“We like to think of our advertising in the trade press 


°*A strong corporate identity can be achieved from properly developed trade ads.”? 


Q Just how would you describe the business of 
Black, Sivalls & Bryson? 


A We are manufacturers of oilfield production and 
natural gas processing equipment, control valves and 
safety heads, grain storage facilities, propane tanks, 
metal buildings, and trim for automobiles and 
appliances. 


Q What is your position within the industry? 


A in the oil and gas industries, our largest markets, 
we are the oldest supplier of our type and one of the 
leaders. Our position varies in the other fields, but in 
each case it can be said we are well known and well 
established—in many cases a major factor in the field. 


Q How long ago was the organization founded? 


a Sixty-five years ago. Our major growth, however, 
has occurred since 1946, when ownership changed 
from a family controlled business to one in the hands 


of a broad group of investors. 


Q Do you have international distribution? 


A Yes. BS&B has 68 sales and branch offices in the 
United States, Canada and Venezuela. A network of 
sales representatives, distributors and dealers repre- 
sent the various lines in other important marketing 
areas. 


Q Tell me something of your early advertising 
activities. 


A BS&B has for many years advertised in the trade 


press. The beginning of a well-rounded, coordinated 
advertising program dates back to 1946, when the 
present corporation was formed. The company’s 
diversification in recent years has required a gradual 


broadening of its advertising program. 


Q Do you know when BS&B first used trade 
publications? 


A Back in the early 20s. Trade and industrial maga- 
zines have always been an important part of our 
over-all advertising program and in the early years 
were just about our only advertising media, with the 
exception of a few catalogs. Even today, a sizable 
portion of our advertising budget is allocated to the 
trade press. 


Q How many trade publications do you now 
use? 


a Approximately 50. 


Q Just what is your advertising philosophy? 


A We consider our advertising a basic assist to our 
salesmen. It reduces the number of steps they have 
to take to win the order. If our program is properly 
timed, carries the correct sales emphasis, and is pre- 
sented through the best available media, it can help 
decidedly in pre-conditioning a prospect—help in 
the follow-up calls as well. 

We feel that sound advertising in our type of 
markets is based on fulfilling a customer’s need—a 


need for information which helps meet the require- 
ments of his operational problems. Our advertising 
message must be specific, informative and readable, 
avoiding generalities and broad claims that mean 
little to the technical man who is looking for ideas 
and answers. Naturally the advertising message must 
be contained in an attractive, eye-catching format in 
order to be competitive with the heavy volume of 


advertising directed to today’s buyers. 


Q And what are your present advertising ob- 
jectives? 


A In terms of basic assists to the salesman, BS&B’s 
advertising has these objectives: to create an interest 
in our products; cover buying influences inaccessible 
to salesmen; supplement the contacts made by 
salesmen; influence the decisions of customers; 
establish recognition and acceptance of our organ- 
ization—sell the company so that our salesmen have 
more time for product selling; build up evidence and 
raise the salesman’s position in the prospect’s eyes; 


verify the salesman’s word. 


Q What are your views on the subject of fre- 
quency? 


A We consider it important to get continuity in our 
campaigns and prefer using a few key books with 
adequate schedules, as contrasted with weak sched- 
ules in a large number of publications. Of course, 
compromises are sometimes necessary. In a monthly, 
we consider six insertions a minimum schedule. In a 
weekly, we prefer a 26-time schedule, consider a 


13-time schedule a minimum requirement. 


Q What is the relationship between your sales 
and advertising departments? 


A With a decentralized operation and six operating 
divisions, our Advertising Department functions as 
a small advertising agency. Each division is a client 
requiring our best thinking and an integrated pro- 
gram that will get the job done within the restrictions 
of total funds available. We work just as close as pos- 


sible with the sales heads of each division. 


Q Of what value is your trade magazine adver- 
tising from the standpoint of your sales organ- 
ization? 


A We like to think of our advertising in the trade 
press as adding horsepower to the salesman’s pace. 
There can be no question but that it is to the sales- 
man’s advantage to have advertising assist him in 
keeping prospects well informed as to company 
products, its leadership in research and development, 


its position in the industry, its policy on service, 
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as adding horsepower to the salesman’s pace” 


etc.—rather than for him to carry all of the educa- 
tional burden himself. We tell our salesmen that 
for 100% return on the advertising dollar, we are 
dependent on their enthusiasm and_ participation 
by educating the customer in the use of the pro- 
motional material we provide. We do our best to 
make sure our salesmen feel that they are a part of 
the advertising program, providing ideas, sugges- 
tions, and basic field data that will help us help them. 


Q How do you evaluate the importance of the 
trade press to readers? 


A it is probably the best source of tailored infor- 
mation available. We know that our customers read 
the trade press to keep informed on everything from 
general trends to the most advanced techniques of 
operation. In an industry where things are changing 
as quickly as in the oil industry, for example, most 
responsible people consider reading the trade press 


an important part of their job. 
Q And what about its value to the advertiser? 


A in many industrial markets, the trade press 
affords the best advertising opportunity for reaching 


desired buying influences at low cost. When the 


trade press measures up to its responsibility of sound 
editorial policy and readable placement of adver- 
tising, there is little room for doubt as to the over-all 
benefit to the advertiser. 


Q What are your views on how the trade press 
is meeting its responsibility to readers and 
advertisers? 


A As an educational force it seems to be doing an 
excellent job meeting the many challenges presented 
by the continuing advances of modern industry, both 
from a technological and a broad general trends 
standpoint. It will be required to do an even better 
job in the years ahead, and most publications, I feel, 
will do it. 


Q How useful are trade and industrial maga- 
zines as a means of creating a desired corporate 
personality? 


A We at BS&B consider image building very im- 
portant and we are using the trade press increasingly 
with this in mind. Straight product advertising, while 
of major importance, is only one means toward an 
end. A strong corporate identity can be achieved 
from properly developed trade ads. The old idea that 
trade ads must be all nuts and bolts is a thing 
of the past. 


“*We know that our customers read the trade press to keep 
informed on everything from general trends to the most ad- 
vanced techniques of operation.”’ 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 


means for reaching your customers and prospects on common ground—at a time when they are most receptive to your sales messages. 


In this respect, they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country, has the resources and experience 


needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power. 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist - The Iron Age « Hardware Age + The Spectator - Automotive Industries - Boot and Shoe Recorder 


Commercial Car Journal « Butane-Propane News + Electronic Industries + Jewelers’ Circular—-Keystone + Motor Age + Gas + Hardware World 
Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 


Be! C5 ot eA See at Go hme 


at ay ree . mM ae ¥ = mf pene ae te = 4 * as a ae i 
, ons a Ry 2 3 ms ae Oa pice ay Sei } a ie ts - 7 oie ‘ ti f ai * 42 
ee pas are By Se & ie 7. . . ae he a “a aes aes aaa Ss. 3 er ; 
a . ° i ‘ , 
¥ = 
f 
aS 
: nei iee 
Py ber yarn 
i ee mae 
pt rates , 
pe i 
saa : ee . : r: Pee ie 
os weg ee 4 . . > at } ie 
pa $ : Puja teense at, tee i F oe a 
— ES a, ae At 
ate ne : “" Bt: Rested 
ian = ‘ as k ty * 
es re 4 —= , isa’: : nae é 
i S . Be 4 Seis 
net ‘ — ae 
a9 i E. 3 e< : a 
eet a ae toe : 
¥ ¥ 4 Mik 
' s = ; : sigs 
et tO al oe 
3 ' oem ae  * ae sae 
; aS ee . g epee te 
i f ‘ie =, 2k _" “ } aka 
a eae : cbt Siegen 
e > a ee a «<a iy ‘ a aa 
eee ne Z , A - 4 oh ae 
Bee 8 6 a J P Sars ee 
— Se ae eee 
oy eee A s 
: : ix é H a sateen 
ae pao". ae f°: hee, i if a 
KAS re pe et a ie 
ee ae rte - f & . 
re Te ffs F } 
« inf “| s Parente 
es fy Pee pe Te ‘ E ‘ Tei 
a ‘Nore + Aaepaaammea le a ae : So Pale + 
a Sm ee ay Sees 40, Son (the : f y= 
Be dite ke Aaa ae re ~— (a ae a 
= eae = 2 7 ee 3 ae ae ee P | My 
A Pate are Re i ot lee ‘ Ba Are ee a 
a te Se ENE 3 EA ees. ky eon Emig fer ame, 
i ae fT Se ol. ets se he ee ne 
= oe tie yee eS ase 
E- as pee eee near 3 2 ~ ee 
i San are sie Mack } 4 vie : pas ae re eee 
e a iain “de Paes, eee nae ee owe 
5, ' Sen q a rey een Bt ae mah er, cao ag ‘ai 
a ee ees . Si Bae hort aE Ops 
a Be eo Re eget kas sy chee 
ae he ae on 
a See Bea 5. emir ae ag eee 
= . es oN i nn gap meee 
Ww i Meie je 2, , : i ‘ Ms has — 
= ie Lt ARO : 
ve re leeds 4 r 
= iat ae r res i : oe : 4 s ae i 
= E i pen Nii ic Meee 2 ee ei ee ec ea 
ay tas. oS po es, eee oe Za. 
Sa ie AE me fe : Baise ae ees 
eae ee: i RA ene ie al 5 Sees ia ree tor ae oe or ee 
i. “ais Ae oe oe Oe ee R 2 aS tt Mee pia 
Cone Agee bie Be net Na per ag, POU eli ae Beer Hie plas 
ae a BG cae oc ication cent ie SO ve Bs 
tae m *, : ae ice hi NH a eee aa : é a 
ae Noahs Oe ty = ages rian. T Ta ae eae , i anetitied c 2 
a eae 
2 ee . 
¢ ssh 
ae leh 
° s Sein 
; cc cc ccc ccc SSS : 
bbe 
"A 
ape 
: A ae 
hs 
ite od 
. ee 
- of 3 
ae 
Sea 
ie, A! 
mi 
enn ns ie 
t we : 
rr = : 
ey 
oe Sem 
ae ae 
aa ey 1 
ae 
; past & 
ra ie 
Bien Sera 
cme 
ea a 
¢ = Se Ne § ah cae 
a 1 _ ae a 
2 _ @ \ ! +3 ue Sie 
: —— - dl == ae 
"Wh = = a = 
j= > im 32 
* ‘we > = . 
Si: a cscs y 
Se |-ae a 
= —. % === « 
—_ q == a4 
ee a 
A 
Sed 
; ar, 
tie 
mee 
Tach 
‘ ees 
a 
e Nees 
eh 
AG 
ee 
2 1 re 
eee 
‘ ead ? 
f Ps 5 ' F 
ed os 
ee 
ze 
ag 2 he See SA a mr Boag & : eae ‘ vr a I et acy ON eae eR Sa E i 7 sl ‘ +4 oy: ss a Ase. ge Ee iy eam e : ” oe. Wea Sener : : 4 
on CN) eae Ie a ic. ald @ PAN pte hat = “s eee ors wf oa, me 7. ay one . er = Be a i ce ia ae, s rid a ect Fat Beaks ees 2 = tea ¥ 
7 Sigs 3 | oo. ease oe at te a : 5 fa aha a Oi tears <a i 
mee a he . bs Twat eta oNien: Beate 7 
Pie ae PCW as teal yk ee or 
< Sa Ce Ce hk wh pe Ue Ny ee oe 


Dryer Martinis? ... 


N. Y. Hotel Gin, 
Vodka Sales Rise, 
Vermouth Drops 


New York, Sept. 2—The 16 years. 
major New York hotels sold $18,- 


| Ketchum Names 4 to PR Posts 

| Ketchum, MacLeod & Grove has 
/named David E. Nopper public re- 
lations manager in its Washington 
| office, Austin Hamel, a pr account 
}executive in the New York office 
jand Burtt Evans and Wayne 
_Grundish to its pr department in 
‘the Pittsburgh headquarters. Mr. 
| Nopper has been a pr account ex- 
}ecutive with Bozell & Jacobs, 
| Washington, for the past four 
Mr. Hamel previously was 


Evans previously was with Con- 
ant & Co. Mr. Grundish formerly 
was with the Pittsburgh bureau of 
Fairchild Publications. 


Grant Names Three 

Grant Advertising has appoint- 
ed Allan B. Clamage a copywriter 
and Art Morat to the art staff in 
its Detroit office. Mr. Clamage for- 
merly was with Brooke, Smith, 
French & Dorrance. Mr. Morat 
previously was with Creative Arts 


International. Grant also has| been 


named Norman A. Church an ac- 


count executive in its Hollywood | 


office. He will serve on the Mar- 
quardt Aircraft account. 


Seamprufe Names Weiss 
Lillian Weiss has been named 
director of advertising, sales pro- 
motion and public relations of 
Seamprufe Inc., New York. Miss 
Weiss, formerly with Allied Stores 
Corp., Haire Publishing Co.. and 
Firth Carpet Co., has recently 
elected a Fellow of the 


Advertising Age, September 8, 1958 
| Royal Society of Arts, London. A 


graduate of Parsons School of De- 
sign, she has served on the faculty 
of the New York University 
school of retailing. 


Long Agency Gains Two 

Merrill Woolen Mills, Merrill, 
Wis., and Romar Filter Corp., 
Milwaukee, swimming pool devel- 
oper, have appointed W. H. Long 
Agency, Milwaukee, to handle 
their advertising and public re- 
lations. 


563,882 worth of alcoholic bever- 
ages in 1957, a gain of $191,112, 
or 1.04% over the $18,372,770 re- 
ported in 1956. 

Major changes among the lead- 
ing classifications of beverages, in 
dollar volume, 
22.96% in vodka, 12.85% in Cana- 
dian whisky, 8.98% 
4.26% in scotch. On the 
13.24%; vermouth 13.33%, 
champagne 0.97%. 

These figures were released 
last week by The New Yorker in 
its annual report on alcoholic bev- 


erage sales in major New York | 


City hotels. 
Drink preferences in 1957, the 


survey shows, remained virtually | 


unchanged with Manhattan and 


martini cocktails and scotch high- | 
balls receiving the same point to- | 


tals. 


| 
s The four leading spirit blends | 
were Seagram's 7 Crown, Four | 
Roses, Imperial and Schenley Re- | 
serve, ranking in that order. 

Bonded whiskies ranked in this | 
order: Old Grand Dad, Old Fores- 
ter, I. W. Harper, and Old Fitz- 
gerald. 

Straights and blends of straights 
ranked in this order: Jack Daniel, 
Early Times, Walker’s De Luxe, 
and Park & Tilford Private Stock. 

Canadian whiskies ranked in 
this order: Canadian Club, Sea- | 
gram’s V.O., Schenley O.F.C. and | 
MacNaughton’s. 

Scotch whiskies ranked in this | 
order: Dewar’s White Label, Bal- | 
lantine, Black & White and John- | 
nie Walker black label. 

Gin preferences were in this| 
order: Burrough’s Beefeater, | 
Fleischmann’s, Booth’s House of | 
Lords and Gordon’s. 

Favored vodkas were in this or- 
der: Smirnoff, Wolfschmidt, Samo- | 
var and Hiram Walker. + 


| 
| 
| 


Want Your 

Publicity Story 
Mailed Only to 
Papers You Know 
Will Use Your Story? 


Sounds impossible, doesn’t it? 
Well . . . it is! But we can do the 
next best thing for you—send 
your story to editors who have 
sent us a written request for 
matted editorial news and fea- 
ture stories. 


The acceptance of your story 
lies solely with the editor of 
each paper . . . so why waste 
money and send it to editors we 
know will not publish anything 
but local news? ? ? We regu- 
larly screen every newspaper 
editor in the country . . . our 
list changes with the change in 
policy of the publishers. 


Write, wire or phone collect, 
without cost or obligation, for 
more information on our pud- 
licity distribution service. 


Special Correspondents 
INC. 


230 E. Ohio St., Chicago 11, Hil. 
Delaware 7-1065 


Distributors of publicity re- 
leases and dealer advertising 


were a gain of) 


in gin, and | 
loss | 


side, domestic whiskies declined | 
and | 


|with Charles Mathiew & Co. Mr. 
| 


Season ticket on the bench 


They say Chic Harley started it. From the day Ohio 
State’s first All-American shattered the Michigan jinx, 
Central Ohioans have shared an insatiable, almost 
ferocious, sports appetite. It isn’t really true that our 
natives request burial out near Ohio Stadium, but 
nowhere else are sports paths so heavily traveled. 


campaigns since 1941. 


That’s why WBNS-TV provides reserved seats for 
major league baseball, football, hockey, racing and 


a string of special events. That’s why “Coach of the 
Year” Woody Hayes is in his eighth season with us 
and Don Mack, a crusty, individualistic hunter and 
fisherman is now in his tenth year “Outdoors” on 
Channel 10, 


The roof nearly blew off the weekend of the state 
high school basketball finals. 200,000 fans wanted 
13,500 seats. WBNS-TV, as a matter of course, 

- cancelled a clutch of prime network time and spot 
billing to carry the games. When our underdog North 
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Advertising Age, September 8, 1958 


Ballard Heads West Pacific, 
Agency Makes Other Changes 
Ronald D. Ballard, vp, has been 
promoted to president of West 
Pacific Agency, Seattle. He suc- 
ceeds John D. Tuttle, who becomes 
chairman of the board and will be 
on an extended leave of absence to 
act as sales and marketing man- 
ager of Reinell Boat Works, 
Marysville, Wash. Al Pistilli has 
been promoted from account su- 
pervisor to vp. 
The agency also has added two 


to its staff. Robert S. Hanson, 
formerly director of Buchen Co., 
|Chicago, has been named head of 
the agency’s art department. Rita 
St. John Sigismund, formerly ad- 
vertising manager of Bon Marche 
stores in Spokane, Tacoma and 
Everett, has been named radio 
and television production man- 
ager. 


‘Parade’ Adds Two 
Parade will be distributed by 
the San Jose Mercury-News, start- 


ing Sept. 7, and by the Buffalo 
Courier-Express, beginning Sept. 
28. This brings to 61 the number of 
newspapers distributing the publi- 
cation, with a total circulation of 
8,769,002. 


Rusinko Joins Archer-Daniels 
John Rusinko, formerly adver- 
tising manager of Minneapolis- 
Moline Co., has been named man- 
ager of a newly formed marketing 
services department of Archer- 
Daniels-Midland Co., Minneapolis. 


Katz Adds 1, Names Sikorski, 

Katz Agency, New York, has| 
been appointed to represent! 
WNTA-TV, Newark. Katz also has | 
appointed Kenneth Sikorski, pre-| 
viously with WWGA, Tifton, Ga.., | 
to its Dallas tv sales staff. 


Hotel Names Mark, Simeon 
Griswold Hotel, Groton, Conn., 
has named Mark, Simeon & Ren- 
ard, New York, to handle a nation- 
al newspaper campaign in key 
metropolitan markets. 


we were delirious. When 


High kids broke Middletown’s 76-game victory string, 


they lost the finals in double 


overtime, we just didn’t feel like talking about it. 


Sometime remind us to show you all those nice 
letters from folks who appreciated our part in the 
affair. Response such as this is warmer than coin 
to a station that enjoys perfect rapport with its 


Central Ohio neighbors. 


It also motivates Madison 


Avenue to say with authority, “If you want to be 
seen in Central Ohio—WBNS-TV.” 


wie Mo 


welcome 


ee ae se he ee thes seth ge ere to a. 


oe ee eee 


WELCOME—The New Yorker ran 
this ad in the Daily Alaska Empire, 
Aug. 22, later reprinted it as a 
promotion piece being mailed from 
Juneau. Anderson & Cairns, New 
York, is the agency. 


The Time 
Is Right 


TO SELL FARMERS 
| IN THE 


UNIT STATES 
OF AMERICA 


WBNS-TV 


CBS Television in Columbus, Ohlo 
Market center of 2,000,000 peopie 


Affiliated with The Columbus Dispatch 
316 kw. Represented by Blair TV 


Your big opportunity to 
| bolster sales in the second 
| half of ’58 lies in the Unit 
|  $tates of America... where 
farm income is UP and Unit 
Farm Papers offer state-by- 
state flexibility, short clos- 
ing dates, complete and deep 
penetration of the market. 

Get a compaign rolling 
within weeks. Get your 
dealers to stock up and line 
up new ones on the strength 
of advertising that will 
| reach and influence their 
| best customers. Ask us for 
| result stories. 


MIDWEST 
UNIT 
Faun Papo 


Nebraska Farmer * Prairie Farmer 
The Farmer * Wallaces’ Farmer & 
lowa Homestead 
Wisconsin Agriculturist & Farmer 


ADDRESS: Midwest Farm Paper Unit, 
Sales offices at: 35 E. Wacker Drive, 
Chicago 1... 250 Park Aye., New York 
17... 110 Sutter St., San Francisco .., 
159 S. Vermont Ave., Los Angeles 4, 
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FIRST, 
WITH MORE READERS! 


More electronic and radio engineers want “Pro- 
ceedings of the IRE" than want any other engineer- 
ing paper because it offers more . . . Yes, 52,285 
engineer IRE members, plus 4,453 individual, 
group and bulk subscriptions, and from the unpaid 
side of the ABC Statement, another 13,038 engi- 
neering college student members (at $5. each) 
brings IRE's circulation to 69,776 average for the 
six months ending June 30, 1958—For more for 
your advertising dollars in radio-electronics—in- 
vest in: 


Proceedings of the IRE 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept. 72 W. 45th St., New York 36, N. Y. © MU 2-6606 
Chicago @ Cleveland @ ‘ios Angeles © San Francisco 


CANNER/PACKER 


.-- the ONE medium 
that sells the $6 billion 
processed food industry 


- CANNER ee 


aie tee seein e 
era 
. 


First Issue: OCTOBER, 1958; Standard 7” x 10” Format 


National, over 6,000 Paid 


Western, over 2,000 Paid 
(According to preliminary count by publisher) 


Two Editions: 


—management, production, field or raw product 
supervisors, technologists, traffic managers, sales 
executives, warehousing and packaging manag- 
ers, etc.—CANNER/PACKER delivers well 
over 90% of the industry’s buying power! 


a strong, influential paper .. . 


THE CANNER/PACKER! A new name. A 
publication that combines the years of experi- 
ence, resources, talents and influence of three 
long-established processed food publications: 
The Canner & Freezer; Food Packer; Western 
Canner & Packer. A bigger magazine... a 


increased sales effectiveness . . . 


better magazine, with new styling, new headline 
treatments, new department heads, new features. 
And better readership for advertisers, of course! 


better coverage of market. . . 


CANNER/PACKER serves the total industry 
as a One-stop information center. To advertisers, 
it serves as a Single sales promotion medium to 
the growing $6 billion processed food market. 
As such, it delivers maximum coverage of all 
segments of the market—canned, dry, frozen 
and glass packed foods, including processors of 
the latest “heat and eat” packaged, precooked 
and prepared entrees, meals and specialties. 
Penetrating to all factors with buying influence 


Write... wire... phone for new Data File, Circulation Statement, Rate Card, etc. 


CANNER/PACKE 


Here’s a sales-package which enables you to 
present your sales-story to the total processed 
food market at ONE cost! Here is simplified 
selling . . . intensified selling . . . directed to 
all of the major buying factors in the processed 
food field. Here is the ONE publication— 
CANNER/PACKER—geared to serve the fast- 
growing, everchanging processed food market 
. .. the ONE publication that can put you out 
in front, sales-wise! 


selling ONLY to the West? 


If you manufacture or distribute in the confines 
of the West, investigate today, the sales value 
of the Western CANNER/PACKER. High cov- 
erage, no waste. 


@: 


totally dedicated to serving canned, dry, frozen, glassed food processors 
TRIAL PUBLISHING CO. + 59 EAST MONROE ST. + CHICAGO 3, ILL. + Financial 6-7788 


370 Lexington Ave., New York 17, N. Y., MUrray Hill 3-8333 » 500 Howard Street, San Francisco 5, Calif., EXbrook 7-1887 


Paul Clissold, 
Secy-Treas. 


Herb Vance, 
President 


Bill Freeman, 
Vice-President 


El Stark, 
Editor 


Mel Carlson, 
Gen. Mgr. 


iy 


rit ‘orn 


FR 


Advertising Age, September 8, 1958 


Getting Personal 


Irene Small, account exec at Erwin Wasey, Ruthrauff & Ryan, 
Chicago, celebrated her 20th anniversary with the agency on Aug. 
27. She joined R&R in °38; began her career in the stenographic 
department; moved from there to secretary; on to radio-tv copy, 
copy chief and on to account exec... 

Jack L. Fisher Sr., president of M. M. Fisher Associates, Chicago 
agency, is touring Europe for a look at show business operations in 
relation to advertising in England and southern and central Eu- 
rope... 

Sidney A. Bedient, editor and general manager of The Hour, 
Norwalk, Conn., afternoon daily, was married Aug. 21, in Norwalk, 
to Florence E. Walter... 


TV MEN BECOME ELECTRA—At left is Lawrence H. (Bud) Rogers II, 

president of WSAZ Inc., Huntington, W. Va., and board chairman of 

the Television Bureau of Advertising. At right is Normal E. (Pete) 

Cash, president of TBA. The pictures were taken aboard the Electra, 

chartered by Bud Rogers. Their expressions indicate that chucking 
it all beats the tranquilizers. 


Arthur A. Porter, vp and media director of J. Walter Thompson 
Co., has been named chairman of the advertising and publishing 
group of the United Hospital Fund’s 79th annual appeal in Man- 
hattan and the Bronx. His assignment: to lead 150 volunteers in 
raising a quota of $118,000 from advertising, publishing and graphic 
arts execs... 

John Whedon, former J. Walter Thompson tv script writer as- 
signed to the Kraft account, authored the tv show, “Be My Guest,” 
featured on the Aug. 27 “U. S. Steel Hour.” He left the agency busi- 
ness in 1956 to do free lance tv writing. His most famous show, “The 
Titanic,” was presented on “Kraft Theater.” .. 

Claude Barrere, exec director of the Radio & Television Execu- 
tives Society, was married Aug. 28 in New York to Ruth Dinneen 
Brown, also of the society... 


JOINS THE VETS—Jules. Herbuveaux, NBC central division vp, is wel- 

comed into the network’s 25-year club by Edward Hitz, vp of the 

central division’s television sales (right), who has been with NBC 
for 30 years. 


An October wedding in London is planned by Abigail Jaccaci, 
daughter of A. Thayer Jaccaci, account exec on Eastman Kodak 
at J. Walter Thompson, and John Fearon, with the tv production 
division of the British Broadcasting Corp., Bristol, England. . . 

Lee Edwards and Lawrence Anderson Jr. were married Aug. 26 in 
New York. After a wedding trip to Jamaica, B.W.I., the couple will 
reside in Cali, Colombia, where Mr. Anderson is representative of 
the J. Walter Thompson Co, for Colombia... 

AI N. Seares, recently retired vp of the Remington Rand division. 
of Sperry Rand Corp., and newly elected president of National Sales 
Executives, has returned from a two-month tour of Latin American 
countries. During the trip, international affiliates of NSE were or- 
ganized in Panama, Colombia and Peru—and another is being 
formed in Chile... 


is : se = e Re ‘ s : ee : ae a 
Ese hy 4 ® i ; F 3 =f "| ee ‘ : ao iw o ‘ 4 ; Le oi ; wees ; : e Pr ae at - 
ie a at ; : - = ales oa Ais. a : * a Pe ee ; je ae ‘ b ae . —. 
i s 3 s ri 
= ee | a 
! | . 
Bee 
| . 
et Sy Ce a | 
\ ea rs i 
i PS. id ne ARS yn ; 
/ 5 esis ng aR aes 22 ch A aa 
ie ; +s Pe om Seas Ter eee ene ie 
. Sy ee RA es, “yeas a = See Re | 
Sag 4 = sis 
. * <i . Se ee ah > ermsers . 
i a eee: 
* ei 
vine i) ie Saat ae ee ee. —-—--~* st 
zr eer | 
ie: feaetmeny ere fae ee ee a 
rae Farce sigigaeee TS OS eee —_o : 
. ie Sas ee Aaa aca aad = —e | | 
=? a Ns mmm a Fy ar ope aie» rl | | 
; yt (en te ee tee me, ah, 2 | 
2 eee = oe ewe mee os anes | 
ee, nee a -m: —_ ss 
- ic ener’ 4 aa pas had a 
“f thee ie} == i : | 
rp er ’ | eas * Bee Se ee : } 
aa ees 7 es y ie re ine = f | 
4 ogematieumens i ce ae 
. << oh Ae a. soe a 
ee Fa ie ican ere, IPL a a Pao snk = . ; as ts : 
ees: teh ae A | Ae 7 2 ~ by os PS, 
i . ? — | ’ : cy a i % a 
a. Sp Pia ; i My : 
ee # . oe ae .. 
ne ie Sho oe "a | 
_ :  - Sag i - **, @ H 
’ —| ae ~, | Bes Sa 
i: | f 3 Bas er) ee s { 
ih | ~} ‘ ' 4 Same > ed : 
‘ "4 Y, a a i s ae 2 or f 
| . : ee rae meee a " 
P . ~ TiS, Re ass toe ak 
; Las x “a ats, oe 4 : 
me | i HW H | ~~ ae a ' pe eS UF i ee eS. \ 
a Hi WANA MAAN :— Bee ee : 
il Hii ANIA PAA ARUH | 7 J 4S } 
WATT ATURE Wi <a Aer es i 
es ee ! HANAN FHHVHLUAHTHHASTAASHARHUTTR THAR I | | >, % 4 ap — oe ae 4 { 
; Hil | i Yan Ss a 
5 i Ni : ns " ee 2 ‘ } i 4 " — . » 
a | St ea a j 4 ‘ > .. 
Serr " G nes —i - ‘<a a : : "i { 
as a. ee ig eid : ' { 
igh SREP Cee a ae - , { 
nee ‘Sy : ae sch . * ; I 
2s r-ASCKk—=—_——~™ FA ey Ff 3 } 
a ' } he See eis 
some ame o comaaanen st | tap eee pee t 
ie nom Food Packer jtum€, ; te 
: n> a aaron ee ton: herone 
pee ~ OOO Pacnen 2 Sa ee Comemten | 
~ = | “4 . =e 5 
7 mange * 7 WESTERN CANNED ond PACKER oe wot Oo Sees Se oe 
Py >. Bail cohen 20 
-) “a f eaecky 2 ae 
e : : uy 2 ‘Weeden 
; ; ae oe 
# t = | = 
se ~~ ~~ 4 L ) trad ef o4 | 4 
* eh | . 3 % - ge. Wy Be . 
5 he! - ae Die 
te = F a s- Be ‘ | 
oe -—= wre Wea ia .* = y | 
2. == “ ae 4 
F : ws mee . | 
; : : : 3 i \ 
4 re - : 
la . * —s 2 
a HI Hi HW TTT 
it Ha AAA AEN 
is ANU SUOEA LOU HURT SUT TT RE | Wt | = 
: Po Ht nan HW | BATA NA 
fc : 
- : 
oa ' 
ee | of ss | 3 Re ¥ ; /( ‘ * : & a Ae ae annals, { 
ae ee Re es. Se See - e eo Horm aCS see f 
: 7 Bae uf é 23 . r t 
zi ne : : ; 
| - * i i i ye st 
| 5 cal dh ié y 3 ‘ 
“ a ; vas ee oO a ' 
ae, — ip: e ; ‘Sai : & 
fs i a ae } * xe : s - . 
o i t 2? < 5 % : EP Re P ; me: 
Pe a one o>. ee a9 - r\ | sid r 
j ey x a\ , ++ = i ; Pe f sl ia ‘i . “ q 
iid. ae o's 5 4 ee : * re] 3 . oes. . ¢ 
tien = % fee 4 | fee Saag Sees oer j 
Bs | cre te * . tee meena 
— } oe he gi aaa Wien 
Ses ee. a; St . \ : : - re ei ee re ps ae erst : 
oy | = armel, — _ eg Pic Ser Si { 
oe statin sale stee ‘ — = ee tk Semi Se Ee. cea Ne ame e 
1 ” eS "seevgaer Y oa pepsi Sere, RM AE ce eee CY tc 3 
; r TT Ny ey acteerem: me 8S aig AS HA 65,0 he ae 
ae ke gt: eee eae —— " Biome Bait se ora 
t- ce PEF eit  } * Yo Bs Ss Bo ii a Naess See ; 
Bt gas rset .. han Wea eae aioe pei nes Ve cP 4 
os | =. oe — >. ’ . mer se Bet an 
cts : nasa a ie i Se os. Be e i: 
4 | : ray nae Daas Re ee - 08 ae 7 
‘ | 
Po | - } 
ele | 
ee 
I | 
> | 
a | 
coe ie! 
18 ‘ 
Ave 
eae | 
noe 
he Fe 
ae 
“= | t 
wae | { 
Ee . ea 2m henge ie a iis Sale ed Es a ~~ x. 
ian Me Ne Mier Ng OR ae tte oH Ey Vag in te ea Sete SP apes arte” NAD | cele terete Ate? re, Ke 
a Pr ee Ae a te a 
ae 


PICTURE OF A PRODUCT TAGGED FOR MORE SALES 


McCall’s Use-Tested Tag is one of the busiest, most @ It provides retail salesmen with convincing, 
re realistic selling aids you can put behind your product friendly “sales-talk” material .. . based on actual 
: in retail outlets today. use-testing of your product. 
Here’s how it helps move goods: @ It enables you to do a double selling job... 
... Selling the use values of your product to shop- 
® It gives feature-by-feature endorsement of the use pers at the point-of-sale. 
values of your product by authoritative home- 
makers... the Editors of McCall’s. ...and closing the sale with millions of shoppers 
already pre-sold through your ad in McCall’s. 
® It gives specific reasons to buy .. . not a vague 
general endorsement. For more information on how McCall’s Use-Tested 
Tag can help you sell more ... see your McCall’s rep- 
® It tells consumers...in non-technical language... resentative, or write to Use-Tested Tag, c/o McCall 
how to choose the best product for their needs. Corp., 230 Park Avenue, New York 17, New York. 


MANY FINE PRODUCTS WITH THESE BRAND NAMES HAVE EARNED MCcCALL’S USE-TESTED TAG: 


ALADDIN INDUSTRIES ENGLANDER HOOVER OSTER SHILLCRAFT 
ALLEN RUBBER TOP FRIGIDAIRE KIRSCH COMPANY PEPPERELL SPRING AIR 
AMANA GEIGY CHEMICAL COMPANY _— KITCHENAID PFAFF SPRINGWALL 
BORG-ERICKSON » GENERAL ELECTRIC LANDERS, FRARY & CLARK = PHILCO-BENDIX TAPPAN 
BROTHER HAMILTON BEACH MAGEE CARPET CO. RCA WHIRLPOOL VOICE OF MUSIC 
DETECTO HARDWICK MIRRO-MATIC SEALY WEST BEND 


WESTINGHOUSE YOUNGSTOWN KITCHENS 


MeCalls 


the magazine of Togetherness... circulation now more than 5,300,000 
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A vital message to every maker of containers, 


packaging supplies and packaging equipment... 
Bi 
iggest 
sé 
packaging 
& 
magazine 


/ extraordinary | 
ees market 
coverage 
program 
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[n this day and age, practically every manufacturer in 
almost every industry puts his products into packages. Fact 
is, even the largest packaging supplier could exhaust his 


budget trying to advertise to them all. 


But when you consider that just 16% of the nation’s plants 
turn out almost nine-tenths of its total output, the problem 


begins to assume manageable proportions, provided— 


1... that you could locate these big plants 


2... that you could identify the specific executives 
in them who make and shape the packaging 


decisions 


3... that you could deliver your message to all 
of them in a publication you had genuine 


assurance they would read 


Beginning next January, MODERN PACKAGING — the domi- 
nant influence in the packaging field for 31 years — launches 


a major new program that solves this three-part problem. 
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Now... MODERN 
pinpoints your market 


- ~ MODERN PACKAGING’S TARGET PLANTS 
DOMINATE PRODUCTION IN THEIR INDUSTRIES 


INSECTICIDES & PAINTS, OILS, 


DEODORANTS VARNISHES PAPER GOODS 


FOODS | DRUGS TOILETRIES SOAPS 


HARDWARE, 
APPLIANCES 


The industries charted here are the giant users 
of packaging. Together, they constitute the 
“packaging market”. In each of them, the new 
“market-engineered” MODERN PACKAGING takes 
dead aim at the relatively few big companies, 
the mass packagers, who monopolize total man- 
ufacturing output. This chart is vivid evidence 
that you’ll no longer need to scatter your 


RUBBER & GLASS TOBACCO APPAREL TEXTILES CHAINS 


SUPERMARKET 


advertising throughout a budget-eating maze 
of vertical business-papers and special-purpose 
media...And because one publication alone will 
now cover the packaging market, even the lean- 
est advertising budget will be able to pick up 
impressive gains in frequency of insertion and 
size of unit—and reduce production costs at the 
same time. 


WATCHES, CLOCKS, 
INSTRUMENTS 
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PACKAGING 
...then makes it listen 


How this exclusive program works 


FINDS YOUR MARKET 


pe e “Big” plants are targeted e Packaging executives within plants 


eee 


ce 
ot 
ich 


U.S. Census check reveals exact number and 
size of the plants that dominate output in 
each of the package-using industries. 


They're identified by name 


Using Dun & Bradstreet and the nationwide 
investigative facilities of Western Union’s 
Special Services Division, the names and 
locations of these target plants are deter- 
mined. Additionally, each plant’s size, the 
products it makes, and the multi-plant status 
of its parent company are verified. 


are tracked down 


Western Union’s Special Services Division 
interviewers make direct contact with top 
management in “target” plants to obtain the 
names and titles of the key executives who 
shape and make packaging decisions. 


e Executives’ names are checked against 


MODERN PACKAGING’s present circulation 


e Non-subscribers are added 


to the circulation 


MAKES IT LISTEN 


New “executive conference”’ method 
sells readership 


Members of MODERN PACKAGING’s new 
Readership Development Group personally 
brief packaging executives on the basic 
reading values of the magazine that invests 
more money and talent in gathering and 
interpreting packaging developments than 
any other publication. In face-to-face dis- 
cussion, these editorially-trained represent- 


atives demonstrate what the magazine is, 
explain where it fits the reader’s specific 
job responsibilities, and tell how to use it. 


Personal letters keep interest whetted 


Each month, MODERN PACKAGING readers 
receive first-class letters calling attention to 
specific articles. These letters, sent by the 
Readership Development Group members, 
interpret the articles in terms of each 
reader’s own product-packaging interests. 


...to give you “one-book” access to 


the nation’s mass packagers 


This extraordinary program, MODERN PACKAGING’s latest contribution to the field in which 
it holds the leading position, brings the sprawling packaging market into sharp, identifiable 
focus for the first time. Beginning in January, you can— 


e Talk person-to-person with the right e Develop worthwhile inquiries without 


men in the right companies. 


e Eliminate relatively expensive and 
wasteful vertical coverage, except in 
key markets where it is specifically 
required. 


e Cover top management in package- 
using industries without adding costly 


big-circulation media. 
a. 


fear that salesmen will waste valuable 
time tracking down companies and 
individuals with insignificant buying 
potential. 


Make promotion dollars more effective 
by concentrating them in the prime 
market, getting greater frequency of 
impression in larger, more dominant 
advertising space. 


Starting next January—to a greater degree than ever before—your advertising in MODERN 
PACKAGING becomes the cornerstone on which to base your entire promotional effort to the 
packaging market... MODERN PACKAGING, a Breskin Publication. 575 Madison Avenue, 


New York 22, N.Y. 


Member: Audit Bureau of Circulations, Associated Business Publications 
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ADVERTISING IN 


BUSINESSPAPERS 
MEANS BUSINESS 


... especially when that advertising is guided 
by specific, finger-on-the-pulse knowledge of 
what makes advertising work most effectively 
to sell business. ABP has capsuled that knowl- 
edge for you in a series of aids that will help 
make your businesspaper advertising mean 
the most business. 


Send for these booklets to help make 
your advertising more effective: 


1. BUSINESSPAPERS ... THE “WORKING” PRESS... 
Spells out the function of the business press in 
today’s fast-moving economy. Shows the intensi- 
fied use of the medium by American business 
men. Illustrates effective businesspaper campaigns 
—and tells what makes them work. No charge. 


2. INTENSIVE ADVERTISING ... This is a booklet 
that gets back to fundamentals . . . sets down the 
a-b-c’s of sound advertising . . . points the way to 
greater returns from your ad-investment. If you 
haven’t read it, you should. If you have, you'll 
find it good re-reading. It will jog some of the 
basics back into perspective. No charge. 


3. MAN IN THE MIDDLE... Eight folders (wrapped 
in a convenient file folder) on copy themes for ad- 
vertising in merchandising papers. Each folder 
analyzes a specific sales objective . . . suggests copy 
slants that work . . . shows typical examples of ad- 


a. 
‘+ ee 6 rf 


rm de 


vertising that is doing the job of selling more to 
| —and through—dealers. No charge. 
€ Just write to any ABP member publication or to 
4 Business Service Department .. . 
Bi 


THE 


ASSOCIATED 
BUSINESS 


205 East 42nd Street, New York 17, N. Y. 
201 North Wells St., Chicago 6, Illinois 
1004 National Press, Bldg., Washington 4, D. C. 


Gobel Show to Carry 
RCA Demonstration 


for Stereo, Color 


CampeEN, N. J., Sept. 3—Radio 
Corp. of America will introduce 
stereophonic sound in a national 
simulcast of the “George Gobel 
Show” Oct. 21 over the NBC radio 
and tv networks. 

The show will also include a 
unique demonstration of what 
color adds to a b&w tv picture, 
through the use of an eight-page 
triple gatefold insert in the Oct. 18 
issue of TV Guide. 

The TV Guide insert will include 
a four-page color photo of one of 
the scenes on the Gobel show. At a 
certain point in the show the action 
will be stopped for about a minute 
at exactly the scene portrayed in 
the TV Guide photograph. Reader- 
viewers will be asked to place the 
color photograph over the bottom 
half of their b&w (21”) tv screens. 

During the stereophonic demon- 
stration, sound from microphones 
on one side of the studio will be 
fed through the tv network audio 
system, while microphones on the 
other side will pick up the sound 
for the radio network. By placing 
an ordinary am radio approximate- 
ly eight feet to the right of the tv 
set, the effect of stereophonic 
sound will be realized closely 
enough, RCA feels, so that viewers 
will want to sample the real thing, 
e.g., RCA Victor stereo-orthophon- 
ic equipment. 

Kenyon & Eckhardt is the agen- 
cy. # 


Jacobs Opens Cal. Branch 
The Arthur P. Jacobs Co., New 


S. Beverly Dr., Beverly Hills, Cal 


Advertising Age, September 8, 1958 


DEMONSTRATION—This scene from the “George Gobel Show” on Oct. 


21 will be used by RCA Victor for 


a mass demonstration of color tv. 


The bottom half of the photo will be part of an eight-page insert in 

TV Guide, Oct. 18. Viewers will be urged to use the photo, in color 

and 21” wide, to compare color and b&w at a stop-action point in 
the tv show. 


Lees Sets ‘Largest 
Ad Drive in the 


Carpet Industry’ | 


BRIDGEPORT, Pa., Sept. 3—James | 
Lees & Sons Co. this fall will | 
launch what it calls “the largest | 
and most comprehensive program 
for retailers in the carpet indus- 
try.” 

Ads headlined “How to Buy Car- 
pet with Confidence” will run in 
285 newspapers and in Better 
| Homes & Gardens, House Beauti- 
| ful and House & Garden. 
| Ads will include the listings of | 


the full-color ads and will be re-| 


ferred to in the copy. “Depend on a 
trusted name from a trusted deal- 
jer’ is the sub-heading under the 
| over-all confidence theme. 


N. W. Ayer & Son is the Lees 
agency. + 


Comer Joins Hegs, Middleton 
Patrick B. Comer Jr., a member 
of the Guilford College faculty, has 


| joined Hege, Middleton & Neal Ad- 
vertising, Greensboro, N. C., as di- 


rector of marketing and research. 


‘Brewery Age’ Names Dubin 
Lewis Dubin, formerly general 

"manager of Modern Brewery Age 

and Beer Distributor, has been ap- 


York, has opened an office at 449| Lees retailers in columns opposite | pointed assistant publisher of Mod- 


ern Brewery Age. 


even more! 


No. 1 zone of influence’ 


37.5% of all retail sales in Mississippi are made in Jackson's 
24-county retail trade zone . . . The Sunday Clarion Ledger and 
Jackson Daily News reach 81.3% of all families in the 24 towns 
of 1000 population or more in this important zone . . . weekdays 


*plus reaching 22% of all families in 34 secondary 
trade area towns with 1000 or more population. 


= ‘aging DAILY * ge | 
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MEN WHO READ BUSINESSPAPERS MEAN BUSINESS 


When a man reads his businesspaper he has 
one practical motive in mind. That motive 
is profit. For his business. For himself. 


He reads carefully, thoroughly, searchingly. 
He’s alert to news of the trade or industry. 
He’s receptive to fresh ideas, new products 
that he can put to work. To anything, in 
short, that spells profit. 


For these reasons, the man who makes de- 
cisions in business reads businesspaper ad- 
vertising with the same concentration he 
devotes to the editorial pages. And . . . for 
these same reasons, there’s no better place 


for you to concentrate advertising than in 
the businesspaper he reads — for profit. 


No advertising is better than the 
businesspaper it appears in. 


From your knowledge of advertising, you're 
aware that a publication’s worth as an advertising 
medium depends on its editorial strength. Youknow 
that your advertising gets maximum results in the 
publication with the greatest editorial strength. 
There are two simple ways to determine which are 
top publications in their respective fields. One: 
learn to recognize the ABP symbol—a symbol of 
editorial independence and publishing integrity for 


more than 50 years. Two: investigate paid cir- 
culation. People read publications they pay for. 
And all ABP papers are bought and paid for. All 
are audited by ABC. Currently, more than 3 
million subscribers spend more than $15,500,000 
a year to read them. 


Place your confidence and your advertising in 
ABP papers. You can be sure they’re read by men 
who mean business. 


MOST OF THE BETTER 
BUSINESS PUBLICATIONS 
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FIRST in ‘he 
United States 


among cities 


population. 


source 
Sales Management 


under 150,000 


SIXTH in the 
United States 
among ideal 
testing cities 
regardless of 
population. 


PORTLAND, MAINE 


the testinges¢ market in the country 


PORTLAND PRESS HERALD ° 


EVENING EXPRESS ° 


...0r how 


SUNDAY TELEGRAM 


| Adclub Names Krumbein 
Lew Krumbein, of Agency Lith- 
| ograph Co., Portland, has been 
| named president of the Oregon 
nee |chapter of the National Industrial 
SECOND of all | Advertisers Assn. for the 1958-59 
testing cities in term. Other officers are Frank J. 
|Schuster, Consolidated Freight- 
| ways, Portland, vp; Mert Boone, 
|\Cole & Weber Advertising, Port- 


New England 
regardless of 
size. 
|& Co., Portland, secretary; Ray- 
|mond L. Howerton, Hyster Co., 
|Portland, senior director; Mel 


Portland, junior director. 


Bloomer Bros. Co., Newark, 
N. Y., manufacturer of ice cream 
packages and egg cartons, has 
named Rogers & Porter Advertis- 
ing Agency, Rochester, as its agen- 


94% coverage of ABC retail zone 100% coverage of city zone ‘represented by Julius Mathews Special Agency cy, effective Nov. 1. Business pub- 
lications and direct mail will be 
used. 

7 ¥2e ou @ 
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ENGINEERS 


ml B4+2=5 | 


Engineering knowledge, utilizing today’s materials and equipment, creates 
new structures, new processes, new products for tomorrow’s markets. But 


factor is the creative ability of engineers. 


' technical knowledge and equipment are not enough. The all-important plus 


Creativeness flourishes best where there is a stimulating flow of facts— 


a mutual exchange of ideas. 


Engineering Society Publications, because they nourish a steady exchange 
of ideas, are basic channels of communication among engineers. 189,000 
accredited engineer-readers depend upon Engineering Society Publications 
for new ideas and data essential to their work. 


Your product story can share in this climate of confidence. 


Advertising in Engineering Society Publications produces results by reach- 
ing engineers when they are seeking information and data that will motivate 
their buying and specifying decisions. In them you can influence the world’s 
largest concentrated audience of engineers—at low cost. Engineers respond 
to them because they know that these unique magazines serve their special 


interests best. 


Remember... engineers are educated to specify and buy! 


ENGINEERS JOINT ADVERTISING COUNCIL 


JOURNAL OF 


METALS 
, American 
ELECTRICAL __ Institute of Mining, 
ENGINEERING Metallurgical, and 
American institute Petroleum Engineers 
of Electrical , §,000 
Engineers Bai 
| eo 


“Combined action of two elements 
producing a result greater than 
the sum of both taken independently. 


Sei deeteve 2 aE MMR <p 


2 <J_Z4.Co 


For details contact any of the 
publications listed below. 


ie 
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MINING ——— 
ENGINEERING nical Engineer 
American 


institute of Mining, 
Metallurgical, and 
Petroleum Engineers 


13,000 


| land, treasurer; Del Snider, Taylor | = 


Carpenter, Georgia-Pacific Corp.,| - 


Bloomer Names Rogers, Porter 


Advertising Age, September 8, 1958 


the comgmny lowmded by Sears thei thes ‘a 
red tage end hgh wel wal of pate mswrens 


NEW FROM ALLSTATE 
Sickness, Accident and 
Hospital Insurance 


... tailor-made for the 9 out of 10 families who need 
more medical protection to keep up with inflation 


| 
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NEW ALLSTATE INSURANCE—ALIstate 
Insurance Co. is promoting its new 


| 
| 
_ 


| sickness, accident and hospital in- 


surance with ads like this in Texas 
and Oklahoma newspapers. Leo 
Burnett Co., Chicago, is the agency. 


Allstate Appoints 
Burnett to Handle 


New Insurance Lines 


SKOKIE, ILL., Sept. 2—AHstate 
Insurance Co. has named Leo Bur- 
nett Co. to handle advertising for 
its new lines of insurance—life in- 
surance and accident, sickness and 
hospitalization insurance. 

Robert E. Gorman, assistant vp 
and advertising director, said Bur- 
nett was given the additional 
business because of the company’s 
satisfaction with the way the 
agency has handled the advertising 
for its fire and casualty lines. Bur- 
nett landed this account 18 months 
ago. 

Allstate introduced its acci- 
dent, sickness and hospitalization 
insurance in Texas and Oklahoma 
last week. Initial advertising will 
be limited to the two states. All- 
state plans to expand this coverage 
throughout the U.S. and Canada 
by Oct. 1, 1959, and advertising 
will be expanded as new markets 
are added. 


# The Allstate Life Insurance Co. 
began operation on a limited scale 
in September, 1957, but by now has 
moved into 35 states and the Dis- 
trict of Columbia. Mr. Gorman de- 
clined to disclose ad budget figures 
for the new insurance lines. 

Meanwhile, the Burnett agency 
announced that William A. Sittig 
has been appointed account execu- 
tive in charge of zone operations 
on Allstate. Mr. Sittig resigned 
in July as vp and general manager 
of Clinton E. Frank Inc. (AA, 
July 7). # 


Mutual Appoints Ballard 
William L. Ballard, formerly vp 
in charge of marketing services of 
John W. Shaw Advertising, has 
been named director of market 
planning of Mutual Broadcasting 
System, New York, a new post. 


Goehring, Pennoyer Adds One 

Ria Herlinger Fabrics, New 
York, has appointed Goehring, 
| Pennoyer, New York, to handle ad- 
|vertising for its custom-designed 
| fabrics. 


Rayher to ‘Automatic Control’ 
Walter E. Rayher, formerly with 
F. J. Stokes Corp., Philadelphia, 
has joined the sales staff of Auto- 
matic Control, published by Rein- 
hold Publishing Corp., New York. 


App 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 
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GRAVURE [7 hy 
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To match the quality of letterpress plates and gra- 
vure positives ... for the benefit of agencies and 
advertisers who appreciate the convenience of one 
source for quality... we have developed matched 
teams of craftsmen in our letterpress and gravure 

divisions. 
One standard of quality controls both teams, as 
ss it has in our plant for more than twenty-five years: 

for your sake, we keep our boys in balance _ tt best tt canbe mace! 

5 This standard starts when we photograph your 
color copy for maximum fidelity and ends with 
proper proofing. 

For balanced service on your national advertis: 
ing copy for letterpress and gravure, and the end 
of needless confusions, order from: 


COLLINS, MILLER & HUTCHINGS, INC. 


America's Finest Photoengraving Plant for 
Letterpress and Gravure. 


333 West Lake Street - Chicago 6, Illinois 
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“News That’s New!’ 


Walter L. Young, Purchasing Agent, 


Micro-Switch Division 


Minneapolis-Honeywell Regulator Company 


as “Purchasing Week is timely. Its format is easy to read; headlines give us the meat of important 
stories . . . making it possible for alert purchasing men to digest important information 
quickly. Since our purchasing function depends so much on time, we make sure 

that PURCHASING WEEK gets into our buyers’ hands while the news is new. In my 


opinion, it is an asset which helps purchasing executives do a better job.” 


The rapid-fire weekly... 


reports all the news vital to purchasing in one complete source. Price and supply trends; 


new materials, processes, products and services; national and international economics; 


“how-to” features — and more. With its higher reader-interest content, PURCHASING WEEK 


offers you an ideal marketplace-in-print. 


Delivers the latest buying data... 


high-speed communications channel the news gathered by — 550 industry-wise 

; ‘ editors stationed throughout the nation and the world, McGraw-Hill’s Department of 
* Economics, businessmen and contributing specialists — to 17 full-time editors. These 

| editors refine, interpret and present this fast-moving flow of purchasing 


information into easy-to-read, meaningful articles. 


* 
" Reaches your customers in time to be usable... 
._ every week of the year, PURCHASING WEEK delivers the news that’s new 
to the men on the management “team” who buy for business and industry. Your 
= advertising, concentrated in PURCHASING WEEK, will be... calling every 
. week on the man your salesman must contact. 


A Se ee 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


EET, bl 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N.Y. 
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Highway Retailing 
Is Subject of New 
E. B. Weiss Study 


New York, Sept. 


Revolution” is the title of the 
eighth in a series of studies made 
by E. B. Weiss, director of mer- 


chandising of Doyle Dane Bern- | 
bach Inc., New York, and ADvER- | 


TISING AGE columnist. 

Called “the first marketing anal- 
ysis of the highway retailing loca- 
tion,” the report cites the factors 
that are spurring highway retail 
locations; the new types of retail- 


5—“Highway | 
Retailing—The Next Great Retail | 


| from 20 W. 43rd St., New York, or 
| 6399 Wilshire Blvd., Los Angeles, 
offi agency’s East and West Coast 
offices. # 


‘Warner Promotes Paton 

Crawford D. Paton, advertising 
manager of Warner Bros. Co., New 
York, foundation garment manu- 
facturer, has been promoted to di- 
}rector of market planning for the 
foundation division. Before joining 
the company three years ago, Mr. 
| Paton was vp and account exec at 
Cc. J. LaRoche & Co., Warner’s 
agency. He will be succeeded as 
|advertising manager by Miss De- 
light Dixon, formerly assistant ad- 
vertising manager. 


ers that are emerging on the high- | 


ways; new shopping habits of the 
highway shopper; and how all 
these developments influence the 
total marketing schedules of man- 
ufacturers. Included in the 56-page 


Junkin Resigns from Official 


Raymond Junkin, vp and direc- 


tor of sales of Official Films, New | 


York, tv film distributor, has re- 
signed. A successor to Mr. Junkin, 


analysis is “a photographic tour of | who will announce his future plans 
retailing on ten miles of modern | after a short vacation, will be an- 


highway.” 


|nounced soon. Mr. Junkin joined 
Copies of the study are available | 


Official in 1953. 


| Henri Gagnon, Once 
Head of ‘Le Soleil,’ 
News Agency, Dies 


Quesec, Sept. 4—Henri Gagnon, 
75, former president of Le Soleil, 
local French-language daily, and 
a former president of the Canadian 
Press, national cooperative news 
gathering agency, died here yester- 
day following a heart attack. 

Born here, Mr. Gagnon joined 
Le Soleil as a young man and with- 
in two years was named managing 
director of the newspaper. He later 
became vp, president and director 
general of the publishing company. 
He was also a vp of the Quebec 
L’Evenement-Journal. 

Mr. Gagnon was one of the 


When he retired as a director in 
1943 he had been on the Canadian 
Press board for more than 25 years, 
during which time he had served 
as vp, president in 1933-35, and 


honorary president. 


founders of the Canadian Press. 


Advertising Age, September 8, 1958 


During his term as president of 
the Canadian Daily Newspapers 
Assn. in 1928, Mr. Gagnon took a 
leading part in a move that gave 
Quebec its first libel law. In 
World War I he directed French 


|publicity for the Victory Loan 


campaigns. 

Mr. Gagnon was a former presi- 
dent of the Master Printers Assn. 
He was active in promoting cul- 
tural relations with France, and 
the French government appointed 
him a knight of the Legion of Hon- 
or. He was a former member of 
the board of Laval University, and 
in 1949 received an honorary de- 
gree of doctor of laws from Laval. 
He was a knight commander of the 
Order of St. Gregory the Great, 
and a commander of the venerable 
Order of the Hospital of St. John 
of Jerusalem. 


THOMAS A. TRUMBOUR 
Westwoop, N. J., Sept. 4— 
Thomas A. Trumbour, 75, general 
manager of Metals & Plastics Pub- 
lications Inc. here, died yesterday 


They’re making 


BLUE 


investments i 
Bay City, 


Nearly half a billion dollars are being ! 


cH 


~_ 


; s : 


2 een 


invested in the growth of the Bay City area 


Look at the stacks of 


blue chips laid on the line for 


industrial and commercial expansion in Bay City: 

Consumers Power is developing a $150 million 
electric generating plant and a $2 million service 
center. Dow Chemical is constructing a series of 


plants for more than 


$25 million, and now has the 


first St. Lawrence Seaway facility in Bay City. 
DeFoe Shipbuilding has a $68 million Navy de- 
stroyer contract. $6 million is being spent on bay 


and river channels. 


A $50 million network of 


superhighways is being built in Bay County. The 


A Booth Michigan Newspaper 


@ William Shurtliff, 


central business district is being anchored by new, 
impressive stores (with private off-street parking) 
and modernized buildings estimated to run $4.3 
million plus municipal off-street parking costing 


$.36 million. 


The Bay City market is solid, prosperous and 
growing. Worth a blue-chip advertising program. 

Your advertising covers the market through a 
single medium, The Bay City Times. It takes your 
message into 85% of the families in Bay County. 
Put The Bay City Times to work for you. 


1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


THE BAY CITY TIMES 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newridn, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 
San Francisco 3, SUtter 1-3401 


785 Market St 


after a short illness at St. Joseph’s 
Hospital, Paterson. 

Mr. Trumbour had been associ- 
ated with the publishing company 
for 55 years. The company pub- 
lishes Metal Finishing, a monthly, 
and Metal Finishing Guide Book, 
an annual directory. Mr. Trumbour 
started as a stenographer and after 
working in various positions was 
made general manager of the com- 
pany nearly 25 years ago. 

He was a founder and treasurer 
of the Metal Finishing Suppliers 
Assn., a national trade group, and 
was also a charter member of the 
American Electroplaters Society. 


NORMAN D. ECKLIFF 

Cuicaco, Sept. 2—Norman D. 
Eckliff, 59, a sales representative 
for Printers’ Ink since 1944, died 
Aug. 23 of a heart attack in his 
home. He had been on a leave of 
absence since May 1. A graduate 
of the University of Michigan, Mr. 
Eckliff was associated with Hot- 
point Co. and Campbell-Ewald Co. 
before joining Printers’ Ink. 


ROBERT C. TUTTLE 

Utica, N. Y., Sept. 2—Robert C. 
Tuttle, 62, an advertising counselor 
for the Utica Observer-Dispatch 
and associated with the newspaper 
for 34 years, died Aug. 28 after 
suffering a heart attack. 


DUDLEY TURNER 

Lonpon, Sept. 2—Dudley Turner, 
52, chairman of Dudley Turner & 
Vincent Ltd., died following a heart 
attack Aug. 9. 

He was educated at Christ’s Col- 
lege, Finchley, London, and entered 
advertising as a trainee with S. H. 
Benson Ltd., one of Britain’s larg- 
est agencies, in 1923. 

Mr. Turner joined Lord & Thom- 
as in 1928 as a junior account exec- 
utive and later became advertising 
manager of British Celanese. He 
returned to the agency business in 
1933 and partnered Stanley H. Vin- 
cent in forming Dudley Turner & 
Vincent Ltd. 


= He was a long-time fellow of the 
Institute of Practitioners in Ad- 
vertising, being one of the few who 


|passed the first examination held 


by the IPA 30 years ago. He was 
also a vp of the Regent Advertis- 
ing Club of London. 

He was a keen cricketer and a 
member of the Lord’s Taverners, 


| the Cricket Society and the XI 


Club. Among his other clubs were 
| the Fleet Street Column Club, the 
| Royal Air Force Volunteer Re- 
serve Club and the Eccentric. 


CHARLES L. FULLER 

BROCKTON, MASs., Sept. 2— 
Charles L. Fuller, 81 president 
and treasurer of the Enterprise 
Publishing Co., publisher of the 
daily Enterprise & Times, died 
Aug. 22 after a long illness. Mr. 
Fuller was treasurer of both the 
New England Publishers’ Assn. 
and the New England Newspaper 
Advertising Bureau. 


Cloyes Gear Names Carpenter 
Cloyes Gear & Products Co., East 
Cleveland, has appointed Carpen- 
ter Advertising Co., Cleveland, to 
handle its advertising. The com- 
pany, which makes automotive 
timing gears, is adding a complete 
line of replacement water pumps. 


‘LH]' Promotes Mrs. Dye 

Mrs. Trudy Dye, automotive 
merchandising manager of Ladies’ 
Home Journal, also has _ been 
named to direct the magazine’s 
school and camp advertising. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


i} 


nevacrenenaan rare 


See pages 46 and 47 
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6 economical ways to focus your advertising on 
prospects who are ready and able to buy! 


Better Homes & Gardens | 
Idea Annuals 


concentrate the idea power of America’s family 
idea magazine in 6 special areas of home interest 


Here’s the same dynamic brand of idea power that activates the readers > “= 
of America’s family idea magazine, Better Homes & Gardens, month after _ Better Homes & Gardens La 
month. Each of these popular Idea Annuals is an expansion of a partic- ILD : NG. 
ular classification of the magazine—spotlighting a single field of home HOME BU 


interest. As sales prospects, the idea-hungry readers of these authorita- 
tive books are way above par. Why not let your BH&G representative IDEAS 
or 1958 i! 


prove it to you with facts and figures? 


CLOSES: November 14, 1958 
ON SALE: January 20, 1959 
RATE BASE: 165,000 


In this one-volume guide to home building, advertisers can reach home 
lovers who are definitely planning on remodeling or building—all active, 
immediate sales prospects for the myriad products involved in bringing their 
plans to completion. 
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Closes: August 15, 1959 
On Sale: October 16, 1959 
Rate Base: 550,000 


Closes: June 13, 1959 
On Sale: August 19, 1959 
Rate Base: 165,000 


Closes: December 12, 1958 
On Sale: February 19, 1959 
Rate Base: 135,000 


Closes: July 15, 1959 
On Sale: September 16, 1959 
Rate Base: 450,000 


Closes: October 15, 1958 
On Sale: December 18, 1958 
Rate Base: 225,000 


MEREDITH OF DES MOINES... America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 
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CHEERY CHERRIES—The Cherry Grow 
ers & Industries Foundation, Yak- 
ima, is using this match book to 


acquaint consumers with Cherries | 
The matchbook, by Lion} 


Jubilee. 
Match Co., has a foil-lined enve- 
lope so it can be mailed. 


White King Sets 
Radio-TV Push to 
Introduce New Sun 


Los ANGELEs, Sept. 
King Soap Co. today launched a 
heavy schedule of radio and tv 
spots to introduce its new all-pur- 
pose liquid cleaner, Sun, in a num- 
ber of selected western and south- 
western markets. 

The one-minute spots will em- 
phasize that the new liquid cleaner 
dissolves instantly in either hot or 
cold water, and will clean anything 


that is washable, even in the hard- | 
est water. Dominant emphasis will | 


be given the Sun name. 

The new product is one of more 
than 20 home use cleaning products 
made by White King, most of 
which bear the company’s name. 
However, Sun will not associate it- 
self with White King, with the} 
thought that new users can be ob- 


tained, rather than switches from | 
other White King cleaners. The| 
only reference to White King on| 


the Sun package is the company 


name in eight-point type on the} 


back of the package. 


® William Aitken, advertising 


manager, said distribution and ad- | 


vertising will be state-wide in 
Arizona, New Mexico, Colorado, 
Wyoming, Montana, Nevada and 


IN 1957 


Soaring Car Linage Sets 
| Record in Johnstown, Pa. 


Gar 


In 1957 automobile manufac- 
turers ran a record 466,325 lines 
of advertising in The Tribune- 
Democrat. This represents a 
19.3% increase over the previ- 
ous year... real proof that car 
makers know how to get re- 
sults from their advertising in- 
| vestments in the Johnstown 
| market! 
} Capitalize on your product's 
| potential in this four-county 
area. 348,125 people are ready 
to buy... tell them your product 
is on the market in Johnstown. 


Write today for Johnstown's 
PERSONALITY PACKAGE, 

sled with facts and maps that give 

te the Joh market. 


The Tribune - Democrat 


+OHNSTOWN, PA 


n | Utah. In California, it will include|the late Eugene F. Brinker, who! tising Week campaign materials.| now is senior vp of the agency. 


||Los Angeles, is the agency. + 


2—White 


ita 


Advertising Age, September 8, 1958 


| the area south of Bakersfield. Five 
southwest Texas cities, the south- 
ern portion of Idaho, western Ne- 
braska, Las Vegas, and Seattle, will 
also be covered in the campaign. 

| Erwin Wasey, Ruthrauff & Ryan, 


died June 10. Mr. O’Donnell’s pre- B&B President Robert E. Lusk is) 
vious assignment was in Alcoa’s| national plans chairman for the| Schild Joins Gross Agency 
market development program, di-| campaign, sponsored jointly by the! Dick Schild, formerly art direc- { 
recting the company’s aluminum) Advertising Federation of America| tor of George Evans Advertising 
foil insertions in metropolitan dai-|and the Advertising Assn. of the! Co., Ft. Lauderdale, has joined the 
lies. Before that he supervised pro-| West. The date is Feb. 8-14, 1959.| creative staff of Charles Anthony 
motion for the introduction of Al- 'Gross Advertising Agency, Miami. 


coa wrap and the Alcoa Bidg. 
Alcoa Boosts O'Donnell John N. Jackson, formerly with Newark Agency Moves 

John S. O'Donnell has been ap-| BEB Named for Ad Week /Ogilvy, Benson & Mather, has|) George Homer Martin Associ- 
'| pointed manager of highway prod- Benton & Bowles, New York, has| joined Wesley Associates, New ates, Newark, has moved to new 
been named the task force agency | York, as exec vp. Mr. Jackson suc-| offices in the National Newark 


| uct sales of Aluminum Co. of 
|America, Pittsburgh, succeeding] for the preparation of 1959 Adver-| ceeds Lindsay Fairweather, who) Bldg. 


Jackson Named Wesley Exec 
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Rayco Boosts Fall Ad Budget 


and promotion budget 20% over! 


. last year. In 70 markets, the auto| Lever Plans 12 Contests 

Lever Bros. Co., New York, will 
ranging| launch “the largest promotion of 
from 400 to 1,500 lines in frequen-| its kind in food industry history” 


accessory maker is using 90 news- 
papers with insertions 


cies up to five times weekly, and|this month with its “Price Is 
commercials| Right” family contests, offering 
weekly over 77 radio stations. A| more than $500,000 in prizes in 12 
spot television campaign is slated separate concurrent contests, each 
for 53 stations in 50 markets, and! sponsored by a different Lever| sales development and head of the| toring service covering sign-on to 
half-page b&w magazine pages will) product. Contest commercials will| business department, a new post. 


2,100 one-minute 


|run in Life and The Saturday Eve-| be carried on 17 television shows| 4 
Rayco Mfg. Co., Patterson, N. J.,) ning Post. Emil Mogul Co., New BAR Extends Service 


has increased its fall advertising| York, is the Rayco agency. 


for three weeks starting Sept. 11, 


in conjunction with a mailing of tg 230 Additional 


150,000,000 product coupons and 
360,000,000 entry blanks to 30,000,-| ic} 7 
—— Television Stations 

| New York, Sept. 4—Broadcast 


Carroll Joins Kameny _ Advertisers Reports will extend its 
George T. Carroll, formerly vp monitoring spotlight to 230 addi- 


of Cole, Fischer & Rogow, has | tional tv stations in 100 markets | 


New | Starting next month. 
BAR currently provides a moni- 


joined Kameny Associates, 
York, as director of marketing and 


'sign-off on 92 stations in the top 


Aviation Week | 


_ INCLUDING © 


4 


BUYERS’ 
GUIDE 


AIRCRAFT 
SPACE VEHICLES 
MISSILES 
AVIONICS 


AIRPORT 
& AIRLINE 
EQUIPMENT 


THE STANDARD PURCHASING REFERENCE FOR 

THE AVIATION INDUSTRY; LISTING OVER 
50,000 MANUFACTURERS’ PRODUCTS IN OVER 
1,800 SEPARATE PRODUCT CATEGORIES, 


In today’s tight competitive market your 
aviation advertising dollars must work 
doubly hard. Space technology and its re- 
lated hardware — Lunar Probes, Manned 
Space Vehicles, Earth Satellites, Missiles, 
Dyna-Soar — have opened new horizons for 
the aviation industry. Developments in buy- 
ing practices are rapidly changing. Radi- 
cally different aircraft and missiles are 
taking to the skies. Engineering manage- 
ment men are hard pressed for new sup- 
pliers, and new prospects. The only source 
where they can obtain complete aviation in- 


‘a " 


_ NEW YORK 36, N.Y. 


i San 


dustry buying information is in the pages of 
AVIATION WEEK’S ANNUAL BUYERS’ GUIDE... 
the ideal medium to reach over 70,000 key 
buying influences the year round. 


BENEFITS TO READERS 


Complete — Covers the entire aviation industry. 
Five major product divisions, sub-divided into 
1800 individual product categories. 

Quick and easy to use. 

Products are cross referenced. 

Complete listing of government prvucurement agen- 
cies. Tells: Where to go; Who to see; What 
they buy. 

Alphabetical manufacturers index. 


BENEFITS TO ADVERTISERS 


Year long ad life. 
Multiple exposure of your message. 

Advertisers receive bold face product listings which 
include “advertisement page reference.” 
Advertisements are product indexed in addition to 

regular advertisers index. 
Reader service cards to supply you with key in- 
dustry sales leads. 


Buyers of aviation products and equipment for air- 
craft, missiles and space vehicles will be looking for 
companies and products in the FOURTH ANNUAL 
AVIATION WEEK BUYERS’ GUIDE. The new 1959 edi- 
tion is more complete, more up-to-date, more essen- 
tial than ever before. If you sell in the aviation 
industry, your advertising belongs in the Buyers’ 
Guide — as well as your company product listing. 


BE SURE TO RESERVE SPACE IN THIS EXCLUSIVE ISSUE—NOW! 


Aviation Week 


INCLUDING 


Space Technology 
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| 


| COOLING—This scene previews Ice 
|Cream for the Holidays Week, 
scheduled for Dec. 15-21. The week 
|is sponsored by the Paraffined Car- 
ton Research Council. 


| 
|25 markets. 
| The extended service will cover 
the next 100 markets and will con- 
centrate on prime hours—that is 
| 7:30 to 11 p.m. in all time zones. 
Information will be provided on 
one week of telecasting four times 
a year for each of the stations. The 
monitoring will be done from mag- 
netic tapes recorded locally. 


® These reports enable advertisers 
and their agencies to check on such 
things as multiple spotting, product 
|conflicts, and whether their net- 
| work shows were shortened to 
|make room for over-time station 
| breaks. In short, an advertiser can 
| find out how his spot and/or net- 
|work schedule has been handled 
at the local level. 

| The price for the 


100 market 
|service ranges from $3,500 a year 
| for agencies with annual radio-tv 
‘billings of $70,000,000 or more to 
$500 for agencies billing under 
| $1,000,000 in broadcasting. There is 
no rate card for advertisers, but if 
|an advertiser wants to subscribe, 
his rate will be based on his bill- 
‘oa as well as other factors. # 
|New Foam Shave Bows 

| Mennen Co., Morristown, N. J., 
|is introducing a newly-formulated 
| Foam Shave with a new container 
design and valve operation devel- 
|oped for easy handling. Grey Ad- 
vertising Agency handles Mennen 
Foam Shave. The new products 
will be part of Mennen’s Christmas 
promotion but specific, and other, 
|ad plans are not yet released. 
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TOOTHPASTE TASTES GOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


For proof, 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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' Downto Boston. ............. —1 + 4) 
|Department Store Sales... aan ta $25 (421 tSt 
/ Ee — 5 D artm S 
Quincey ............ ° ep en : ore 
Sales Rise 3% in Week Ending Aug. 30 =" MY Sales Baror 
5 | a mee) Sales barometer 
: ONLY 10 WASHINGTON, Sept. 4—Depart-) mond, 6%; Atlanta, 11%; St. Louis,| New, York Distitet ih 
ment store sales across the U. S. in| 6%; Minneapolis, 1%; Kansas City,) —Bugtalo ooo..-ccccccoooeemnm r— 8 0| Change from 1957 
= Successful ideas from \the week ending Aug. 30 rose 3% | 10%; Dallas, 3%, and San Francis- | New York-N. E. : di 
# successful companies on over sales for the similar week of | co, 2%. Se OmpmNR ae ws 
SALES, MERCHANDISING, 1957, the Federal Reserve Board| Detailed breakdown for the Aug. | eg — Sir ° 
ADVERTISING, PROMOTION! reported today. 30 week for the districts will be|  Rochest + 1/— Week Ended +3% 
, rx For the four weeks ending that | available next week. For the m4 gudehaeass = “rs °| Aug. 30, ‘58 
i wore seiinedie phn | date, sales were 3% ahead and for | two weeks sales broke down as fol- | “yretropolitan Areas 
showing results produced ... as reported the year to that date they were 1% | lows: | Wilmington 0 rs 
in the nation’s leading business and trade behind | Trenton ........... +11 Jan. 1, ‘58 to 
publications. Adapt them to your own % Change from '57| Lancaster ......... +12 Aug. 30, ‘58 - % 
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¥ — an Fort Worth - +8 +11 
Houston ...... - —9 —3 
: af ene San Antonio . -~ +8 +5 
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3 wee = . al Los Angeles-Long Beach + 4 6 
= , Spring, 1958 Spring, 1956 resent Pi Downtown Los Angeles —9 t 1 
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: y" ‘ ly . : d ) Whittaker, Wilson Bows 
* taste ele 208,400 194,010 742% Howard Whittaker and Gene 


Wilson have organized a new ad- 
vertising agency, Whittaker & 
Wilson, with headquarters at 4300 
Long Beach Blvd., Long Beach, 
Cal. Mr. Whittaker formerly was 
promotion and publicity director 


ae hic ion of all and Mr. Wilson was advertising 


rn : manager of the Iowa Pork Shops 
KWTV’s NCS No. 3 categories, call or write — division of Fox Markets. 


KW'I'V okLAHOMA CITY ly os 


MEAN BUSINESS 


¥en $ 
PR oT Ey ES ax, wate y Sa 


EDGAR T. BELL, General Manager JACK DeLIER, Sales Manager 
EDWARD PETRY & CO., Inc. 


See pages 46 and 47 
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Why 


did they 
fire the salesman 


who sold the volume? 


Take the case of Rothbottom-Wrightnour, for 
example. A decade of steady demand in Metalworking 
has really paid off. Plant modernized, product 
improved, line expanded. Customers, aware of R-W 
products, pushed volume high. 


This year things got tough. Suddenly, the big, top- 
quality R-W line wasn’t moving. And management 
decided to trim costs. Then, unwittingly, they fired 
the best salesman the company ever had. Who was he? 
The specification/application advertising that had 
played such a big part in building R-W sales. 


Because people have short memories, its abrupt depar- 
ture hurt. R-W salesmen coming to plants missed the 
air of quick familiarity. Sales story took more time 
to tell. Competitive advertising dimmed the company’s 
identity. And sales slumped further. 


The fallacy of R-W’s action is quickly apparent. With 
90% of all Metalworking purchases made for produc- 


tion, it’s easy to see the importance of contact with the 


men who control this activity. 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


But winning acceptance from technical people can be 
tough. Even if a salesman reaches the right man, the 
job usually calls for more than personal selling. Big 
thing is to keep production men choosing your prod- 
uct, day by day, rather than a competitor’s. 


That’s where advertising in American Machinist helps. 
As an authoritative publication for Metalworking 
production men, American Machinist is edited to pro- 
vide the “know-how” and “how-to” that these men 
need — and want. 


Because product data is a “must” for the specifying/ 
recommending production man, advertising in 
American Machinist co-stars with editorial. Both are 
equally well-read. 


When you advertise in American Machinist you sell 
the Metalworking production man. You can be sure 
of this because more of them subscribe to American 
Machinist than any other Metalworking publication. 


American 
Machinist 
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IT PAYS 
TO CALL IN 
A BUSINESS SUIT 


WHEN YOU CALL ON 


A BUSINESSMAN 


It’s easy to distract a manage- 
ment man’s attention from your 
sales message by selecting “relax- 
ation” media. But, happily, it’s 
easiest to sell him if your ad- 
vertising is dressed in a business 


suit. Best-tailored for manage- 
ment advertising is Business 
Week...it’s all business, content 
and circulation. No other gen- 
eral-business or news magazine 
offers you so much management 


readership per advertising dollar. 


Se eee 
Semi i le i AN ete 


A McGraw-Hill Publication: 
Member Audit Bureau of Circulations 
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A&P, ‘Woman's Day’, 
3 Food Companies 
Ask for Rehearing 


| Woman’s Day. 


s The petition points out that the | charge of the West Coast regional | 1or 
court ruled that Section 2(e) of the | office, Menlo Park, Cal., 
|Robinson-Patman Act was not/appointed chairman of the Food- | 
Cuicaco, Sept. 2—Great Atlan-| violated by the companies because|Drug Management Committee, | search. 


tic & Pacific Tea Co. Woman’s|they paid only for advertising in| Chicago. Mr. Graf succeeds A. C. ree 
Day and three major food compa-| woman’s Day and not for the mag- | Nielsen Jr., who assumed the com-| Gas-glo Lawn Lite to Lawson |tising for W. F. Straub & Co., 


nies last week petitioned the U.S.) azine itself. The companies main | pany presidency a year ago. Mr. | 


seein ae 


Advertising Age, September 8, 1958 


of whether the companies paid for | Nielsen Names Graft, Doub |drug client service for the West|Gas-glo Lawn Lite products. The 
Franklin H. Graf, vp of A. C./| Coast. Nielsen also has promoted |company manufactures old-fash- 


Nielsen Co., Chicago, formerly in| Richard M. Doub, formerly a sen- ioned and modern styled gas lan- 
research statistician in the| terns, used as lawn fixtures. 

has been| broadcast division of statistical 
control, to associate director of re- | Best Adds Lake Shore 


Gordon Best Co., Chicago, has 
been appointed to handle adver- 


Bruest Inc., Independence, Kan.,| producer of Lake Shore honey. 


court of appeals here for a rehear-|tained that they could not have Graf is succeeded in the West by| has appointed the Carl Lawson|Expanded consumer advertising, 


ing of a $3,000,000 anti-trust suit 
brought against them by 20 inde- 
pendent retail and wholesale gro- 
cers in the Chicago area. 

The appellate court four weeks 
ago (AA, Aug. 4) reversed a lower 
court decision, which had dismissed 
the suit against General Foods 
Corp., Hunt Foods Inc. and Mor- 
ton Salt Co. At the same time, the 
high court ruled that A&P and 
Woman’s Day were not liable and 


violated Section 2(d) unless they | Robert M. Lindsey, vp and for-| Advertising Agency, Kansas City, | 
|did pay for Woman’s Day. # imerly assistant director of food-|Mo., to handle all advertising for | planned for the last part of 1958. 


agreed that the suit against them 
should be dismissed. 

Although exempted by the high | 
court, A&P and Woman’s Day) 
stated in a joint petition that they | 
wished a rehearing of the case 
because the appellate court ruling | 
“has left the law in an unsettled | 
state.” 


= General Foods, Hunt and Mor- 
ton contended in a joint rehearing 
petition that Section 2(d) of the 
Robinson-Patman Act does not re- 
quire them to prove that their 
payments to Woman’s Day for ad- 
vertising were available propor- 
tionately to other grocery retailers 
in competition with A&P. The ap- 
pellate court ruled that the food 
companies were required to prove 
this in the lower court under the 
act. 

“The holding of this court on 
the question of burden of proof 
is novel and far-reaching,” the 
food companies said in their peti- 
tion. “To the best of our informa- 
tion, neither the Federal Trade 
Commission nor any court has ever 
held, nor have the plaintiffs sug- 
gested, that a prima facie case was 
made by the commission or by a 
treble damage plaintiff by a mere 
showing that a supplier had ex- 
tended merchandising aid to one 
of its customers. If that is the 
meaning of the court’s holding, it 
is contrary to established princi- 
ples of law governing burden of 
proof.” 

The food companies also con- 
tended that the appellate court 
contradicted itself on the question 


yy 


B iJ OUR PUP 


GOES FOR THAT DOG FOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE!" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


“There is a special need,” says 
J. Edgar Hoover, director of the 
F. B. I., “to focus public attention 
on a despicable business—the 
sale and distribution of obscene 
material. The serious danger of this ‘big business’ 
criminal enterprise lies in its degrading influence 
on youth and American communities.” 


For years, publications specializing in obscenity, sala- 
cious pictures, suggestive cards, cartoon and other paper- 
back books have ridden to the retail youth market on the 
coat tails of decent publications. Local police, and other 
publishers, the federal government and even the venders 
themselves have been powerless to cope with this national 
disgrace. 

Now there are signs of a turning point in the battle 
—resulting from an article in the December, 1957, Reader's 
Digest, “Coral Gables Against Obscenity.” It reported 
to the nation how Mrs. Conley Addington of Coral Gables, 
Fla., shocked and incensed at the lewd literature on the 
city’s newsstands, had declared open warfare. 


The Clean Sweep 


What Mrs. Addington did resulted in a sweeping clean- 
up of obscenity on the newsstands in Coral Gables; how 
she did it, as reported in the Digest, created an avalanche 
of similar citizens’ movements in communities all over 
the country. 


TTTART LY. PAPE 


What's happening in America’s 


Enlisting the aid of police, city officials, business groups, 
the local newspaper and law-enforcement officials, Mrs. 
Addington uncovered a long-forgotten municipal ordi- 
nance against indecent publications. Within weeks, the 
offensive magazines began to disappear. 

With the publication of the Digest story, the tempo of 
Mrs. Addington’s already busy life quickened even more. 
Almost immediately she began to receive a flood of mail 
and phone calls from all over the country... asking for 
advice on similar clean-up campaigns. Mrs. Addingtorf 
called the Digest story the greatest source of help a com- 
munity could have in such a fight. Alerted by the article, 
a newly aroused public in other Florida 
cities, in Laurel, Del., Fostoria, Ohio, 
Dubuque, Iowa, and as far west as 
Honolulu began to work in mutual 
purpose to bring about the decline of 
obscene matter on newsstands. 

This has been no irresponsible “book 
banning,” however. It has been the 
enactment or enforcement of fair 
but effective local ordinances, tested 
in the courts and upheld last year by 
the U.S. Supreme Court, to force 
filthy literature out of circulation. 


* * * * * 


What happens to a few words in 
print when they appear in the 


Reader’s Digest ? Words become ef 


using tv, radio and newspapers, is 
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Par-T-Pak Names Cappel, Pera) Pak, Nehi and Royal Crown bever- |H. M. Wexberg, owner of H. M. Can . s115 
Par-T-Pak Beverages Inc., Oak- | ages. |Wexberg Advertising, Chicago; adian Billings 

land, Cal., West Coast bottler and Folger S. Decker, public relations| j ; 

distributor of Par-T-Pak, Nehi | Truck Advertising Formed ‘consultant, and Harold E. Marks, Grew in First Half, 


and Royal Crown beverages, has| A mobile outdoor display medi- | attorney. "Marketin ‘Re orts 
appointed Cappel, Pera & Reid,|um for both local and national ad- | : g P 

Orinda, Cal., to handle West Coast | vertisers is now available through | Stanislaus Enters Direct Mail | Toronto, Sept. 2—Though gen- 
advertising for Par-T-Pak choco-| Truck Advertising Inc., Chicago.| Stan Stanislaus, who has oper-| eral market conditions in Canada 


late flavored drink and Nehi | Contracts have been signed with| ated his own agency in San Fran-| were unstable for the first half of 
three-| cisco the past four years, has left| 1958, Canadian agency billings 

steel| the agency field to become vp of|made steady progress during the 
Miner continues to handle West|panels attached to their trucks.) marketing of Krupp’s Direct Mail | half, and the billings outlook for 
Coast advertising of other Par-T- | Officers of the new company are | Center, Los Angeles. 


Corp.’s Upper Ten lime-lemon |fleet operators to carry 
soda. Honig-Cooper, Harrington &|sheet posters on stainless 


fight against obscenity 


translated into action—for the Digest is a magazine that 
moves people to action. Millions of people — almost 
35,000,000 who read it every month —put their faith in the 
Digest—and tn its advertisers! 


Reaction to advertising 


In the words of Dr. Basil MacLean, president of Blue 
Cross Association: 

“The vast audience built by the Digest’s content has 
proven receptive to Blue Cross efforts to provide, volun- 
tarily, better hospital care for more Americans.” 


Experiences like these demonstrate that people believe 
what they read in the Digest. And they read it not just 
once, but again and again. Repeated attention offers your 
message repeated opportunities to be seen, to be read, and 
to “sell.” 

With an eye to this “selling” ability, the Universal C.LT. 
Credit Corporation concentrated its entire 1958 budget for 
consumer magazines in the Digest. Quoted are the five 
reasons given by C.1.T. Vice President William L. Wilson: 


1.“... because it,reaches one out of every four people in 
any community...” 

2.“... the Digest circulation pattern parallels our own dis- 
tribution better than any other single publication.” 
3.°...the complexity of our message requires a medium 

that is carefully read...” 
4.“...we value the constructive and believable editorial 
environment...” 
5.“...we appreciate the assistance we have received from 
your organization.” 
Increasingly, advertisers realize that the Reader’s Digest 
reaches more people—on every economic, intellectual. and 
age level—than any other magazine. It reaches them in an 
atmosphere of conviction. It moves them to action. 


People have faith in the 


eaders Dige st 


Largest magazine circulation in U. S. 
Over 11,750,000 copies bought monthly 


| the remainder of the year is good, 


SPOTLIGHTED—J. B. Stevens & Co. 
blacks out the model to play up 
the cost fabric in this Worumba 
color page in the Sept. 13 New 
Yorker. The campaign also runs 
in Harper’s Bazaar. Bryan Hous- 
ton Inc., New York, is the agency. 


according to Marketing, Canadian 
advertising and marketing weekly. 

Most of the increased billings in 
the first half went to tv and news- 
papers, Marketing says in its Aug. 
15 number. Radio, which decreased 
.3% in volume in 1957, also gained 
in the first half. Magazines and 
business papers made only slight 
gains compared with newspapers, 
the marketing newspaper notes. 


s Print media continue the biggest 
ad carriers with a little over 50% 
of the ad dollar volume. Tv gets 
about 20% to 25% and radio gets 
about 10%, according to Market- 
ing. 

Agencies are generally optimis- 
tic about the next six months, 
Marketing says, but notes that 
many agencies are worried about 
mounting costs which they believe 
might cause rough sledding in the 
| advertising business next year. # 


‘Playboy’ Adds to Sales Statt 


Playboy has added four men to 
its Chicago advertising sales staff. 
|They are John Gardzie, formerly 
|\Chicago sales manager of News 
Front; Joseph B. Guenther Jr., 
formerly of Haire Publishing Co.; 
George Finkel, a graduate of the 
| University of Michigan, and Rich- 
ard S. Rosenzweig, formerly with 
Dun & Bradstreet, Chicago. 


A "Wow’ 
Of A 
Premium 
Idea! 


Ideal Package 
Goods 


Promotion 


| New K enworth | 


~ HANDI-MATES— 


“‘Handi-Maid” & 
| ‘‘Handi-Koaster”’ 


| Beautifully designed matching sets for 
gracious entertaining. 8 pieces to a 
package — ‘“‘Handi-Maid" trays or 
‘‘Handi-Koasters’’. Color anodized in 
| attractive shades, or natural aluminum. 
Priced to fit your promotion budget. 


Descriptive Folder and 
Quantity Prices Upon Request 


KENWORTH MANUFACTURING CO. 


12315 W. Lisbon Ave., Milwaukee 16, Wis. 
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“intangibles” to sell? 


Selling something 
thet words often 
foil to describe? 
Then dramatize 
the benefits with 
today's most pow- 
ful communication 
medium—the motion picture . . . 


Atlas Film Coperation 


PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


‘Mecanica Popular’ Offers 
|New Split-Run Ad Plan 

| Mecanica Popular, Chicago, the 
|Latin American edition of Popu- 
| lar Mechanics, has announced that 
effective with the January, 1959, 
| issue, advertisers may make plate 
changes on a split-run basis for 
|one, several, or for all countries 
| of Latin America. 

| The new plan, according to Gor- 
|don R. Blair, advertising manager, 
|will enable advertisers to tailor 
|their ad message to meet specific 
situations, particularly where 


product availability or brand 
mames may vary or where new 
product introductions are sched- 
uled for certain areas in Latin 
America. 


Evans Named Agency President 

Daniel G. Evans, for the past 
two years vp of Whitlock, Swi- 
gart & Evans, New Orleans, has 
been advanced to president. He 
succeeds Verne C. Kirby, who is 
no longer with the agency. Freder- 
ic R. Swigart has been named vp 
and treasurer. 


SUBLIMINAL 


ONE OF A SERIES OF RECURRING PIPEDREAMS 
At GUILD, BASCOM & BonriGLi- AovERTISING 
SAN FRANCISCO, Los ANGELES, NEW York, SEATTLE. 


a 


WELL, HOW DID 


\ THAT, MR. 


YOU GOING TO LET 
‘EM GET AWAY WITH 


KARP? 


FUNNY THO... | DON’T HAVE ANY 
CRAVING FOR KARP’S CORNBALLS-. 
. JUST WHAT MESSAGE DID WE 


—— 


SUBLIMINOLOGY 


JUST FOR FUN WE'VE HIDDEN A MESSAGE 
RIGHT IN THIS AD. CAN You FIND Ir? IT'S 
NOT EXACTLY INVISIBLE, BUT IT COULO 
BRING VISIBLE RESULTS FOR YOU JUST 
AS T'S DOING FOR SUCH CLIENTS AG.... 
SkiPPY PEANUT BUTTER, NUCOA MARGARINE, 
RALSTON RICE CHEX 48° WHEAT CHEA, RY-KRISP 
AND INSTANT RALSTON, PHONE GBLB TODAY, 
HARRY §X° DAVIO'S ~FRUIT-OF-THE - MONTH, 
MOTHER'S COOKIES, FARMER JOHN'S HAM 
ano BACON, MARY ELLEN'S JAMS sx0 JELLIES, 
HEIDELBERG BEER, BREAST- O’-CHICKEN 
TUNA, AND RivAL DOG FOOD. 
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Chrysler's Todgham Sees NoMakingof 
Small Cars in Canada, Lauds Big Ones 


Cites Improvements but 
Concedes Import Autos 
May Grab 20% of Sales 


TorRONTO, Sept. 2—Although the 
small imported car has a place, 
and might make 20% of this year’s 
sales, Canadian manufacturers are 
unlikely to start making such cars, 
notwithstanding the links of three 
major companies with European 
manufacturers. 

So Ron W. Todgham, president 
of the Chrysler Corp. of Canada, 
told Canadian National Exhibition 
directors in marking the nation’s 
annual Automotive Day. 

The modern automobile is less 
expensive to purchase than it was 
10 years ago, he said. “In 1947 
you could buy a Ford, a Chevrolet 
or a Plymouth for approximately 
$1,500 including taxes, but the av- 
erage weekly industrial wage was 
only a little over $36.” 

This meant that an industrial 
worker had to work 42 weeks to 
earn the price of an automobile, 
Mr. Todgham said. Last year, sug- 
gested retail price of the same 
cars was about $2,500. In the 
meantime the average industrial 
wage had climbed to $67.54. 

Thus “it took the average work- 
man only 37 weeks instead of 42 
weeks to earn enough money to 
purchase the vehicle,” Mr. Todg- 
ham said. 


= Singling out one of his own 
company’s cars, he said that de- 
spite greater weight, softer tires 
and a higher accessory load a 1958 
vehicle with standard transmis- 
sion gives fuel economy equal to 
that of the 1938 model. “This is 
the result of increased engine ef- 
ficiency,” he said. 

The same car has 48 items of 
standard equipment that were not 
in the 1938 model. Seats have 
been widened from 47” to 63” and 


the luggage compartment increased 
in size by 107%, he said. 

“It is also a fact,” he said, “that 
today’s car can be expected to run 
50,000 miles farther than the 1938 
automobile.” 

Mr. Todgham indicated his be- 
lief that the Canadian auto indus- 
try must be tied to U. S. parent 
companies because the huge ini- 
tial costs of getting production un- 
der way were absorbed by the U. S. 
volume market, thus keeping down 
the price of Canadian autos. 


= “Let us not, in our pride of 
achievement and of nationhood, 
kill the eagle that for many Ca- 
nadians lays the golden eggs,” he 
said. 

Exports present many problems 
both in costs and restrictions, Mr. 
Todgham said, and there isn’t 
much chance of improvement at 
the moment. 

“I believe,” he said, “that the 
kind of an automobile we build in 
North America is here to stay.” # 


Three Join Taylor-Norsworthy 
Taylor-Norsworthy, Dallas, has 
added three people to its staff. 
Barbara Neely, formerly with a 
Fort Worth agency, has been 
named staff assistant; Tully J. 
Petty Jr., who has had New York 
agency experience, has been 
named account executive, and Ed- 
ward P. Allen, formerly an ac- 
count executive with Ketchum, 
MacLeod & Grove, Pittsburgh, has 
been named account executive. 


‘Teen’ Hikes Base, Rates 

Effective with the January, 1959, 
issue, Teen will increase its base 
from 175,000 guaranteed circula- 
tion to 225,000. At the same time 
its rates will increase from $590 
to $750 for a b&w page and from 
$1,140 to $1,150 for a four-color 
page. 


low cost 
web-offset 
broadsides 


.-- Using reproduction proofs 
of process photo engravings 


For example: Stark Bros. Nurseries and 
Orchards Company required a colorful 
mail order circular to help introduce their 


10e@.... fo mail ord 


a) SPER rosa ive Teee 


we" STABKRIMS ON 


new apple sensation... Starkrimson 
Delicious. Expensive process photo en- 


gravings had already been made for a 
limited circulation catalog which was 


printed letterpress by R. R. Donnelly. @ From art to mailing 
Reproduction proofs of the process photo en- @ Intelligent production 
gravings were used as line copy to produce counseling 

this successful four page, 4-color circular @ Finest multi-color 

at a sizable saving. This circular will be web-fed offset 
offered by Dave Garroway on his Sept. 24 © Currently printing 


program sponsored by Stark Nurseries 


on 125 stations coast to coast. 


program sections of 
5 editions of TV Guide 
Magazine 

( 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


& 
Wy HENRY WURST, Inc. 


550 INDUSTRIAL BLVD ee KANSAS CITY 15, KANSAS 


ee 
| | | | 
+ = AND S0- WHERE : | 
” DNITE = 
We Ivo] (BLE lege) | Fesrinows/ (WS 0 . 
Me WG, GL EE coewontey) | Fie: kare ANE a 
ec eoeo COMMER . 
00M [lp \G] (Bl &] —— » 
| Beet ocoter| | 
s b & MI | C2) SA al = 
a) AICS Wa K || _ 
: B4) wil | L De | | 
“e Y FLASH\ /THAT way\| | YEP..I7M\ ||| | oo. 
= uf 9 ME MESSAGE on \/ iT ENTERS \ {| ae STICKING- | . 4 
i: But ir|| Weerton Ce WBCONSCIOUS wares | a 
a cont y A SE OND-» m Ma C.6-MOE, | zs | 
‘ j $ —$— $$. $$ a 
Deere) PF ? 
gL? 2 
=m re 
ae i 
‘3 a - . ee ’ : 
, | FLASH , ANYHOW ?? | \G ee % ae | 
5 5 , i —— oe ; 
be s ARP = ee " 
eee ieee Sao 
. os TEE 
() . rs 
J 4 “ | 
i . ‘ | 
3 Basotr “Boal : Or 
7 SOX : . wa ff && | 


BA: 


“T don’t know who you are. 

I don’t know your company. 

I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 


I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 


MORAL: 


Sales start before your salesman calls—with business magazine advertising. 


McGRAW-HILL Publishing Company, Inc. ‘@: 
339 WEST 42nd STREET, NEW YORK 36, N. Y. 
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These are 
actual quotes 
from readers of 
McGraw-Hill 
publications 


“We saw the (brand name) lift truck ad 
in (business publication). We ordered it 
and have it working now.” Plant Mana- 
ger, Bakery Products Manufacturer. 


“Our chief electrician saw this ad and 
installed a few (brand name) precision 
switches as a tryout.” Electrician, Metal 
Springs Manufacture. 


“As a result of this ad, we have this 


(brand name) milling machine on order.” 


Foreman, Airplane Manufacturer. 


“We contacted the company through 
their ad and had a representative call. 
We ordered the end mill. We have used 
it and found it very satisfactory.”’ Works 
Manager, Screw Machine Products Man- 
ufacturer. 


“T tore out an ad for a new type of 
screws and showed it to my maintenance 
foreman. We are now changing over to 
these screws wherever possible.” Chief 
Engineer, Hand Tool Manufacturer. 


“Recently we installed permanent mag- 
nets from (company). We located them 
through an ad in (business publication).”’ 
Administrative Assistant, Drug Chain 
Company. 


“We dealt with (company). We saw 
their ad in (business publication) and we 
bought some things through them. We 
also bought a production control board 
and clips from them. I was very inter- 
ested in the (company) ad. We are con- 
sidering that filter.”” Factory Manager, 
Leather Goods Manufacturer. 


“We have purchased some fire extin- 
guishers from (company) and some 
(brand name) motors that we have seen 
in (business publication). We refer to 
this magazine for any vendors we need.” 
Plant Engineer, Soap Manufacturer. 


‘We gave out a $250,000 conveyor con- 
tract, including work bench layout—a 
full production line—picked out prima- 
rily from ads in (business publication).”’ 
Plant Manager, Optical Products Manu- 
facturer. 


“This ad sold me completely. I talked to 
the salesman, my order has been placed 
and I am anxiously awaiting the deliv- 


ery.”” Superintendent, Cotton Manufac- 
turer Company. 


“Two years ago, I bought a (brand name) 
fork lift truck through an ad in (business 
publication). In February of this year, 
we purchased another one. A lubricant 
very definitely was purchased as a result 
of learning about it from the ads in this 
magazine.”’ Supervisor of Maintenance, 
Printer. 
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“We just purchased bucket elevators 
through this (company) ad.” Vice Presi- 
dent, Chocolate and Cocoa Manufacturer. 


“As a result of this ad, we have started 
processing the necessary paper work to 
include this machine in our budget.’ 
President, Welding Accessories Manufac- 
turer. 


“We get all of our information for the 
purchase of new equipment from (busi- 
ness publication). The most recent ex- 
ample is the pneumatic drill we bought 
from (manufacturer) just a few weeks 
ago. We got it from an ad in this maga- 
zine.” Plant Superintendent, Fabricated 
Metal Products Manufacturer. 


“We just spent $11,000 for (product) as 
a result of an ad in (business publica- 
tion).’’ General Foreman, Manufacturer 
of Control Devices, 


“We called (company) and contacted 
them with reference to their meter clocks. 
We purchased two of them. It was their 
ad that prompted our action.”’ Fleet Su- 
perintendent, Beverage Company. 


“I buy a lot of things from (company) 
from seeing the ads in (business publica- 
tion). There are so many things that I 
order from seeing the ads in this maga- 
zine I just couldn’t name them all.” 
Electrical Foreman, Sporting Goods Man- 
ufacturer,. 


“We are going to buy a turret drill as a 
result of seeing their ad.” Manager of 
Manufacturing, Lamp Machine & Parts 
Manufacturer. 


“IT saw the ad for waterproofing: mate- 
rial and got in touch with the supplier. 
We decided to try it out. It worked fine 
and we are happy we tried it.”’ Vice Pres- 
ident, Heavy Construction Company. 


‘‘We ordered several heaters as a result 
of reading this ad in (business publica- 
tion).”” Product Engineer, Automobile 
Manufacturer. 


“Bought one of the new (brand name) 
trucks that was shown in the advertise- 
ment in the January issue. I just bought 
30 (brand name) tires from the adver- 
tisement in this issue.”” Superintendent, 
Manufacturer of Drills. 


“T look through the ads for new items, 
new developinents and new materials. 
We ordered (brand name) lighting equip- 
ment and some electrical heating equip- 
ment as a result of the advertising in 
(business publication).”” President, But- 
ton Manufacturer. 
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“Whatever it was the ad was supposed 
to do, it got across. We bought two ma- 
chines at a purchase price of $1,000,000.” 
General Foreman, Metal Fabricating 
Plant. 


“T called a local distributor and got some 

parts we needed after reading (company) 

ad. He had everything we needed on 

hand to fix the traps we were having 
es trouble with and they seem to be work- 
; ing very well now.” Plant Engineer, Elec- 
tric Shavers Manufacturer. 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you can reach the men influencing its purchase by concen- 
trating your advertising in one or more of the McGraw-Hill publica- 


tions serving these growth fields. 


American Machinist 
Metalworking 


Aviation Week 
including Space Technology 
Aviation 
Business Week 
Business Management 


Chemical Engineering 
Chemical Process Industries 


Chemical Week 
Chemical Process Industries 


Coal Age 
Coal Mining 


Construction Methods 


& Equipment 
Construction 


Control Engineering 
Instrumentation & Control 


Electrical Construction 
& Maintenance 
Electrical Construction & Maintenance 


Electrical Merchandising 
Appliance-Radio-T V 


Electrical West 
Electrical Power Industry 


Electrical Wholesaling 
Electrical Apparatus & Supplies 


Electrical World 
Electric Utilities, Industrial Power Systems, 
Electric Power Consuiting Engineering 


Electronics 
Electronics 


Engineering & Mining Journal 
Metal & Nonmetallic Mining 


E&MJ Metal & Mineral Markets 
Metal & Nonmetallic Prices 


Engineering News-Record 
Construction 


Factory Management 
& Maintenance 
Plant Operating Management 


Fleet Owner 
Truck & Bus Fleets 


Food Engineering 
Food Manufacturing Management 


Industrial Distribution 
Distribution— Industrial 


National Petroleum News 
Petroleum Marketing 


Nucleonics 
Atomic Energy 


Petroleum Week 
The Entire Oil Industry 


Power 
Industrial Power & Plant Services 
Electrical Utilities 


Product Engineering 
Design Engineering & Product Development 


Purchasing Week 
Purchasing—Industrial & Business 


Textile World 
Textiles 


OVERSEAS PUBLICATIONS: 


International Management Digest 
(Latin America & Overseas Editions) 


The American Automobile 

El Automovil Americano 

Ingenieria Internacional Industria 
Ingenieria Internacional Construccion 


Metalworking Production 
Published in England 


( Buyers’ Guides, Directories, Handbooks for 
many fields of industry) 


McGRAW-HILL Publishing Company, Inc. ‘@ 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Advertising Age, September 8, 1958 


NIGHT SCENE—A Pepsi-Cola cap 

dominates this street scene in Min- 

neapolis. The spectacular is 50x45’, 

according to Naegele Outdoor Ad- 
vertising Co. 


Advertising, PR 
Not Self-Do Jobs, 
Reed Tells Rotarians 


Detroit, Sept. 4—‘Many com- 


panies are discovering that adver- 
tising and publicity are not do-it- 
yourself jobs,” the Hamtramck 
Rotary club was told today by El- 
lis Emmons Reed, pr director of 
Clark & Bobertz, Detroit agency. 

“It is unfair to expect top results 
from advertising or publicity pre- 
pared and placed by a vp in charge 
of production or a store executive 
who never has had any experience 
or training in these highly special- 
ized fields of activity,” he said. 

“While more and more compa- 
nies are coming to the realization 
that effective advertising can best 
be handled by skilled technicians, 
some are still reluctant to turn 
their publicity programs over to 
experts in this field.” + 


Transit Group Names Rep 
Nation-Wide Bus Advertising 
Inc., New York, has been ap- 
pointed sales representative for 
the Greater New York Surface 
Group. The group comprises the 
combination of the transit adver- 
tising facilities of Nation-Wide Bus 


Advertising Inc. (Long Island, 
Westchester and New Jersey 
buses); Public Service Coordi- 


nated Transport (metropolitan 
centers of New Jersey in ten coun- 
ties); Surface Transportation Ad- 
vertising (Manhattan, Bronx and 
Westchester buses); and Trans- 
portation Displays (New Jersey, 
Westchester and Long Island 
commuter trains). Ben De Miranda 
has been named sales representa- 
tive for the group in association 
with N. Gist Lamdin Jr., vp of 
Nation-Wide Bus Advertising Inc. 


Cole, Fischer Gets Two 

Cole, Fischer & Rogow, Beverly 
Hills, Cal., has been named to han- 
dle advertising for 42 Products 
Ltd. and Executive Toiletries Ltd., 
both headed by Paul Klein, Santa 
Monica. Formula 42 line includes 
shampoos, rinses and hair prep- 
arations. Media plans include Sun- 
day supplements, newspapers, ra- 
dio, tv and magazines for the 
Formula 42 products, and color 
pages in men’s magazines for the 
Executive line. Carson/Roberts, 
Los Angeles, is the former agency 
of record for the Formula 42 prod- 
ucts. 


NBC-TV Names Harrison 

Jerome Harrison, formerly with 
Ziv Television Programs, has been 
appointed manager of network 
sales development, a newly reac- 
tivated position at NBC Television, 
New York. 


Jayark Names Pearson 
Herbert R. Pearson, formerly 

with Guild Films, has been named | 

vp in charge of sales for Jayark 


Films Corp., new tv film distribu-| 


tor, in New York. 


| Swift Affiliates with 

|Latin American PR Network 
Thomas P. Swift Associates, New 
| York, has tied up with a public 
|relations network covering eight 
countries in Latin America. Under 
|the agreement, Swift will provide 
|pr services in North America in 
return for reciprocal services for 
its clients in Latin America. Swift 
made the agreement with Servicio 
International de Relaciones Publi- 
cas (SIRP), Buenos Aires, pr af- 
filate of International Advertising 
Service, leading Argentine adver- 
tising agency. 


Moore Issues PR Booklet 

A new 20-page pocket-size 
booklet on the subject of industrial 
publicity has been published by 
Joseph C. Moore, 15 E. 40th St., 
New York. The book contains a 
check list of some 60 types of ar- 
ticles and releases which can be 
prepared for the industrial com- 
pany, 16 sources of industrial pub- 
licity material and other informa- 
tion. 


Advertisement 


Advertisers’ Media Surveys 
Paid For By Electronic Publisher 


NEw York, Sept. 1—Electronic 
Technician Magazine is offering 
all companies in the electronic 
replacement market the oppor- 
tunity of conducting their own 
readership studies at Electronic 
Technician’s expense. Advertis- 
ers and their agencies are en- 
couraged to survey electronic 
servicemen to learn of their trade 
magazine readership prefer- 
ences. The publisher will pay up 
to $150 for the survey. (This is 
generally enough to cover costs. ) 
® Advertisers need only: 

1. Notify Electronic Techni- 
cian that they are interested in 


making the survey. 


2. Prepare their own unbiased 
self-return questionnaire asking 
for favorite trade magazines in 
order of preference. They are 
asked to send a copy of the 
questionnaire to Electronic 
Technician for acceptance prior 
to mailing. 

3. Purchase classified tele- 
phone directories of those cities 
selected for the survey. 

4. Turn the questionnaires 
and directories over to their own 
addressing company to mail to 
the radio/television service deal- 
ers listed in the yellow pages. 

5. Appoint a trustworthy per- 
son within their organization to 


67 


compile results. 

6. Send an accounting of 
costs, along with survey results, 
to Electronic Technician. 
® A spokesman for the publish- 
er said: “Frankly we feel confi- 
dent in making this offer because 
Electronic Technician leads its 
field with 54,356 ABC circula- 
tion. It leads, also, in advertising 
and editorial volume, in renewal 
percentages and in every other 
media evaluation. We have seen 
many surveys of a similar nature 
made in the past, and we are 
happy to say we have not lost 
one yet. 

“Naturally, advertisers must 
check with us before mailing. 
Contact any field office of Elec- 
tronic Technician or our head- 
quarters at 480 Lexington Ave- 
nue, New York 17, N. Y.” 
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THE MOST FAMOUS STARS IN 
‘THE BEST ‘PACKAGES ARE Li 


- CBS+ CLEVELAND, OHIO — 


ep ed Netionelty by The Kets Agency, tne. 


— lorer Television. 


wJIw-Tv 


Cleveland Detroit 


WJBK-TV WAGA-TV 
Atlanta 


WVUE-TV 
Wilmington - Philadelphia 


WSPO-TV 


Toledo 
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‘A THIRTEEN LETTER WORD BEGINNING Joctson. Hoe: Reoraanies sou von ot rere: on 


nneapolis Branch Oftice | development. 


WITH “Mi” wsekson, Here Peterson & Hall, Ses Resigns BotA Post 
eee as 


Peoria reorganized its 
Minneapolis office. Lynn Bickett, t Join St. Croix Paper 


Key word in the farm supply | vp and formerly with the agency ’s | Frank T. Barnes has resigned as | 
market puzzle is “‘Merchandis- | Jefferson City, Mo., office, has | business manager of the Bureau | 
ing.”” With an “M”, as in Farm | been appointed manager of the of- | ‘of Advertising, American Newspa- 


service magazine that fills in the | quarters in the McGill Bldg. Pent- |New York sales office of St. Croix 
blanks in the farm store owner’s | house, 501 Park Ave. Donald G. | Paper Co. His successor has not 
picture. For information, see | West has been ——— ar ye crea- ‘pemea announced. 

PRD Classification 44A or | tive director, in charge of art, pro- | 
ase duction and copy. 'Beeson-Reichert Gains One 
Pecos eegereye Seay? * "5 The agency also has appointed Fabrow Mfg. Co., Whiteford 
. George D. Lorey to the position of |Center, Mich., window casement 
|}account executive in the agency’s | and awning manufacturer, has ap- 
Jefferson City branch. Mr. Lorey | pointed Beeson-Reichert, Toledo 
was formerly special projects pro- j and Columbus, its advertising and 
|ducer, WQED-TV, Pittsburgh;|merchandising agency. A 1958-59 
|special events director, Mid-| newspaper, radio, magazine, tv and 
THE MILLER PUBLISHING CO. (America Jubilee, St. Louis, and|dealer aid campaign is under de- 
Box 67 Minneopolis 40, Minn, | planning consultant for the Mis-/| velopment by the agency. 


How 
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Oper | Clean rig 
Cer 700 
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FOAM CLEANER 


Fusco) 
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Quickly and Safely Removes 
BOTH Dirt and Grease from 


All Fabrics ¢ Plastic * Leather 
Clothing * Rugs * Draperies 
Furniture or Automobile Upholstery 


Porcelain * Tile 
Oil & Rubber Base Painted Surfaces 


3 The 


Store Merchandising. It’s the new po which has moved to larger per Publishers Assn., to join the) 


Advertising Age, September 8, 1958 


Muppets Cast in 
‘Mellow Dramas’ for 
More TV Selling 


WASHINGTON, Sept. 2—The Wil- 
kins Muppets (combination mari- 
onettes and puppets), which have 
scored spectacularly high “best 
liked” ARB ratings among tv 
commercials here, will be going to 
work soon for other advertisers in 
Boston and Detroit. 

Developed by M. Belmont Ver 
Standig Advertising, Washington, 
the Muppets perform in eight-sec- 
ond low-budget “mellow dramas” 
which have been used for Wilkins 
coffee here since last October. In 
| recent months they have overshad- 
owed all other commercials, local 
or national, in this market with an 
unprecedented 66% ARB “best 
liked” rating (AA, June 9). 


= Mr. Ver Standig revealed last 
week that the Muppets will be 
tested in the Boston market soon by 
La Touraine Coffee Co., and in De- 
troit by Faygo beverages, made by 
Fergenson Bros. He said both spon- 
sors have options for their use on a 
regional basis, and that negotia- 
tions are well advanced for their 
use by another major advertiser in 
the West Coast area. 

The spots feature two “Muppets” 
which Wilkins calls Will and Won- 
kins. Will is energetic, and enthu- 
siastic, pushing Wilkins coffee. 
Wonkins is sour-faced and indif- 
ferent. Each spot relies on humor, 
action and brisk dialog to make its 
point in less than eight seconds. 
The agency uses elaborate pretest- 
ing arrangements to cull weak 
ideas before placing the spots. 
| Mr. Ver Standig said the ar- 
rangements with out-of-town 
advertisers provide that the same 
spots which have been pretested 
and used here will be adapted for 
other sponsors. He reported his 
agency is getting $2,500 per spot 
per market in its arrangements 
outside Wilkin’s territory. 

The agency for La Touraine is 
Hoag & Provandie, Boston; W. B. 
Doner Co., Detroit, is agency for 
Faygo. + 


American Management Assn. 
to Hold Ad Seminars 

The marketing division of the 
|American Management Assn., New 
| York, will hold seven workshop 
seminars dealing with advertising 
|practice and techniques between 
|September and March. Specific 
|topics to be covered are improved 
advertising and sales promotion 
techniques for industrial goods 
selling, organization and functions 
of the advertising manager’s job 
in the consumer goods company, 
increasing the effectiveness of di- 
rect mail advertising, increasing 
advertising and sales promotional 
impact through better sales force 
cooperation, and determining the 
annual advertising appropriation 
and budget. 

Registration fee for each of the 
three-day meetings is $125 for as- 
sociation members and $150 for 
non-members. The seminars are 
part of the association’s program 
for management education. Head- 
quarters of the association are in 
the Hotel Astor, New York. 
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| Donnelley Names Drake 
Harrington E. Drake Jr., former- 
ly an account executive in the 
eastern sales offices of the direct 
mail division of Reuben H. Don- 
nelley Corp., has been named 
manager of the Los Angeles office 
of the division. 


. - ADVERTISING IN 
App BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 
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BOYS’ LIFE advertisers in the remaining 
issues of 1958 will receive 200,000 in net paid 


bonus circulation. Starting with the January, 


1959 issue, the new guarantee of 1,800,000 


will go into effect. This represents a 13% in- 
crease since the last circulation guarantee; 
200% in the last five years. Advertising rates 


will be adjusted to a cost per thousand of 


$3.21, continuing our 8 year policy of low page 


costs. Only BOYS’ LIFE and one other mag- 


azine have been able to maintain this record 
despite the post-war cost 
squeeze. 


OUR 8 YEAR RECORD 


Cost Per Thousand 
$6 


$5 
BOYS’ LIFE 


$4 


- 
- 
cae 
o* 


$3 
€ TOTAL 


MAGAZINES 


We're proud of this record. 


We’re also proud of being the 


first and foremost monthly 


mass circulation magazine in 


the youth field today. 
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House Agency Setup May Be O.K. for Some 
but It Has Headaches for Adman: Trahey 


New York, Sept. 3—Advice to! do-it-yourself setup, according to 
all ad managers tempted to ex-| Miss Trahey: 


pand into a house agency: “Go 
ahead—if you've got the guts of a 
government mule.” 

That’s the counsel of Jane Trah- 
ey, lately of Julius Kayser & Co., 
where she headed up its house 
agency, 425 Associates. Now head 
of her own agency (AA, July 28), 
she looks back on her “house” 
days and advises: “If you're the 
right person under the right con- 
ditions, you'll never have such a 
ball! You'll never learn so much 
so fast. 

“But you must be willing to 
work nights and weekends, and be 
ready to shoulder all the blame— 
because there’s no one to pass the 
buck to. 

“It’s a big temptation for a lot 
of advertising people—and ‘temp- 
tation’ is precisely the word for 
it. However,” Miss Tahey warns, 
“it’s hard to talk management into 
it, and don’t try to unless (1) 
you're willing to accept tremen- 
dous responsibility, (2) have the 
capacity to hire good people and 
(3) have the ability to run a staff. 


s “The ad manager may be a zip- 
py talented adman, but he can’t 
run a house agency alone. He has 
to be good at purchasing talent to 
back him up.” 

A big company with a big prod- 
uct is probably better off with an 
outside agency, Miss Trahey be- 
lieves. But a small-to-medium 
budget may fare better with an 
integral setup for two big reasons: 


e For one thing, the company def- 
initely will get more for its money 
—in more ways than just the 15% 
angle. In a house setup, she points 
out, (1) you’re much more con- 
cerned with the client; (2) there’s 
no point in running up the costs; 
(3) you haven’t the overhead of 
an outside agency. 

As one example of the subse- 
quent savings: the mat service at 
Kayser “cost half what it did 
when handled by an agency.” 


e “For another thing, it’s hard for 
an agency not to sell space, but a 
house agency feels perfectly free 
to say: ‘Don’t take those isolated 
national ads. With our small 
budget for this product, we’d be 
much better off with co-op’.” 


# Another major advantage of the 


WHAT DO 
YoU KNOW 
about DIRECT SELLING? 


+ «+ the $91, Billion industry Which 
is Attracting More Companies Who 
Want a New, Fast, inexpensive Way 
to Expand 


pieect SELLS 
te Gates Oe 


FASCINATING 


a) Bem sete, & 
personal ~ Va and 
demaneaniiactebetae in the home, of. 
fice, store, factory, institution, etc.—it will 
eer ‘ou to investigate the booming DIRECT 
LLING FIELD. Manufacturers and 
agency executives are often amazed to learn 
how easy and inexpensive it is to move mer- 
chandise in big volume ‘tod. Canada. Send sell. 
ing—in ALL 48 states and 
ur letcerh i fer f free of fact- =H 
let, “DIR CT SELLIN The ick. 
est Way to Pregcable Distribution”. 
prove an eye-opener! No <blignice. 


’ 


Saleomans 
OPPORTUNITY 


coreaee._f ay 
tot. ames Yi 
MEW os ANGELES. 2412 W. st, 
Les Angeles § 


It’s much easier 
for a company to coordinate all 
its advertising and promotional ef- 
forts and achieve a “company 
look” for all products. 

Too often when the advertising 
is done by an outside agency, the 


company’s promotion has several | 


“looks.” The merchandise manag- | 
er, for example, comes along and | 
puts out a catalog which is com- 
pletely out of character with the 
agency’s ads, she explained. 

However, without an agency, | 
|she warned, the ad manager must | 
|learn to be more objective than | 
ever before. “There’s no one from | 
the outside to bring you the per- 
tinent facts. You tend to grow 
stale in your own little world.” 

One way to widen the horizons 


is for the house agency to be al- 
lowed to take on outside ac- 
counts, she firmly believes. These 


outside accounts will help keep | 
| lunch with Client B’.” 


| the agency posted on what’s going 
on outside the company, give it 
stimulation and information which 
it might not get if it were confined 
to company contacts. 


s However, keeping those outside 
accounts out of the sights of the 
company is another problem. “The 
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company expects you to be at its 
beck and call all the time. You 
can’t say to them: ‘Sorry I can’t 
meet with you at noon, I’m having 


The outside acounts, however, 
in her experience do not seem to 
be bothered at being handled by a 
house agency. “The important 
thing to them was the work we 
were doing for them.” 

“Another disadvantage of the 
house agency: When you're play- 


YOU CAN HAVE GREATER ADVERTISING 


W HAT HAPPENS when you compare your advertising budget 
with your advertising goals? Do you fear something has to give? 
Maybe not. Maybe this will help you: Check The Wall Street 


Journal. Here’s where your advertising dollar actually buys many 
more impressions today than it used to! You'll be surprised to 
learn, perhaps, that there 7s a No. 1 medium with a cost-per-1,000 
that reminds you of “the good old days.” 
than the good old days — just study the accompanying chart to 
see what a terrific buy this Only National Business Daily is today — 


right now. 


And remember this — the ever-diminishing price tag is for 
quality circulation. For The Journal delivers America’s choicest 


business audience — bar none. 


So, if you must, sharpen your pencil to a pinpoint. But no 
matter how closely you figure, you'll find The Wall Street Journal 
is a mighty shrewd media buy — a mighty rare media buy. 


YOU CAN GET IT WITH 


THE WALL 


In fact, it’s even better 
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ing the dual role of ad manager 
and agency man, there’s no one 
left to pass the buck to. The 
whole stony blame falls on you, 
and that handy phrase, ‘That gol- 
dang agency can’t do anything 
right,” can no longer come to your 
rescue. 


will tell you all about our fall 
plans.’ You’ve got to get up and 
put the show on yourself,” she 
said. 

Getting recognition from media 
proved to be no unsurmountable 
problem for 425 Associates, she re- 
calls. Some took a few weeks, 


welcome, she believes. The media| placement agency? Is there any- 

could hardly refuse to accept ad-| thing wrong with competition? A 

vertising for the outside accounts, | house agency is certainly competi- 

and therefore could hardly refuse | tion to the other agencies.” # 

to take 425’s advertising for Kay- 

ser. Lynn-Western Names Scharr 
Edward Scharr has joined Lynn- 


s The attitude of a regular agency | Western Inc., Los Angeles, as an 


some a few minutes, to “rational- 
s “And in those terrifying sales | ize it out somehow,” but all 

polls nll you can’t get up and say | granted recognition. 

airily: ‘Now I want to introduce| The outside accounts were main- 

Big George from the agency who|ly responsible for winning media 


_— 


to the house agency is “pure snob- 
bishness,” Miss Trahey maintains. 
“I don’t know what is so bad about 
a house setup. How is it worse than 
rebating? How is it worse than a 


}account executive. He formerly 
| was advertising manager of We- 
ber Aircraft Corp., and once 
headed his own agency in Los An- 
geles and Santa Barbara. 


Today. . . Here's where your ad $ sys more! 


“48 


1946 


Chart shows Wall Street Journal circulation growth since 
1946, and cost-per-1,000 subscribers based om any con- 
sistent unit of space. 
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Giant Portable Auditorium 


'Marketed by Wilding 


Wilding Picture Productions Inc., 
Chicago, is marketing a_ port- 
able aluminum and canvas audi- 
torium called the Portatorium for 
expositions, fairs, conventions and 
similar gatherings. The units are 
made to order. A Portatorium for 
seating 1,000 would be 180’ long, 
50’ wide and 22’ high and would 
cost about $20,000. 

The Portatorium, which includes 
a generator and lighting fixtures 
and can be set up for heating or 
air conditioning, can be transport- 
ed in a single truck. 


Maco Toys to Friend-Reiss 

Maco Toys Inc., Brooklyn, has 
appointed Friend-Reiss Advertis- 
ing, New York, to handle television 
promotion for its line. First will be 
a spot campaign breaking Sept. 15 
in major cities for the “Invader 
Gun,” a break-apart toy that can 
be assembled into six different 
guns. 


IT’S NO PUZZLE 


. . When you buy . . KVOS- 
TV Bellingham, Washing- 
ton, FIRST in audience in 
AND Victoria, 
British Columbia (with over 
1 Million persons) PLUS... 
Puget Sound Area North 
(1/5 of the Seattle Distri- 
bution Area) 


Vancouver 


THE 
WHOLE § 
PICTURE® 
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KVOS-TV 
cr 


(SEE FORJOE) 


Fa 5 Se xe ee ‘Reareeriosas . eaage PS sag : a nner) oe Ne lie We : : > Sh ae : a” < : 
Rote tobe! ae =. eee bi Bi ae ae — é a Sate ce home Sapte a 2 citi 5 # fails” 2 “a 7g 
« 2 a re ea “ . pee i oe i ead ; nent z 
‘a : 3 } ' - w . ™ ia Stipa oe 
% z - ; See 
ae a Nae 
Bie 
ae a 
2 ou d a 
lee 
Og 
is Se 
- oats 
Rees 
i ae 
bee a ee 
i ——_— eee] i oe 
; . ta) ad 
of 2 en 
o » fle TD tener 
ze ee eee ee ‘ eces ; oe Sess piss ee ee 
itn Bae Dt ey a * ay ay eae 
4 hr eae tel 
a a Veet, 3 
sg qi t 2 = ROOK: 
i 3 oe a 
i : Pe: 
cy > ‘ net rie EM 
a é ie 
etl = in itll ee Sa 
, i= : 
a ° Cae 
: ae i ene elite page eee eee “Se ee ee ne OF nie 
Le f are , hid seat : page aS oe - ae aes Fier es Ney ens a fee aa 
I aie Se S77 Nie neo Fe te ale em Kal ee < ‘ ; eat oe pe ors aad te 
ns Pea Pri oder ee tat «ie : Bein ae ‘ eye ssins alee ies: SERS am 5 a 
ss - bie aa en 2 a eral Bee ah, OO pe ir ieee ii 
= . a a ous Reg pate Vs aie : eee. Tos ee Beyer. ee * = 
: . a eye a eae, oe a Be ree. ee ve S eee hia 
é Pere etc: a a et oe ee eo ay ms ae . 
aSethe BA, ea nner Le NAL, | eas. “ee (aa tN Ne ae at a 
a Ey ve hit ete An cee” 7S iecll as Se ae en Sedeaeed a eee 
ay — ages’ eicagt a 2 2 june a Ee iS A ca aaa 4 en _ = - ——- - - ei dS ey 
if is ples aa ete Solis 1a ee a r ee oat Wisket Beer. hie eed 
Stes ? i ee eige a (ay) ho ‘ae aoe ee ee in cet a fess aie 
3 gates, aN let ape AS aes Oe aR ERE: eo Oe. tee nia esi! aed ee 
i er: ee oe ae 2 eee ees eae Ve, 08 ‘iene le Ra eas “% paws 
x on gees (aa ae ceeeats = ) baie i be ce, hig oeael ay ae " Bet eee 
2 3 jot st ta miles on ae na Bee aes eo a CL ca a me ee 
- . AY Fp Ras 7 a ete re : ee 4 a ae a ee tee * PES ae ney as oe, 
: Ps Lohan i es Se are ie page 2 ; fy - ™ = 2 pas 
ae re cas ‘Qivah heey Wa ee ee ; en jo vaarae __ Tie 
; % ie ee ei eee at iia ee oe ‘i BE ae ie ae Pa ~ i 
; 4 a eee Set en bee ps so ies : Ba rs pat ee fee: hae : “ 
Fi ea ae ote Bren Pie yet mot, aes ae Fe etre ee ee 
s am Beara) ae Pla Ro bakes = chain Sees ice ee 
ie Se eos nee eee, Eee rn} oat a tee i ; Eee 
g te : zi Pi Satan Se pea vale a > Wen aatet ines Pires 
Sens aiid cae we ae Nd ey teens eee 3 eee EPS ri ce Ue m ‘Toe eae ie? 
; “Safe re eee ee eee abr ake ate : eee =i eae, . Thee 
eee 4 A Be a Ree Pets i Gia 4 4 tit re es ae tee : * =a nie 
(2 ae, Be eae s,s i eae J Gigi Ye spss) ine jase iets see ve ; Bias 
ck: Paice. A Rai Beg iridi aa ey = 4 ee ni iv iy . a ’ ; See, 
ite <oRe pt ea es ay oy ; : ae ea . ea et Ne 
= . aa) ta te 
eae — — —— , a ie | = ay 
; \ | Ce soa 
ey x | een 
. pees FOR bes 
ty ; n ; P ait 
p j ° ipetan eek * 
: } Bade cee 
BY ce . s ws 
i evn 4 Foe ee) 
ae ea aati Mian. 0e Stee Sete Re a * ee eee» hes i See” ¢ o 
Meese aa oe PAR oss tee ee 5: ey ee a eS hore. 3 eae - Pee see is Bey a7 
‘6 Facet eeerr a re A ‘ i i ce eee ee 2 ae es Pea 
a ae Spe lige ‘ ap - ( be ir asi a = 
aS rae SN ne mene és ne Sigg wes 2a 
pee 8 a eee = “ ee tus 
d sid Sa te, Se gga gb et “a aie gird <a : mn ‘i a ey 
= Ee {nee Re TOE NESE Ce Tage ee : — ‘fia pul 
ig Fas Ei rake stage SN aie spas Ake 22) ia Beak 
- ae pe: ae ai Pratt) oy Leni g a ; Same Sa I 
+ See ea a an (Sees ered ; ee ieee Fae 
am Heh Sesigiegia car Sy ye) a en ee RE S65 : 400,000 site ee hers 
é a Ss Peet a 
> 1 ree eee ae ic Rake Mie te 
i" arts pe: * 2.34 a A ae 
ie ee aaa AE Se eae Pega “cage Senne: cae . on i eee > aA 
: ‘ ix c = en i me 
, : a ® 
; — ¢ 
= 40m ag 200,000 | 
Be ; aus : 
~ = : +e, ’ 
suai : ac: 7S ee : 
poor ces ae 3 33 ae 
: oe” eee 4 pga 
oe ‘ eee sae ey ae 
a peers te ae ; ‘ oe 
= A eee ; re ; Jae 
5 Be a te - tage oper: 
Bd eae ri ae S 
— 20-— a Bt 100,000 a 
ra ts os ; ’ ae 
if ; ‘ W Ret sdi cy b * . Bae! 
< 3 x % : = iD sire 
Wis x r ‘ * % ° ey : ag ~ fis Se at 
i 7 : ; rag is oe +s ae plea Rees 
ae rt. ‘ ; ‘ 4 rs z 
om e a ; 2 ats 38 Uerpese sk 3 eee See in ak. ‘ Re Shih 
ae aR ape eRe eR Bae Dh Sahota tog SE Riga OR: Oe! a I ere SS 7 : : 0 te Ww 
: Bm : Re : 
P 0 fe 
: Pe = ‘50 "52 ‘54 = = 
. ’ ‘ai 
; bd i y wee 
Me “ e ’ er 
i 4 a Hin. 
, j GET Fr | vile 
a SS aor 
‘ Taal 
: on - - 
> a ages 
; , e 4 ee 
2 ae 4 ieee 
nae 7 3 Ba = 
, ES ie ea 
is ey ee 
Ae : : %, Fs ae 
5 P “ 
> _ es a ‘t 
‘ 4 ‘a 4 4 
se ae 4 ; 4 ABE 
a j ) - Rau a 
Sig » se ‘ . es 
Ee Bae . is te 
ie 2 . “ On . + 
= q ay na 
Ff a em Eh 
; Behe 
Fae 
7 of 
oy, $3 
“Loe 
wae 4 . ee 
8 ae 
: ~~ 
y = , 
2 - te = a 
va a 
fe ma ee Ct ow 
Hi hes tae 
ie eS ne ae 
ik ae 
te fl fe era 
ase Bie cay 
se ye 
iret ome i 
me ke 
ae ess 
ides os : Be 
yaa ha ais . MER oat ee eae 2 ee ee Tle obs RPT RO Pe kee . eee - NBR > Sih TPA 7 ft SEE Ren ser es ST ’ 4 » oe Red c 
ch Se A al ea oe a Ee a a igh “4 a eee eS = Fey. te Pee Ce ne, ys 
Papi Se er Co Tee. Bet: Wed ei) ty. ic ae ae eke 
° heat he. aan Set rs at re Oy Sut, Mr 
yf he he ' (Wipe Fey : mace, 


72 


‘Facts That Sell’ Offered | 

Jordan & Van Deusen Co., 185 
Mountain Rd., Laguna Beach, Cal., 
is offering its new monthly publi- 
cation free of charge to qualified 
members of industry. The pub- 
lisher is a company composed of | 
graduate engineer-writers who 
specialize in technical sales pro-| 
motion. “Facts That Sell” is “an) 
engineering editorial service for | 


j 


advertising agencies and 
mailer includes articles on “New 
Use for Product Publicity: Mar- 
ket Research” and “Check List for 


Proposal Writers.” 


Needham, Louis Boosts 4 

The Chicago office of Needham, 
Louis & Brorby has appointed B. 
Russell Buck Jr., James Charles- 


Wouldn't SELLING be easy 
if all markets were like 


LUBBOCK: 


(TEXAS) 
... and all media were like 


LUBBOCK AVALANCHE- JOURNAL 
that makes growing Lubbock 
and its 19-county market 


so easy to reach? 


FARAWAY PLACES ARE CALLING...ON CHAMPION 


That wonderful trip you are planning begins on paper—colorful posters, folders 
and glamorous magazine ads call you to faraway places. Chances are many of 
these, as well as envelopes and the tickets to take you there, are printed on coated 
or uncoated papers by Champion. These functional papers with their excellent 
color, uniform quality and dependable press performance are especially adapt- 
able for a wide range of advertising and promotional uses. 


CHAMPION SETS THE 
CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 


27.8% BIGGER... 
29.2% RICHER... 


than last year! 


LUBBOCK 


AVALANCHE- 
JOURNAL 


CIRCULATION OVER 63,000 


the 


WAYNE HENLY, ADV Dwector 
LESTER M. HORNER, Gen. Adv Mor 


Represented Natonally by 
TEXAS DAILY PRESS LEAGUE, INC 
Representing Daly Newspapers Only 


Se eae e eee ee ee eaeeee eee & @ 


their | 
| clients.” The first issue of the self 


worth and James Roos account ex- 
ecutives. All were formerly as- 
sistant account executives at the 
agency. David Winton, previously 
with the agency’s traffic depart- 
ment, has been appointed an as- 
sistant account executive. 


Peerless Sets $500,000 Drive 


Peerless Camera Stores, New 
York, recently purchased by 
Grayson-Robinson, has announced 
a $500,000 advertising budget, re- 
portedly the largest in its 25-year 
history. The program will include 
newspapers, magazines and mail 
order. Kameny Associates, New 
York, is the Peerless agency. 


Reilly Adds Four Stations 

William J. Reilly, radio and tv 
representative, Chicago, has been 
appointed to represent in the mid- 
west these stations: KLFY-TV, 
Lafayette, La.; KLYN, Amarillo; 
WHYE, Roanoke, and WWOK, 
Charlotte, N. C., all radio sta- 
tions. 


New York, Sept. 2—Nobody 
seems to know what a tv rating 
means, least of all the sponsors 
who use them to decide whether 
to keep a show or not, according 
to Bernard Asbell in an article in 
the current Harper’s Magazine, on 
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No One Understands TV Ratings, But They‘re 
All Sponsor Has, Asbell Says in ‘Harper's’ 


“TV Ratings—What They Really) 


Mean.” 

“But a cultural decision maker 
has got to base his decisions on 
something—and there is no deny- 
ing that when you don’t know 
what a number means, a big num- 
ber is more comforting than a 
small one,” Mr. Asbeli notes. 

Ratings will tell a sponsor how 
many homes his show has reached. 
Some ratings will even tell him 
what kinds of homes he has 
reached. But they won’t tell him 
much about which members of the 
family watched. Or how atten- 
tive they were or whether they 
watched the commercials, accord- 


= 


PACE IN 


PAPERMAKING 


Quality coated and un- 
coated papers for books, 
magazines, envelopes, 
labels, boxwraps, greet- 
ing cards, business forms, 
tags, tablets, food packag- 
ing, and many other uses, 


aod 
— 


Dennis Stock/Magnum 


PAPERS 


ing to Mr. Asbell, who covers the 
music business and the radio-tv 
scene in Chicago for Billboard. 


s “The fact is—as any adman will 
allow—that advertising know-how 
has not kept pace with techno- 
logical progress,”’ Mr. Asbell says. 
“Calculating machines produce 
figures that the men who operate 
them cannot yet interpret. Says 
Ed Hynes, one of the owners of 
Trendex: 

“ ‘Sometimes a sponsor calls me. 
He says, “You gave me a 5.3 last 
month. Is that a good rating?” 
How the hell do I know? So many 
things figure in, like his time costs, 
his talent costs, what kind of peo- 
ple he wants to reach, what age, 
what income, even what tempera- 
ment. A rating is just a number. 
It measures the size of an audi- 
ence. It doesn’t measure effective- 
ness. It doesn’t even measure 
whether people like the show” ’.” 


= Mr. Asbell sums up the varying 
methods of the rating services to 
show why there can be a disparity 
between the different ratings for 
one show. Sometimes a margin of 
error is involved, one which can 
be reduced if the sample were in- 
creased. But this would increase 
the cost of the service beyond its 
worth. 

Moreover, Mr. Asbell adds, the 
researchers would just as soon the 
various rating services stayed as 
they are, because the researcher 
“prefers to rummage among four 
rating services and get answers to 
more questions. He can take this 
one for speed, that one for the 
most reliable sample, this one for 
socio-economic separations of 
homes, that one for learning which 
members of the family were 
watching, this one for urban view- 
ers, that one for farm families, 
this one for a market-by-market 
report. He can even build one case 
for keeping a show and another 
case for dropping it, depending 
upon the sponsor’s whim.” + 


Castle & Cooke to Introduce 
Macadamia Nuts This Fall 

With ads in Gourmet, The New 
Yorker, The New York Times Mag- 
azine and Sunset Magazine, Cas- 
tle & Cooke, Hawaii grocer and 
packer, will introduce a new Ha- 
waiian produced, macadamia nuts, 
starting this fall. The aim this 
year is to build a brand awareness 
for the Royal Hawaiian macada- 
mia nuts among higher-income 
consumers in Chicago, Los Ange- 
les, New York and San Francisco. 
N. W. Ayer & Son, Philadelphia, 
is the agency. 


BofA Boosts Kilcheski 


Frank Kilcheski has been pro- 
moted from central manager of 
chain store sales, Chicago, to man- 
ager of chain store sales for the 
Bureau of Advertising, American 
Newspaper Publishers Assn., New 
York. He succeeds Charles M. 
Hildner, named eastern sales man- 
ager. 


Gibson Voted Board Chairman 


Edwin T. Gibson, formerly exec 
vp and director of General Foods 
Corp. and the man General Foods 
credits with the Birds Eye frozen 
foods idea, has been elected board 
chairman of Market Research Corp. 
of America. He will serve as full- 
time executive of the nationwide 
research organization. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 
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Billings Names Naus, Adds | 

Ramon R. Naus, formerly with 
|the Philadelphia National Bank 
and the Bureau of National Affairs, 
| has joined Billings Advertising Co., 
Philadelphia, as assistant to the 
| president. The agency has also been 
appointed to handle advertising for 
the Albuquerque, N. M., Bus Co. 


_Ohrenschall to Midland Screw 
| Robert F. Ohrenschall has been 
|named director of sales planning 


and marketing of Midland Screw; Akron. 


Corp., Chicago. He previously was 


an account executive with John | Kaufman to ‘Modern Bride’ 


O’Rourke Advertising, San Fran- 
cisco. 


Meyers Starts Akron Agency 
Philip A. Meyers, formerly ac- 
count executive with WCUE and 
WHKK, Akron radio stations, has 
formed his own agency, Meyers 
Advertising Agency, with head- 
quarters at 675 Dorchester Rd., 


Sanford Kaufman, formerly sales 
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| tising Ltd., has been named direc- 
|tor of research of F. H. Hayhurst 
Co. Ltd., Toronto. 


promotion manager of Forbes Mag- 
azine, has joined Ziff-Davis Pub- 
lishing Co. in the new post of ad- 
vertising promotion director of 


NEW YORK + CHICAGO 
A widely seaposene firm 
d prof 4 J, 


old (the s new (the 
BeAMSS). The oie) Wother's Det uxe straight bourbon oged 7 years 
eeek. T ~ 


2 curved, with J gger Top 
Mendsome new nae feo No teurben oneeiia e+ Ore Cotene 
whan Walkers Deiune 


STARTER—This color page, running 
in the Sept. 8 Life, is the first in 
a “considerable push” for Walker’s 
De Luxe bourbon in its new pack- 
ages. Foote, Cone & Belding, Chi- 


cago, is the agency for the Hiram 
Walker brand. 


Wunderman Shop 
Opens with Rose, 
Hamilton Accounts 


(Continued from Page 2) 
heim executive said the quartet | 
was “optimistic” about taking some | 
accounts with them, while Presi- 
dent Maxwell Sackheim said there | 
were “no account changes that I 
know of” pending. 

Today, ADVERTISING AGE was told | 
that the rose bush grower and the | 
institute had switched to the new | 
agency from Sackheim. 


= The new agency has opened of- | 
fices at 345 Madison Ave. Lester 
Wunderman is president; Edwin 


Lester Wunderman 


Ricotta vp and art director; Harry | 
Kline, vp and account superintend- | 
ent, and Irving Wunderman, vp 
and copy chief. Mr. Kline was ac-| 
count executive for Alexander 
Hamilton and Famous Artists, 
schools at Maxwell Sackheim. Mr. | 
Ricotta and Irving Wunderman 


| 
| 
| 


Irving Wunderman | 


Harry Kline 


held the same titles at the former | 
agency. Lester Wunderman was 
exec vp and chairman of the 
plans board. 

The agency is adding personnel | 
but would not announce them at 
this time. Fully staffed, Wunder- 
man, Ricotta & Kline expects to 
employ about 13. # 


} 

| 

Duofold Appoints C&éH 
Duofold Inc., Mohawk, N. Y., 
manufacturer of Duofold apparel 
for men, women and children, has 
appointed Calkins & Holden, New 
York, to handle its advertising. The 
account had been handled for the 


past 43 years by Moser & Cotins, | 
now a division of Rumrill Co., | 


Rochester. 


Modern Bride. enstion Publishers 
Harris Joins Hayhurst Representatives 
Robert E. Harris, formerly direc- 516 Fifth Ave., N.Y.C. 
tor of research of Foster Adver- MU 2-5253 
ee 


Kiwarkeable 


COMBINES 


Extn 


“Skilled labor, good churches and civic organizations, locally 
managed industry whose bosses are not inhibited about 
going into a public fray when fighting needs to be done, 
clean factories, these all contribute to a handsome and 
pleasant town.” 


Thus Chicago Tribune reporter Joe Ator describes 
Rockford. In further comment about this city with its 
450 diversified industries, he says: 

“Why is Rockford an industrial center? The Rock River 
valley has a supply of skilled labor which is being exported 
in the form of high labor cost goods to the nation and 
world. Productive skilled labor is the cornerstone . . 


“This is not all the answer as it applies to Rockford. 
That city has continued to expand. Its industrial employ- 
ment rose from 35,111 in 1947 to 43,325 in March 1957. 
Between 1940 and 1947 factory employment increased by 
89.9 per cent, as against 56.4 per cent in Illinois and a 


ROCKFOR 


ILLINOIS 


slightly lower figure for the nation. 


“To begin with, Rockford is the only city in which this 
reporter ever saw people standing in line, strung out for a 
quarter of a block on a gloomy February morning, to get 
into church. 


“Rockford is the most beautiful industrial city in Illinois, 
certainly one of the most attractive in the nation, and this 
despite the fact that some of its factory buildings are 100 
years old. Its attractiveness is not confined to the neighbor- 
hoods where the bosses live. Workmen’s homes are spic 
and span, surrounded by lawns and flower beds.”’ 


These are the words of an outside reporter observing a 
city new to him. But, his words describe better than mere 
statistics the rich industrial and agricultural market of 
over a half-million people, which you can reach profitably 
through its daily newspapers, the Rockford Morning Star 
and Rockford Register-Republic. 


te re # 
* m 


LEADS TOTAL RETAIL SALES 
pee \\ BUYING INCOME ROCKFORD 
CITIES IN... } mo AT THE 
ILLINOIS* . ut TOP 
*(Outside Chicago) NUMBER OF HOUSEHOLDS IN ILLINOIS 


AND GROWING! 


ROCKFORD MORNING STAR 


Rockford Register-Republic 
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Cabot Elects Chase President ; ; 
Harold Cabot & ot ee tees Big, Small Agencies 


elected Harold Cabot chairman of Win Top Ad Awards 


the board and Edward F. Chase as 
president and treasurer. Exec vp|j Ca ; rni 

since 1955, Mr. Chase succeeds Mr. in lifo a Fair 
Cabot, who had been president 


Pacific Coast Inc. operation. The} 
new agency is the West Coast di-| 


| vision of Fletcher D. Richards Inc. | 


| 


HHW also won a bronze medal | 
in the regional campaign division 
for a campaign for Granny Goose | 


SACRAMENTO, Sept. 3—Agencies| Foods. 
since founding the agency in 1929. modest and mighty stood abreast | 


The awards were presented by 
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Nielsen Network TV 
Two Weeks Ending Aug. 9, 1958 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


The agency has reported that its in the spotlight of ad awards given | Gov. Goodwin J. Knight Aug. 30 at | Homes 
billings have doubled in the last) by the 1958 California State Fair &|the fair’s annual press-radio-tv | °°" regres (000) 
five years to where it now handles | Exposition. banquet. # 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccccccccccccsneneeneeeens 15,652 
nearly 40 accounts. Three gold medals for advertis- | : 2 et Rk ee = | en ONE mee ee ee 12,470 
ing achievements were presented | 3 EE SII, GHIIIED  tntnshcisdensasenanscssavunthiinarseseteiasbecicbiicteakcaaiakitaaielaiditalidan ns 12,255 
by the fair’s judges to Batten, Bar- | Plan TV Cartoon Series : 4 Ed Sullivan Show (Mercury, Kodak, CBS) ..............cccccccsscecseceesneeseeeseenscceneees 11,825 
PRINTING BUYERS ton, Durstine & Osborn (for Cling| 4, Larry Harmon-Ted Ticktin Pro-| 5 Have Gun, Will Travel (Whitehall, Lever, CBS) ..... 11,653 
|Peach Advisory Board) in the na-| Films Corp pte oe Rg lec 6 Alfred Hitchcock Presents (Bristol-Myers, CBS) .........ccccccccccscsssseseseesseesnees 11,438 
tional campaign category; C. A. bd . ee Tales of Wells Fargo (American Tobacco, Buick, NBC) .........ccccccccccceseeoees 11,051 
PAGTS—chout rotted effect printing | ars -ceisen Advertising, Sacramen-| 2" 28reement whereby Harmon-/ g — GE Theater (General Electric, CBS) .scccsccssscessnssssnenussernesun 10,793 
© Paper in rolls costs less ‘to (for Parisian bread), in the lo-| 1#¢ktin will produce 312 animated! 9 top Ten Lucy Shows (General Foods, CBS) .cccccsccsssoosssnssseuseseeevseersee 10,793 
© Prints 4 times as fast cal campaign group, and to brand | °#'t0ons for tv distribution by Jay-| 19 price ts Right—10 p.m. (Speidel, RCA, NBC) ..cccccsccsssssssnssscesseuneemnenn 10,750 
© Prints 2 sides in one operation new Harris, Harlan, Wood, San ark. 
© Prints and folds on press Francisco (for Instant Folger’s cof- PER CENT OF TV HOMES REACHED? 
© Two colors at single-color prices | fe), in the regional campaign cat- Hawkins Joins Western p Homes 
CATALOGS—CIRCULARS, etc. egory. Robert D. Hawkins, formerly an Rank rogram (%) 
account executive of Kenyon & ' Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............ccccccccceceesseesceeseneeres 37.3 
DANNER PREss Inc |@ Harris, Harlan, Wood was! Eckhardt, Chicago, has ‘joined Weer ee a Teh GR. BD; Gs ID nieve sccseescasenincensneseccescccisennsiiisesssnossene 29.5 
’ * |formed this past summer (AA,/ Western Advertising Agency, Chi-| 3 I a i lt calla anestecbacnebongsereboninstcmions 29.3 
Akron, Ohio June 30) out of the former Brooke,| cago and Racine, Wis., as vp and | 4 Ed Sullivan Show (Mercury, Kodak, CBS) ...............ccccceccecceseeseecesseeseesrerenees 28.1 
FRanklin 6-6175 | Smith, French & Dorrance of the | account supervisor. | Have Gun, Will Travel (Whitehall, Lever, CBS) ..........ccccccccccsssesescseseesencsvecsvevare 27.9 
a . “ all 6 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............cc..ccccccccesccosseeesseeesennvenes 27.6 
 : Tales of Wells Fargo (American Tobacco, Buick, NBC) o..............ccccccccceeeeeee 26.3 
SCARS. ~ SSP eae Sar 8 PRT ree Fea ti Ngo tec cw te ee eee Mags. «| i ; 8 I ID GUIDO HID csi cccesernscsossnsocsnncesonsaoscnsissssvnsesdeseectebensanse 26.3 
os A : ‘ 4 9 Top Ten Lucy Shows (General Foods, CBS) ..............ccccssssessensesseserseesenenserernnee 26.0 
- Your Salesman on Sight in the Southeast’s Biggest Rich Market | 10 Price Is Right—10 p.m. (Spoiol, RCA, NBC) accssccsscssccssssssssornssnnssnsonee 25.9 
j WHERE RET All S ALES TO sha Nielsen Average Audience** 
: TAL $3,078,943,000 "6 TOTAL HOMES REACHED 7 
é th omes 
y ; Be | Rank Program (000) 
; 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccccccccseseeseesceeeeaeees 14,577 
2 ee IIL Oh, CURING MINED .cccssscvnccconcncesvonsessvocshsenensessecscentossose 11,094 
3 I a a loll din ncensinipionsbubeniacholiios 11,008 
4 Have Gun, Will Travel (Whitehall, Lever, CBS) ...............ccccccccccescseeesseves 10,750 
| $ Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............ccccccccccceseecesseeeenee 9,976 
6 ee IG ED os slic daciaasenntietbenipsaviceonbsbsoeuacacns 9,847 
7 Top Ten Lucy Shows (General Foods, CBS) ...........:ccccsscsersesseeseesenseeenenseneee 9,804 
8 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............ccccccccceeseeees 9,804 
9 ne AUER, CURLIN, “TONNE. oct oiepuslidehabsnnionbedssbennh oheansionessnee’ beetenia 9,761 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..............0:.ccccceeees 9,374 


WINSTON-SALEM | 


Put your salesman in a market where sales are 
popping at the retail level to the tune of more than 
3 billion dollars . . . the 75 county WSJS market. 


Winston-Salem 
for { Greensboro 
High Point 


AFFILIATE 


Call Headley-Reed 


7 Ziv TV Names Andrew Jaegar 


PER CENT OF TV HOMES REACHED} 


Program 


Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........ccccccccccccecsensesseeeneeeeneees 
rns rr Tek, TRRUNIIIN CIRD canis sc scnsavecnsescesvoricesoonvnsnnoonitcoienessanes 
SOD ar aa i, a cubishhapenimebinttensuciounnescipeiinn 
Have Gun, Will Travel (Whitehall, Lever, CBS) ...............cccccccccccccceeeeceeeeecenneeene 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............ccccccccceeesceseeeeeeeeesennenee 
i nner SNORT MENOGOUUNE, IIIIED 5 sccconssnsbiesintaeedastketeeecsccncsnesecdtieteiensaoebuies 
Top Ten Lucy Shows (General Foods, CBS) ............cccsssscccssesesseeseenseeneeetensenees 
Price Is Right—10 p.m. (Speidel, RCA, NBC) ............c.:cccsccccsesscesneeneeneenesssens 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Wyatt Earp (General Mills, Procter & Gamble) ............:.c.cccssecseeeeeseeseeseenes 

* Homes reached by all or any part of the program except for homes viewing only one 
to five minutes. 

** Homes reached during an average minute of the program. 


oVON OO WS WH 


|| + Percented ratings are based on tv homes within reach of station facilities used. 


formerly a 


member of the national sales staff | ere GS oa 
BUSINESSPAPERS 
manager of the tv film producer- MEAN BUSINESS 


distributor’s new regional sales di- 


vision. See pages 46 and 47 
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-EGISTER a 

~~ lasting impression 
that will sell your 

: service or product with 


expert typography 


“Where typesetting is still an art" 


S E R V | Cc a typographers, inc. 


723 S. Wells Street * Chicago 7, Illinois « HArrison 7-8560 
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Nation’s Business 


A USEFUL LOOK AHEAD AvuGUST 1956 


PwGtee es 


trae ae i oe Ahead 


eh 


ONY sells the owner-executive 
in Nation’s Business 


Mutual Of New York’s specially designed advertising campaign in Leading Business Insurance How to enjoy your jOb race » 

Nation’s Business addressed specifically to owner-executives offers Advertisers Sell This Profitable Coming: Revolution in management pace ar 
valuable help in dealing with personnel problems. In one week after Market. The List Includes: This tax plan would boost business pace ss 
the first insertion over 100 businessmen from 31 states had re- ieteeee Manel Control your OWN SUCCESS ace v0 
sponded . . . in two months, they totalled over 1200. About 38% Mutual Of New York 


of these are men at the top level in corporate giants and in those The Travelers Insurance Company — 
vitally important, busy medium-sized companies on the way up. Insurance Company of North America 
These are the executives who have an owner’s interest, an owner’s Lincoln National Life Insurance Company 
“ hori apo New York Life Insurance Company 
stake, an owners aut jority to take action. Aetna Life insurance Company 
Nation’s Business is edited for owner-executives. Of 750,000 Hartford Fire Insurance Company 

subscribers, 550,000 are the presidents, owners or partners of firms 
or are stock-owning corporate officials. Here is broad coverage of 750,000 PAID CIRCULATION, ABC 

. . “es ia ce i ia ... ineludes 80,000 members of the Chamber 
all markets in all sections of America. This is the largest concentra st Gammense of Gs U5. end cane 
tion of ownership-motivated executives available to you today! other busi sives. 
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Carter has now supplied a list;S. M. Whitehill, sales manager, Denver; mark Plastics division of Cohn- 


Here Are Additions and Corrections a be marketing, sales and adver- | | o'Neal Callahan, sales manager, Billings Hall-Marx. 


ng personne] which represents | division Warner-Lambert Pharmaceutical 
been changes from the listing | ADVERTISING Co 


to Profiles of Leading Advertisers poe re printed. The new eS Sea eae A number of corrections made in 


|F. Vaniderstine, advertising manager, Bill-|the galley proof of the Warner- 


MARKETING PERSONNEL | ies Lambert story failed to appear in 

New York, Sept. 4—To Apver- of Carter Oil Co., a subsidiary, was| w. w. Bryan, marketing vp and director, | United Merchants & the 100 rp Be issue. They fol- 
TISING AGE’s 80-plus pages of pro- given as $720, 831. This represented | Tulsa Manufacturers low: Edward W. Whitney has 
files on the 100 leading national d C. D. Hill, manager of marketing, Billings, . = : . : y 4 
Bg an error in addition. Carter spent | “yon. Alvin H. Goldstein was errone-| succeeded Paul Robinson as di- 

advertisers, which appeared in the | $306,928 in measured media and | G. T. Phipps, assistant of marketing, Bill- | ously carried as advertising direc-| rector of advertising and promo- 
Aug. 25 gr the following addi- | another $493,072 in unmeasured| !#* odie tor of the Cohn-Hall-Marx divi-|tion for Warner-Chilcott Labora- 
= and corrections shou media for an estimated total €x-|; 5 pieming, sales manager, Seattle i-| Sion. Mr. Goldstein is advertising| tories. Mr. Robinson is now on 
penditure of $800,000. | vision |and promotion director of the Co-| special asonang assignment. 


American Home Products Corp. 


Two officials of Wyeth Labora- a “4 " * 
4 tories were not listed: D. J. With-| of) Weer 4 j 
% ington, director of promotion, and ete.” ee ae — : 2 ss all 7 _4 pA = \ [4-4 | 4’ ol 
: Norman O. Oldroyd, advertising ne ae 3 Be aa a ee te 2: Og si =e ; = 

manager. <' ae it g : : a i 

Edward C. McManus has suc- eo oe ’ yt : 
ceeded William H. Strawson as vp shies ee : Ki 
in charge of sales for Whitehall 
Pharmacal Co. Mr. Strawson is 
now vp and general manager, Bro- 
mo-Seltzer and Fizzies (Family 
Products division of Warner-Lam- 
bert Pharmaceutical Co.). 

Chesebrough-Pond’s Inc. 

The company inadvertently in- 
formed AA that John Monsarrat 
was account supervisor on _ its 
products handled by J. Walter 
Thompson Co. Actually, Arthur 
Porter has succeeded as account 
supervisor. John Drucker, Sam 
Wolf and Robert Boslet are ac- 
count executives. 


Firestone Tire & Rubber Co. 

Aitkin-Kynett Co., Philadelphia, | 
is the agency for the Firestone 
Plastics Co., a division of Fire- | 
stone Tire & Rubber. Grey pba 
tising, New York, had been listed 
with the account. In July, Grey) 
announced it would no longer han- | 
dle Firestone’s Velon and Exon| 
divisions, effective Nov. 1. Grey | 
added, however, that it would con- | 
tinue on Firestone’s Foame divi- 
sion. 


Sell like '60 in 1959! 


S | 


In the light construction field... 


the Builder 
Is the Buyer' 


To sell any product, you have to reach the buyer. To sell building 

products, you have to reach the builder, for he is the buyer.* It is 

he who decides on the type and brand for the majority of all products 

going into his jobs. And PRACTICAL BUILDER is the magazine 

that builders read and depend upon. In PRACTICAL BUILDER 

you reach MORE builder buying power. ..at the lowest cost. 


aS “pol 3 2m oI 


General Electric Co. 

At Maxon Inc., New York, the | 
account executive on the radio re- | 
ceiver department of GE’s house-| 
wares and radio receiver division | 
is actually Dorothy Adams and not | 
P. T. Connolly. 


Gillette Co. 

Boone Gross, president, was mis- 
identified as Boone Grosse. The) 
retired board chairman of Gillette 
was said to be Joseph P. Spaney 
Jr. Actually, his name is aiens 

| 


P. Spang Jr. 


Standard Oil Co. 
(New Jersey) 
The measured media expenditure 


Warwick TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 States 


*Write for the John T. Fosdick Associates study on 3 
how building materials were purchased for 13,895 homes. i 


WARWICK TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. | 
Serving Clients in 43 States 

| 


| 
| 


WARWICK TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 Stotes | 
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Raymond C. Thorne replaces Wil-| 
liam H. Mysch as manager of sales| 
administration at Warner-Chilcott. 
As sales manager and marketing 
director for the Prolon plastics 
dinnerware division, a title which 
did not appear in the profiles, the 
name Theodore F. Wilson should 
be inserted. 

To clear up possible confusion 
about the status of Robert Urban, 
former exec vp of the Family Prod- 
ucts division: Mr. Urban has) 
moved to the Hazel Bishop Co. as| 


president and chief executive of- 
ficer. He has been joined at Bishop 
by Matthew F. Ruffle, former di- 
rector of marketing for Richard 
Hudnut, now a sales vp. Gerald 
Blake was overlooked as an ac- 
count executive on Warner-Lam- 
bert products at Lambert & Feas- 
ley. 

Finally, the company has abol- 
ished the position of vp for mar- 
keting in the Warner-Chilcott di- 
vision, replacing it with a senior 
vp post. Spencer M. Fossel, who 


held the marketing job, 
longer with the company and Rob- 


and secretary to Warner-Lambert, 
has been named senior vp of War- 
ner-Chilcott. 


Johnson & Johnson 
In the personnel listings in the 
Chicopee Mills division, the follow- 
ing agency information was omit- 
ted. 
ADVERTISING AGENCY 


Lennen & Newell, New York—Baby 
Products division—Chix gauze diapers, 


is no| 


Chux gauze diapers, Chix Crib 


77 


sheets, ;|fanette petit coat fabrics, Cinolast, plain 
| Redi-Fol diapers, Chix diaper liners, pil- | and printed fabrics—Jackson Taylor, ac- 


: | low cases, disposal diaper pads and pan-/|count supervisor, Keat Murdock, account 
ert B. Clark, previously counsel | ties, Swan-Soft diapers, sheets, Baby Best | executive. 


|Ssheets and diapers; Lumite division— 


|Lum-Puf fashion fabrics, indoor and out- | 


door upholstery furniture fabrics, fiber- 
glass, screencloth, Saran insect screening, 
woven industrial fabrics, Chix-on rayon 
fabrics, Chic-Spun multi-fibre fabrics, 
woven Saran seat cover fabrics, woven 
synthetic spun fabrics; Masslinn division 
—Masslin towels, napkins, table cloths, 
Dottie Dusters, Miracloth, drapery fab- 
rics, industrial fabrics, casket linings, 
Flairform interfacing; General line divi- 
sion—Shapewell linings, plant bed covers, 
Chix cheese cloth, nylon nets, Bouf- 


eur 
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sell like 


Reach the builder and 
‘60 in 1959/ 


Ask your PRACTICAL BUILDER representative for 
market data, campaign materials and details on how you 


can benefit from this promotion most effectively. 


Te (NESSES TES ES ROE ee ae eRe pe mR er ee a lS 


Practical Builder 


The only magazine edited exclusively for builders » 5 South Wabash Avenue, Chicago 3, Illinois 
Offices in New York, Cleveland, Miami, San Francisco, Portland, Los Angeles 


xe! 


Builders prefer PRACTICAL BUILDER because it is edited 
exclusively for them ... is continually alert to their needs. Right now, 
an exciting new PRACTICAL BUILDER selling theme is spurring 
home sales throughout the country. The light construction industry 

is solidly promoting the “Smart people build (or buy) BEFORE a boom!" 
campaign ... Convincing prospective home buyers that NOW 

is the time to build or buy. This action program will result in the 
building of 100,000 to 200,000 homes in 1959 that otherwise 

might not be started until 1960 or 1961. 
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| 
| 


\ 
IN 


| small 
| about Byer & Bowman, a solid group of 


| 66 S. bth St. © Columbus, Ohio © CA 1-775) 


Among AA’s sources of informa- 
tion in compiling advertising fig- 
ures was the Television Bureau of 
Advertising. # 


Brooks Named ‘Call-Bulletin’ 
Ad Head Succeeding Litchfield 

Wallace Brooks has been named 
advertising director of the San 
Francisco Call- 
Bulletin, suc- 
ceeding R. L. 
Litchfield, who 
has retired after 
28 years as ad di- 
rector and 39 
years with the 
newspaper. 

Mr. Brooks 
joined the Call- 
Bulletin in 1956 
as associate ad 
director. He pre- 
viously had served on the Phoenix 
Republic, San Francisco Exam- 
iner, San Francisco News, Chicago 
Tribune and Chicago Sun. On the 
Chicago Sun, Mr. Brooks was 
named ad director when the news- 
paper was founded by the late 
Marshall Field and resigned five 
years later to go into his own man- 
agement consultant business. 


‘Hot Rod’ Raises Rates; 
Appoints Dale Naet 

Effective with the January issue, 
Hot Rod will increase its rates 
from $1,500 to $1,650 for a b&w 
page. At the same time, the circu- 
lation base will be increased from 
437,250 to 445,580 ABC. Circulation 
for the August issue reached 490,- 
000, the magazine reports. 

Dale Naef, formerly of Ace 
Equipment Co., has joined the pub- 
lication as assistant advertising 
manager. 


Wallace Brooks 


Swenson to Wool Bureau 

Thelma Jean Swenson, formerly 
merchandising consultant with 
Barbizon Corp., has joined the 
women’s wear promotion depart- 
ment of the Wool Bureau, New 
York. 


LOOKING FOR A 4-A 
ADVERTISING HN / 

AGENCY IN. | \0\\\\//// 
CENTRAL \W ) 


If geography is no bar to our serving 
you (and air travel has made this a 
country), consider these facts 


hard-working midwest people: 

@ 32 years with same firm name, owner- 
ship and active management. 

@ only AAAA agency in Central Ohio. 

@ staff of 50. 

®@ topflight PR department. Member P.R.S.A. 

* 


fully-stoffed TV - Radio department; re- 
cording and projection facilities. 


@ strong in creation and production of 
collateral material, with eye to saving 
client money. 


@ expert morketing counsel. 

@ operate in 18,000 square feet of our 
own building. 

@ use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry 
into our reputation and competence. 

Byer & Bowman 
Advertising Agency 
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PHOTOGRAPHIC 
REVIEW 


McKenna Olsen Buzby 
GET TOGETHER—At Chilton Co.’s party in Los Angeles 
for Southern California agencies were G. C. Buzby, 
Chilton president; Robert £E. McKenna, Electronic 
Industries, and George T. Hook, Iron Age, Chilton 
publishers; and guests, Fred Olsen, Hixson & Jor- 


Schacht 


McKenzie Hook Fenwick 

gensen; Herman Schacht, Herman Schacht Adver- 
tising; Don McKenzie, Stromberger, LaVene, Mc- 
Kenzie, and David Fenwick, Robinson-Jensen, Fen- 
wick & Haynes. Frank Chapman (not shown), Gas 
and Butane-Propane News publisher, was the host. 


Timberlake 


CHILDREN’S HOUR—Youthful art was the inspiration 
for the artwork for Gerber Products Co.’s shelf cards 
(left) and for the California Dairy Industry Advis- 
ory Board and Sacramento Milk Council posters at 
the right. D’Arcy Advertising Co., New York, is the 
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Mann Mikkelsen 
NEW OFFICERS—Elected to head the new Magazine 
Club of San Francisco are Donald Mikkelsen, Na- 
tional Geographic Magazine, president; Miles Doo- 
her, Townsend, Millsap & Co., vp; Lewis Vogler, 
Conaway-Klaner-Vogler, treasurer, and Richard 


Price 


4 


OFFICIAL—Following a resolution by 
the city council that Los Angeles is 
the Swimsuit Capital of the World, 
scrolls were presented to models 
Kathy Ludwig, Dee Mergel and Jo 
Ann Waddell, representing Rose 
Marie Reid, Cole of California and 
Catalina, by Councilman Timber- 
lake. Looking on are Councilwom- 
an Rosalind Wyman, author of the 
resolution, and John Gibson Jr., 


Gibson gavel wielder. 


Gerber agency; Cunningham & Walsh, San Francis- 
co, is the agency for both the others. Shown with 
the milk posters is John Flack, C&W art director. 
The posters will appear throughout California dur- 
ing the next ten months. 


— _ —— 
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Dooher Vogler 
Mann, The New Yorker, secretary. Shown also are 
Lew Russell, Meredith Publishing Co., chairman of 
the welfare committee; Lee Price, Time, chairman, 
entertainment committee, and Robert Stephens, 
Blanchard-Nichols, membership chairman, 


Epp Stafford Walsh 
EXAMPLE—Shirley Stafford of Gardner Advertising Co. tries out the 
statue’s pose with the aid of Dick Epp, also of Gardner, and Dolan 
Walsh, D’Arcy Advertising Co., at a pool and picnic party given for 
St. Louis advertising people by Venard, Rintoul & McConnell, sta- 

tion representative. 


oe 


Boehnert Rubenstein Regehr Jirasek 
FIRST EDITION—Looking over cover designs for the Chicago Art Direc- 
tors Club’s first “annual of Midwest Advertising Art” are Ken Boeh- 
nert, editor; Carl Regehr, designer; Len Rubenstein and Ed Jirasek, 
chairman and co-chairman of the club’s 26th annual exhibit. All 
entries accepted for showing in the exhibit this fall will be repro- 
duced in the new yearbook. Deadline for entries, both print and tv, 
is Sept. 15. 


Moster's Mr. dames 
Resident Incend ars 


a8 ee 


TRIAL BY FIRE—The Marines, a special mixture of gasoline, a bor- 

rowed testing grounds and an intrepid photographer were a few of 

the necessities involved in this Mosler Safe Co. color spread which 

shows Mr. James, “resident incendiary,” testing out a Mosler safe. 

Ad will run in the Sept. 20 Business Week and October Fortune, 
Cunningham & Walsh is the agency. 
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The automobile people are 
saying it in Detroit, where 
previews of the new models have 


i 


met with tremendous enthusiasm. 


; The economists are saying it 
in Wall Street, where foreeasts 


are for a 5'4-million-car year. 
The public’s saying it in surveys, 
where a big need for new cars 
is indicated. 
All road signs point to a 
fine °59 for Detroit’s cars, 
Detroit’s workers, Detroit’s stores. 
Ride the upcurve! Reach these 
/ workers and tell your story 
| through the pages of The Detroit 
News. It has Michigan’s largest 
circulation and carries more 
advertising than both other 

\ ‘Detroit papers combined. 


What's the good word in Detroit 
for °59?— 


Detroit News ca 


472,191 Weekdays, 588,989 Sunday, ABC 3/31/58 
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‘BH&G,’ ‘Good Housekeeping’ 
Are on Cranberry Schedule 

The National Cranberry Assn., 
Hanson, Mass., has scheduled ads 
in Better Homes & Gardens and 
Good Housekeeping in the fall 
campaign for its Ocean Spray 
products. These two publications 
were omitted from the media list 
given in an earlier story (AA, Aug. 
11). 


National Catholic Family Magazine 


Read by ALL the 
family—and in 
LARGER families. 
NOVEMBER ISSUE CLOSING SEPT. 20 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 
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(Continued from Page 3) 
shades and emphases between the 
two polar points, and the graph 
on which answers are plotted is 
scaled to register these attitudes 
precisely. Mogul has been work- 
ing with graphs scaled so that 
there are 11 gradations between 
each opposite. 

Thus, if a respondent in the beer 
survey said a particular brand, in 
his opinion, has about average ad- 
vertising—neither too much nor 
too little—this answer would fall 
at about the middle of the graph. 
Or if he said this brand tended to 
have a flat taste, but not exces- 
sively flat, this answer would fall 
over on the “flat” side of the 
graph rather than on the “zesty” 
| side. 


® Different graphs are used for 
different groups of consumers. One 


Mogul ‘Semantic Differential’ Aims 
to Provide Qualitative Research Data 


\graph, for example, will be used 
| for the users of a particular brand 
|and another one for the non-users 
|or former users. 

| By use of transparent overlays, 
|one graph can then be placed over 
|another—say, the former user over 
ithe user—and a viewer will be 
able to see at a glance the signifi- 
cant differences in brand profile. 

Take a coffee survey, for ex- 
ample. Interviewers will question 
jusers of Maxwell House and users 
lof A&P Bokar on their impres- 
sions of the brand they use. 

They might be asked: “What 
kind of people do you think used 
'this coffee: Easterners or western- 
ers? American-born or foreign- 
ers?” One graph placed over an- 
other will then reveal the brand 
image differences. 

Mogul points out that the PSI 
technique can also be used as a 


promotionally, too... 


WDAU-TV 


-.. towering over Northeastern Pennsylvania 
CBS Television in Scranton-Wilkes Barre 
Call H-R Television 


there’s 


always 


toa 
WDAU-TV 


buy! 


Advertisers always get the full impact on WDAU-TV of popular 
CBS-TV shows...the area’s best filmed and live local shows... 
plus intensive regional coverage of events no matter whether 
routine or extraordinary. For these reasons, WDAU-TV is Scranton- 
Wilkes Barre’s* consistent ARB leader! 


But there’s more... the constant efforts of a staff of promotionally 
alert, merchandising-wise ‘“‘Barnums’”’ leaving no stone unturned 
to support your campaign with extra-curricular showmanship and 
off-the-air activity. 


Result: larger, more attentive audiences and dealer enthusiasm 
in a market where everybody considers WDAU-TV to be his own 
station! 


*Scranton-Wilkes Barre plus 52 communities each with a population of 5000 or more! 
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PRODUCT SEMANTIC INDICES 


++ 
teheeee 


$$4444444-44444 


eacscessesese: 


SSE SSSSSESSEEESEEEEES! 


2 seaneseennt 
ttttertttee 


peace: 


+44 4444544444444 
$+4444444444444+4+4 


+ 
tet ttee 
++ +44 gee 
+ PBe ee 
pueeesees 
peeneees 


+4444-44+4+44444+4+44444++4++ 


$444444444444+4++44+44+ 


+-44444-44444-444+4++4+-44 


Cotfee 8 - ----- 


| 
|continuing test to measure the ef- 
fect of a change in advertising. 
One can make a survey and plot 
|the answers on a graph. The ad- 
| ventilating may then be changed 
and another survey taken in six 
/months, By placing one graph over 
)another, one presumably should be 
jable to tell whether the new cam- 
paign has had any significant re- 
| sults. 


= The Mogul agency is high on 
this new technique for three rea- 
sons: (1) It is cheap. The agency 
says statistically reliable results 
are obtained with the number of 
interviews limited to 25 to 40. (2) 
It is fast. A survey can be taken 
in a day. (3) It can be used as a 
continuing check. 

Messrs. Lockman and Martin 
believe PSI is an important break- 
through in the problem of re- 
solving the conflict between qual- 
itative and quantitative research. 
They said PSI will give a quick, 
reliable picture of “over-all brand 
or corporate image.” This picture, 
| they added, will also indicate 


Emi hog ne 


which areas might be explored 
further with motivation research 
studies, + 


N. Y. Agencies Merge to Form 
Posner Zabin Loewy-Stempel 

Posner-Zabin Advertising and 
Loewy-Stempel Advertising, New 
York, friendly competitors during 
the past four years at 95 Madison 
Ave., have merged to form Posner 
Zabin Loewy Stempel Inc., located 
at the same address. Elected offi- 
cers are Henry H. Loewy, chair- 
man of the board; James B. Zabin, 
president; Irving R. Stempel, exec 
vp, and Jack Posner, secretary- 
treasurer. 


NEW ENGLAND 


j SJQUIPMENT DEALER 


“Inter-Locked"" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 
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we 


0’ 


Thos. F. 


MG Gireatla 


and Associates 


Photo Engravings 


160 E, Illinois St., Chicago 11, Ill. 
Telephone: DElaware 7-5142 


“Indeed, sor, they 
do a foine job 


plate making’ 


“The fact that McGrath is 
an Irish name meant little 
to me,” said a man from the 
Emerald Isle. “But whin I 
was in Chicago I had occa- 
sion to go through the 
McGrath plant and, begor- 
rah, I niver saw a foiner 
set-up in m’ life for making 
photo engravings.” 


Day and Night Service 
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GERARD S. FOWLER has been ap- 
pointed exec vp and general man- 
ager of the Richard Hudnut divi- 
sion, Warner-Lambert Pharma- 
ceutical Co. Previously vp and di- 
rector of sales, he now has mar- 
keting responsibilities for the Du- 
Barry, Sportsman and _ Richard 
Hudnut lines. 


Army Supplied 
Actors in Sponsored 
Film, SAG Charges 


Los ANGELES, Sept. 2—The 
Screen Actors Guild has asked a 
California congressman, Joseph 
Holt, to investigate reports of U.S. 
Army participation in the produc- 
tion of a filmed tv series in Ger- 
many which is being telecast com- 
mercially in the U. S. The guild 
says it has been informed that in 
the production of “The Citizen 
Soldier,” American soldiers are 
working in the films as actors and 
extra players, without pay except 
for $9 a day expenses, and that 
Army equipment is being loaned 
free of charge. 

In a letter to the congressman, 
the guild says: “Undoubtedly the 
Army will claim that its coopera- 
tion has been extended to help its 
recruitment program. But it seems 
to us that under no circumstances 
should U. S. Army personnel be 
allowed to perform without re- 
muneration in commercially spon- 
sored filmed television programs. 
We would view the matter differ- 
ently were the programs public 
service ones and un-sponsored.” 

The letter asserts the series is 
taking time on the air that might 
be filled by another series that 


might have employed hundreds of | 
American actors and craftsmen, = | 


Three ‘Time’ Editions 
Set ‘59 Rate Increases 

Three international editions of 
Time will increase their advertis- 
ing rates next year. Effective Jan. 
5, Time Atlantic will move up its 
b&w page rate $90 to $1,680; at 
the same time, the circulation rate 
base will be increased 5,000 to 
125,000. Effective the same date, 
the b&w page rate in Time Latin 
American will move up $75 to $1,- 
075, while the circulation rate base 
is increased 10,000 to 60,000-65,- 
000. Effective April 6, Time Pa- 
cific will increase its b&w rate 
$150 to $1,200 and its circulation 
rate base 10,000 to 65,000-70,000. 


Cellulose Names Meyerhoft 

Cellulose Products Corp., an af- 
filiate of Johnson & Johnson, Mill- 
town, N. J., manufacturer of Yes 
facial and toilet tissues, has ap- 
pointed Arthur Meyerhoff & Co., 
Chicago, to handle its advertising. 
Erwin Wasey, Ruthrauff & Ryan, 
previously handled the Yes ac- 
count. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 
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| Detroit NIAA Elects Door Co., president; Robert N.| Dries, Stran-Steel Corp., secretary, | marketing manager of the GE rec- 


Industrial Marketers of Detroit,| Blatchford, Gray & Kilgore, 1st vp; and Marvin E. Olson, New Equip-|tifier department, has been ap- 
local chapter of National Industrial | John M. Van Wagoner, Wolverine | ment Digest, treasurer. |pointed manager of marketing of 
Advertisers Assn., has elected offi- | Tube division, Calumet & Hecla, the receiving tube department of 


cers for the 1958-59 season. They | 2nd vp; William Reichard, Ameri- | GE Appoints Greenwood General Electric Co., Owensboro, 


are Carl B. Anderson, Crawford|can Mach«ist, 3rd vp; Arthur F.| Walter F. Greenwood, formerly | Ky. 


es iat tates ieee 


SAN DIEGO: A BIGGER MARKET 


With 1957 apparel store sales totaling $67,203,000.00 
the San Diego market ranks 23rd among the nation’s 280 Metropolitan County areas. . . 


bigger than — 


ATLANTA, GEORGIA .. . $66,078,000 COLUMBUS, OHIO . . . $55,605,000 
SEATTLE, WASHINGTON . $60,178,000 LOUISVILLE, KENTUCKY . $52,061,000 


To sell San Diego . . . to penetrate this alive and thriving market . . . 
advertise in The San Diego Union and Evening Tribune. Combined daily circulation: 
202,242! 84.4% readership — unduplicated. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER CIRCULATION FIGURE: 6 MONTHS ENOING MARCH 31, 1958, AS SUBMITTED TO ABC 


The San Diego Union - AVENING TRIBUNE 


Ne 
| “The Ring fe) of Truth” 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
Los Angeles . . . served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Red Crown, 

VIENNA SAUSAGE 
“The Big Difference is Quality” 
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4 FAVORITR WITH ERNIE BANE 


ae cnc mow 


Try These Other Had Crown Favorites. 


Hol Crown King of Flavor and Quality 


TESTIMONIAL—Ballplayer Ernie 
Banks endorses Red Crown Vienna 
sausage for United Packers, Chi- 
cago, in this half-page in Ebony 
in October. Jackson, Haerr, Peter- 
son & Hall, Peoria, Ill., is the new 
agency on the account. 


Court Rules Pink 
Pepsamar Infringes 
Pepto-Bismol's Tint 


Utica, N. Y., Sept. 3—A federal 
judge here has enjoined Sterling 
Drug Co., maker of a pink indiges- 
tion remedy called Pepsamar, from 
displaying the product in a pink 
hue or using pink as a descriptive 
color in its advertising. 

Norwich Pharmacal Co., maker 
of Pepto-Bismol, also a pink prod- 
uct of similar use, brought the ac- 
tion. 

Judge Stephan W. Brennan said 
that if Pepsamar is continued as a 
pink preparation it must be of- 
fered in a blue colored glass bot- 
tle. 

“Pepsamar is practically a car- 
bon copy of Pepto-Bismol insofar 
as its ingredients, color and its in- 
tended functions are concerned,” 
the judge said. 


# Norwich, headquartered in Nor- 
wich, N. Y., contended that Ster- 
ling had “imitated its product in 
such a manner as to confuse the 
buying public, to destroy Norwich’s 
property rights to a degree which 
would be considered unfair in the 
light of ethical practices required 
of business competitors.” 

Its contention was based prin- 
cipally on the almost exact imita- 
tion of the color of Pepto-Bismol 
by Sterling, and the emphasis on 
the pink color which has been 
stressed in the advertising for both 
products. 

Use of the pink color, said to 
have no therapeutic value, “would 
seem indicative of the intention to 
trade upon the dress of a competi- 
tor, and taken together with the 


es ii 
ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 


‘|exploiting of the pink color in its 


advertising, would constitute un- 
fair competition,” the court said. + 


Jablons Joins Jordan, Sieber 

J. Mitchell Jablons has joined 
Jordan, Sieber & Corbett, New 
York, as director of professional 
relations. Mr. Jablons was formerly 
an account executive with Ted 
Bates & Co., in charge of public 
and professional relations on Mil- 
town, the tranquilizer made by 
Wallace Laboratories. Jordan, Sie- 


ber specializes in ethical drug ad- 


vertising. 


Barnard & Small Launched 
Kurt Barnard, 


formerly with 


at 42 W. 33rd St. 


Altman-Hall Names Frampton 
A. Ellis Frampton has been 
named director of merchandising 


Trade Distributors Inc., and Sam/jof Altman-Hall Associates, Erie, 


Small, formerly head of the agen- 
cy bearing his name, have formed 
Barnard & Small Associates, New 
York, an agency designed to offer 
a full range of services in the 


Pa. He retired last month from 
Hammermill Paper Co., Erie, 
where for 31 years he was adver- 
tising and promotion manager. 


marketing field. It will also be| Ogilivie Named Sales Rep 


geared to service companies sell- 
ing in Latin America. Offices are 


Frank L. Ogilivie Jr. has been 
named by Industrial Publishing 
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Corp., Cleveland, to be sales repre- 
sentative for Flow, Material Han- 
dling Illustrated and The Flow 
Directory in the New York and 
New England territory. 


Vanadium Boosts Farrell 

John J. Farre!l!, formerly district 
representative in the Chicago of- 
fice of Vanadium Corp. of America, 
has been named assistant manag- 
er, sales promotion and advertis- 
ing, in the company’s New York 
headquarters. 
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Goetz Joins Hollywood Film 

Ted Goetz, formerly tv produc- 
er in the Hollywood office of Bat- 
ten, Barton, Durstine & Osborn, 
has joined Hollywood Film Com- 
mercials as a director and produc- 
tion supervisor. 


Acomb Names Levi VP 

William J. Levi has been named 
a vp of Robert Acomb Inc., Cin- 
cinnati. He has been an account 
executive with the agency for 
eight years. 
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Payntar Adds Kiddie-Line 

Payntar Advertising Agency, 
Northbrook, Ill, has been ap- 
pointed to handle advertising, sales 
promotion and merchandising pro- 
grams for Kiddie-Line Furniture, 
Skokie, Il. 


Baker Ostrin to MacManus 

Baker Ostrin, formerly with 
Compton Advertising, has joined 
the Los Angeles office of MacMan- 
us, John & Adams as creative di- 
rector. 


92% of Its Men Readers Watched Sports, 
87% Participated, ‘Sports Illustrated’ Says 


New York, Sept.- 2—Sports II- 
lustrated takes a detailed look at 
its subscriber families in a newly 
released survey conducted by Au- 
dits & Surveys Co. 

The 100-page report, with 86 ta- 
bles covering various activities 
and characteristics of Sports II- 
lustrated households, covers inter- 
views in 2,600 households. Sub- 


scriptions account for about 89% 
of SI’s 850,000 circulation. 
Advertising Research Foundation 
gave consultation on the study. 
Lester R. Frankel, exec vp of 
Audits & Surveys, said in the in- 
troduction: “We believe this is the 
most intensive study of a maga- 
zine’s subscriber-families that has 
ever been undertaken. It should 
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Just like that, you're right next to your customers! No other 
advertising medium moves faster. Call us today, and tomorrow 
New York’s most persuasive radio salesmen deliver your mes- 
sage. Star personalities like Jack Sterling, Lanny Ross, Jim Lowe, 
Galen Drake, Stan Freeman and Martha Wright give a product 
story very special delivery. Welcome as old friends all over New 
York, they’re believed in the way only old friends are (as a major 
study of listener attitudes revealed). And they do your selling on 
the station with the widest circle of friends in New York (over 1.6 
million different families a day*). Want to move your products 


fast? Just pick up the phone. We expedite! WCBS RADIO 


Represented by CBS Radio Spot Sales 


$29 
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*Most recent Cumulative Pulse Analysis 


add materially to both advertisers’ 
and agencies’ knowledge and un- 
derstanding of the selective mag- 
azine field.” 


s The average number of persons 
in the SI subscriber-family, ac- 
cording to the survey, is 3.73. The 
report indicated 92.4% of the men 
in these families attended at least 
one sports event during the pre- 
ceding year; this was also true for 
97.4% of the boys (10-17 years), 
70.9% of the women and 91.2% of 
the girls (10-17). 

The respondents were not spec- 
tators only. 87% of the men par- 
ticipated in at least one sport dur- 
ing the year, as did 96% of the 
boys, 58.5% of the women and 
91.1% of the girls. In three of the 
four groups fishing was the most 
popular sport. The girls preferred 
bowling. 

General family activities of 
readers are most often centered 
around a church or synagogue 
group, according to the survey. 
47% said the greatest amount of 
family participation takes place in 
these groups. 

Other facts uncovered by the 
survey: 


e Median income of subscriber 
families is $9,258; 67.4% of the 
male heads of the households have 
had at least some college training; 
91.2% of the households have tv 
sets; 72.1% have automatic clothes 


washers, 70.8% electric shavers. 
94% of the families own a car 


(38% owned two or more}. 
Among male heads of house- 
holds, 24.2% are “top executives” 
(executive officers, general man- 
agers), 32.4% are managers or de- 
partment heads, and 18.2% are in 
professional or technical fields. + 


HMI Ofters Scholarships 

The House Magazine Institute 
is offering three full-tuition schol- 
arships for study in advanced 
journalism this semester at New 
York University. Those interested 
should write for details not later 
than Sept. 15 to Mary Higgins, 
advertising manager, Stein, Hall 
& Co., 285 Madison Ave., New 
York. Applicants must currently 
be engaged in editing a company 
publication. 


Merrill, McEnroe Gains One 

Klein’s Sporting Goods Inc., Chi- 
cago, has appointed Merrill, Mc- 
Enroe & Associates, Chicago, to 
direct its local and national adver- 
tising and promotion programs. 
Schram Advertising Co., Chicago, 
is the previous agency of record. 
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Write for FREE SAMPLE 
of an exotic plant 


Worlds Largest Supplier 
of Horticultural Premiums 
Please write ottention ARTHUR ADAMS 
Cn . 
+ SJ) ORCHIDS OF HAWAII, INC. 
305 - 7th AVENUE, NEW YORK 1, N.Y 
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INSTITUTIONAL—This ad is part of a/| 
new corporate campaign for Pratt, 
Read & Co., 160-year-old maker 
of piano and organ keyboards and 
actions. The ads run in musical in- 
dustry publications. Smith & Dori- 
an, New York, is the agency. 


Effective Corporate 
Symbols Needed in 
Ads, Landor Says 


San Francisco, Sept. 3—Great 
need exists today for “maximum 
effectiveness of corporate symbols” 
in all forms of visual advertising, 
members of the San Francisco Ad- 
vertising Club were told here today 
by Walter Landor, industrial de- 
sign expert. 

“The corporate image,” Mr. Lan- 
dor told the adclub, “can be a 24- 
hour-a-day salesman for the com- 
pany if the proper elements have 
gone into the making of the image. 


= “Expressing the unlimited po-| 
tential of its all important visual’ 
aspects,” Mr. Landor declared, “is| 
the task for the industrial designer | 
who can make the brand image 
conjure up the difference that pro-| 
duces customer loyalty.” 

Mr. Landor presented an illus-| 
trated review of package design | 
work for such clients as Lever 
Bros., Swift, Olin Mathieson, | 
American Bakeries, Crown Zeller- 
bach and others. = 


Transtfilm Enlarges Statt 
Transfilm Inc., tv and industrial | 
film producer, New York, has pro- | 
AR moted two executives and en- 
larged its staff with 16 new mem- 
bers to handle increased tv com- 
mercial and business film activity. 
Philip Larschan and Michael Cal- 
amari, senior editors for eight 
years, have been appointed staff 
producer and supervising editor, 
respectively. Robert Melahn, for- 
merly with Caravel Films, and 
John Trenear, previously with the 
CBS-TV Network division, have 
been named staff producers. Irene 
Chagnon, formerly with Wilding 
Picture Productions, has been ap- 
pointed casting director and tv 
commercial sales assistant. 13 ad- 
ditional employes ranging from 
senior editors to animation artists 
have been added in the staff ex- 
pansion. 


3 Larson Names Savage-Lewis 
Larson Boat Works, Little Falls, 
Minn., has named Savage-Lewis, 
Minneapolis, to handle advertising 
for Larson Fiberglas boats, which 
will be sold nationally through 
franchised boat molders. 


MEN WHO READ 
fl D BUSINESSPAPERS 


MEAN BUSINESS 


See pages 46 and 17 


. Greyhound Keys Fall | peci@! 45-minute motion picture| Tv and radio spots, newspapers,|tising group, is $1,000 per b&w 


es 
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|explaining Greyhound’s autumn|travel posters and point of sale| page, based on a newsstand guar- 
Push to Steve Allen | marketing program will be shown) material also will be used in the|antee of 500,000. Advertising of- 
|'to company personnel. The film| push. Grey Advertising Agency,|fices are at 330 Fifth Ave., New 
Return to Airwaves peer rio Steve — oma, New York, is the agency. # York. 
|and the “men on the street.” 
Curcaco, Sept. 2—Greyhound| Tv commercials will highlight| Banner Sets Men's Group ‘Maclean's’ Ofters 
Corp. will introduce a national| Greyhound’s safety and dependa-| Banner Magazines Inc., New s ial Ad Uni 
sales campaign, “Operation Mo- bility, and such special services as| York, will publish O.K. For Men, pecia nits 
mentum,” to cover its September charters and package express. A| the first of three titles in its men’s| Maclean’s Magazine, Toronto, is 
through December promotions. |safety booklet, “Driving Like a| group, Sept. 9. Guy will be pub-|now offering new space units 
Sales activities have been keyed! Pro,” with a cartoon format, will) lished Oct. 9 and Combat Nov. 6.|called “Printaculars” which in- 
to start with the return of Steve) be distributed to the public via the| Advertising rate for the maga-j|clude concertina-fold inserts, die- 
Allen to television on Sept. 7. A| Steve Allen show (NBC-TV). | zines, sold as a bi-monthly adver-|cut pages, fold-outs and inserts. 
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If you sell to insurance people... ¥ 


... the most frequently quoted insurance publication. Issued monthly, 
with a circulation of more than 16,000, it reaches men at the management 


i\ level both in the field and home offices of the nation’s leading insurance 

5 tator \ companies of every type—fire, life, casualty, accident and health. Readers 
pet A report that they use this magazine as a reference piece and keep it on desks 
= ; or in files, where it can be consulted frequently and easily. Recent surveys 


indicate that it covers 90% of all insurance offices having eight or more 
employees—a huge market for office furniture, equipment and supplies of 
every kind. Annual expenditures for such items by life and property 
companies alone are estimated to top $106,000,000. 


a. 34% 


The Spectator is published by Chilton—a company with the resources and 
experience to make each of 16 trade and industrial publications outstanding. 
In keeping with policy, the staff of The Spectator devotes full time to the 
publication, striving for editorial excellence and quality circulation, earning 
the confidence of readers and advertisers alike. 
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MacLean Plans 2 New Books 
Hugh C. MacLean Publications 
Ltd., Don Mills, Ont., Canada, 
will issue two new business maga- 
zines in 1959. Canadian Consult- 
ing Engineer is expected to be is- 
sued in March, and Hospital Con- 
struction & Administration will be 
issued in April. Both will be bi- 
monthlies initially. A survey is be- 
ing made to determine the circu- 
lation and advertising rates for the 
new publications, L. H. C. Jen- 
nings, manager of advertising and 


sales promotion for MacLean, said.|ing, Toledo, has added five new 
This is expected to be completed | accounts. They are Haulette divi- 


in about two months. The pro- 
jected publications will be standard 
size (7x10”) and format. The com- 
pany publishes, among other pa- 
pers, Engineering & Contract Rec- 
ord, Building Guide and Canadian 
Architect and also has a Canadian 
daily construction reporting serv- 
ice, MacLean Building Reports. 


Phillipps-Thackeray Adds 5 
Phillipps-Thackeray Advertis- 


|sion of Fayette Mfg. Co., Morenci, 


Mich., maker of tractor and im- 
plement trailers; Kewaunee Mfg. 
Co., Adrian, Mich., laboratory 
equipment and furniture maker; 
Pipe Fabrication Institute, Pitts- 
burgh, an association of pipe fab- 
ricating companies; Shaw-Kendall 
Engineering Co., Toledo, pipe fab- 
ricator and distributor, and Flex- 
o-Trell Inc., Toledo, manufacturer 
of aluminum garden specialties. 


Lonpon, Sept. 2—The Institute 
of Practitioners in Advertising is 
intervening—by request—in an 
agency man’s nightmare come 
true: two big campaigns ready to 
break for competing brands of vi- 
tamin capsules based on a common 
theme. 

The products are Supavite, made 
by Bristol-Myers Co. Ltd., and ad- 


you can sell better in 


THE SPECTAT 


ilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia.39, Pennsylvania’ 


Publisher of: Department Store Economist + The Iron Age + Hardware Age ¢ The Spectator « Automotive Industries « Boot and Shoe Recorder 
Commercial Car Journal + Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 
Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing « Business, Technical and Educational Books 


85 


British Agencies Plot Same Ad Theme for 
Competing Clients, Seek Outside Arbiter 


| vertised by Erwin Wasey, Ruth- 
rauff & Ryan Ltd.; and a new 
| product, Azymil, made by Marfleet 
|Refining Co., and advertised by 
| Dolan, Ducker, Whitcombe & Stew- 
art Ltd. 

Both campaigns are based on the 
|theme “Hidden Hunger” which is 
| incorporated in packs, leaflets, 
|salesmen’s brochures and all ad- 
vertising material—including tele- 
vision commercials. 


= The two campaigns were due to 
break in the fall. Now rapid be- 
hind-the-scenes moves are taking 
place in an attempt to prevent the 
clash. 

| The conflict came to light when 
| preliminary ads appeared for one 
|product in the Hull Daily Mail, 
| hometown newspaper of Marfleet, 
|}and for the other in the Daily Ex- 


| press. 


Alarmed by the coincidence, both 
|agencies immediately went into 
| consultation and called in the IPA 

to work out a solution. 

A DDWS spokesman said the 
hidden hunger theme was initiated 
|for Azymil in March. Everything 
|is printed, television commercials 
| have been produced and some ad- 
| vertisements in women’s publica- 
|tions have already gone to press. 
|The full campaign was due to 
| break Sept. 20. 

A spokesman for EWRR said 
| they began their campaign plan- 
ning for Supavite, an established 
| product, in December. The hidden 
hunger theme was approved in 
mid-February. Their campaign was 
/also due to break in September. # 


Mercedes-Benz Sales Unit 
Set by Studebaker 

Studebaker-Packard Corp., 
South Bend, Ind., has set up Mer- 
, cedes-Benz Sales Inc., a new whol- 
| ly owned subsidiary, to promote 
isales of the German-made car, 
now an important segment of S-P’s 
| business, 

President of the new subsidiary 
jis L. A. Fleener, who has been 
| general manager of the Mercedes 
|operation since S-P acquired dis- 
| tribution rights in April, 1957. Mr. 
Fleener was with General Motors 
for 14 years before joining White 
Motor Co. in 1940. He has been 
with S-P since 1955. D’Arcy Ad- 
| vertising handles the S-P account. 


“CEE! THIS BEER 


REALLY TASTES LIKE BEER!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
| some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE!" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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Direct Mailers 
Prepare Mailing 
Lists Code 


New York, Sept. 4—A code of 
ethics and standards of practice 
for the rental and exchange of 
mailing lists has been adopted by 
the Direct Mail Advertising Assn. 
board, it was disclosed today. 

The code, now undergoing the 
scrutiny of DMAA legal counsel, 
is expected to be mailed to DMAA 
members after the DMAA conven- 
tion next week. 

A preview of the mailing list 
code was presented today to the 
One Hundred Million Club at its 
luncheon meeting here by Direct 
Mail Counselor Boyce Morgan of 
Boyce Morgan Associates, Wash- 
ington. Mr. Morgan was a DMAA 
board member for three years. He 
helped formulate the code. 


= With an increase in third class 
postal rates becoming effective 
Jan. 1, mailers must improve their 
results and reduce operating costs, 
he said. 

“I know of no other phase of 
direct mail operations where both 
these objectives can be accom- 
plished at the same time, as they 
can be by the improvement of 
mailing list procedures,” he said. 
“That improvement is one main 
objective of the new mailing list 
code.” 

He added that there is another 
reason for adopting such a code— 
“the long-range reputation and 
prestige of direct mail.” 

The code has 19 pages of single- 
spaced typewritten copy. Section 
headings consist of purpose of the 
code, obligations of list owner, 
mailer and list broker, relations of 
mailer, list owner and broker, and 
enforcement of the code. 


s “It is definitely not a collection 
of fine-sounding ethical pro- 
nouncements te be given pious lip 
service by DMAA members and 
then shoved in the bottom of the 
desk drawer and thereafter for- 
gotten and ignored,” he said. 

DMAA members will be asked 
to subscribe voluntarily to the 
code. They will be asked to sign a 
statement saying they will comply 
with provisions applying to their 
operations. Names of members 
who subscribe to the code will be 
on file in DMAA’s office, avail- 
able for inspection by those inter- 
ested. 


= Enforcement of the code will de- 
pend on list certification commit- 
tees, composed of four mailers, a 
list owner and a list broker. The 
code spells out how groups of mail- 
ers who use the same type of 
mailing lists can form such a com- 
mittee if they wish, and have it 
approved by the DMAA board. 

Any list owner who wants his 
list certified as complying with 
the code will sign a statement of 
compliance and submit i to the 
committee. The committee will 
certify the list, assign it a certi- 
7 fication number, and notify the 
. owner and all list brokers han- 
dling the list that it is a DMAA 
certified mailing list. 


® Cards which go out to prospec- 
tive mailers on this list will bear 
the DMAA seal of compliance and 
the certification number. The seal 
will tell the mailer fhat the list 


il 
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See pages 46 and 47 


owner complies with the code. The 
certification number will identify 
the list and prevent it from being 
confused with another list of sim- 
lar name and nature. 

“If any mailer later has reason 
to believe that a certified list is 
violating the code, he can notify 
the certification committee, which 
will investigate,” Mr. Morgan said. 
“In most cases such investigation 
should be enough to induce the 
list owner to correct any violation 
of the code. But if any owner re- 
peatedly violates the code, the 
committee can withdraw its certi- 
fication of the list by a two-thirds 
vote of the committee members.” 


® The list code can become a pow- 
er for good in the industry, he 
said. 

Its enforcement is in the hands 
of a committee chosen by the 
mailers themselves, he explained, 
“the people who are actually us- 
ing the list and paying the list 
owner for using it.” 

List owners will observe the 


code because they will profit fi- 
nancially if they do and suffer 
financially if they don’t, he said. 
Most mailers will observe the code 
because it will help them operate 
more efficiently, reduce errors and 
save money, he added. 

“A code of this kind can not be 
one whit better or stronger than 
the willingness of the people who 
believe in it to observe and sup- 
port it,” he warned. “If a solid 
majority of the mailers repre- 
sented here are for it, it can’t fail. 
If many of you are against it, or if 
you just don’t care enough to do 
anything about it, it’s a dead 
duck.” # 


3Ms Sets Yule Wrapping Ad 
The Minnesota Mining & Mfg. 
Co., Minneapolis-St. Paul, will run 
a 16-page “Christmas Magic Gift 
Wrapping Guide” in the December 
issue of Ladies’ Home Journal. 
The ad will combine the compa- 
ny’s products, Scotch brand cello- 
phane and gift tapes and Sasheen 
ribbon, to promote their uses for 


Christmas gift wrapping. A pro- 
motion program for stores is be- 
ing planned. MacManus, John & 
Adams, Bloomfield Hills, Mich., is 
the agency. 


Sealy Sets Fall Push 

Sealy Inc., Chicago, will pro- 
mote its Posturepedic mattress 
this fall with page b&w ads in 
Better Homes & Gardens, Good 
Housekeeping, Life, True Story 
and Modern Bride’s winter book. 
Newspapers and spot radio and tv 
will be used in selected markets. 
J. Walter Thompson Co., Chicago, 
is the agency. 


F&K Sets New Discounts 

Foster & Kleiser Co., San Fran- 
cisco outdoor ad company, is of- 
fering a new discount plan allow- 
ing discounts of 5%, 7%% and 
10% for 50 showings maintained 
for six, nine and 12 months re- 
spectively. The plan, labeled the 
1959 Discount Plan, supersedes 
the company’s Continuity Discount 
Plan. 
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Tyson & Co. Brochure Out 

O. S. Tyson & Co., New York, 
has published an eight-page bro- 
chure titled “What Makes An Ad- 
vertising Agency Unique?” The 
booklet explains the agency’s ap- 
plication of the marketing concept 
to industrial selling and tells how 
the agency is set up to provide 
this service. Copies are available 
from the agency’s offices at 230 
Park Ave., New York. 


Rate Increase Announced 

Industrial Equipment News, 
Thomas Publishing Co., has issued 
a new ad rate card—No. 8, effec- 
tive September, 1958. For a one- 
time one-ninth page the rate is up 
from $175 to $195. 


Barber Named KTOP Manager 

Robert A. Barber, formerly with 
WMAR-TV and WITH, Baltimore, 
and who has been with KTOP, 
Topeka, Kan., since March of this 
year, has been appointed manager 
of KTOP. 
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Jordan, Sieber 
Adds 2 Accounts 
in N.Y. Operation 


} 

New York, Sept. 3—Jordan, Sie- 
f ber & Corbett, Chicago-based eth- 
} ical drug agency, opened a New 
York office last April and now has 
two new accounts to show for it, 
ADVERTISING AGE learned this week. 

The agency has been given a 
new product—a chocolate vitamin 
—by White Laboratories and has 
been named to handle advertising 
for Tailby-Nason Co., maker of 
pharmaceutical specialties. 

The White product was formerly 
handled by Harry C. Phibbs Ad- 
vertising Co., Chicago. White, 
which merged last year with 
Schering Corp., continues to use 
Phibbs and William Douglas Mc- 
Adams Inc. for its other lines. 


® The Tailby-Nason account was 
resigned recently by Ted Gotthelf 
Associates, New York. The com- 
pany is a division of International 
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Latex Corp. 

Jordan, Sieber, formed in Chi- 
cago in 1946, opened a New York 
office to be closer to the eastern- 
headquartered drug companies. 
Charles R. Jordan, president of 
the agency, moved to New York to 
head the new office. 

Harold C. Palmer, who previ- 
ously worked for Cortez F. Enloe 
Inc. and Merck & Co., has joined 
the New York office as an account 
executive. + 


Seagram Boosts Rappaport 

Leonard H. Rappaport, formerly 
staff assistant to the budget direc- 
tor of Joseph E. Seagram & Sons, 
New York, has been appointed as- 
sistant to the national sales pro- 
motion manager of Seagram-Dis- 
tillers Co. 


Rogers & Cowan Moves 

Rogers & Cowan, public rela- 
tions organization, New York, has 
moved. its headquarters to 40 E. 
49th St., New York. Joseph Wol- 
handler is vp in charge of the New 
York office. 


: “Bir 


HALO THERE—A revolving “angel” 
tops a retail display for Bireley’s 
division bottlers in Los Angeles 


KIDS ARE GOOD 


and Oakland markets. 


jes been appointed public rela- 


| Thompson to Gulf PR Post 


Craig Thompson, veteran New | 


| York reporter, one-time Time cor- 
respondent and free lance writer, 


tions director of Gulf Oil Co. He 
succeeds W. R. Huber, who re- 
cently retired. 


Kamens Joins Research Center 

Wallace C. Kamens has joined 
the Center for Research in Market- 
ing Inc., New York, as a vp and 
marketing specialist. He was for- 
merly a vp of Frank Gianninoto 
& Associates. 


Scranton to Mackes, Taylor 

Scranton Aluminum Mfg. Co., 
Scranton, Pa., maker of aluminum 
ladders, has named Mackes & Tay- 
lor, Allentown, Pa., to handle its 
advertising. 


Phil Davis Changes Address 
Phil Davis Musical Enterprises, 

musical commercial producer, New 

York, has moved its offices to 59 


E. 54th St. 
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WTVJ-Miami, for 10 years decisively first in 
South Florida, proudly announces the purchase 
of WLOS-TV, Asheville-GreenvilleSpartanburg. 

The same skilled, aggressive, and experienced 
management developed at WTVJ will now add 
new dimensions of greatness to a station already 
offering formidable advantages: 


WTVsS BUYS WLOS-TV 


e@ A giant market of 62 counties in 6 states with 
425,360 TV homes. 


@ TREMENDOUS COVERAGE PROVIDED BY 
THE SOUTH’S HIGHEST TOWER, 6089 FEET 
ABOVE SEA LEVEL. 


ENTERS SOUTHEASTERN TV... 


a The only unduplicated network coverage of 
Asheville-Greenville-Spartanburg ... making 
WLOS-TV the market’s only single-station buy. 


(Data from NCS #3) 


Ask our station representatives for the exciting story 
of the new WLOS-TV and its vast market today ! 


WLOS-TV 


UNDUPLICATED ABC FOR 


ASHEVILLE « GREENVILLE ¢ SPARTANBURG 


Represented by Venard, Rintoul & McConnell, Inc. 
Southeastern Representative: James S. Ayers Co. 


BUILDING 
PRODUCTS 
ADVERTISING 


strengthens 
every link 
in your chain 
of sales in 
home building 


DESIGN AND 
SPECIFICATION 
where your 
product sales 
are first 
set up 


PURCHASE 
ORDER 


where your products 
are bought 


APPRAISAL 
AND 
FINANCE 
where your products are 
evaluated for 
inclusion in mortgages 


DISTRIBUTION 
where your products 
are supplied 
and 
promoted 


a 


SALES 
where your 
product's brand name 
is displayed to the 
final consumer 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 
magazine, more mortgage lenders 
than read any mortgage finance 
magazine, more distributors than 
read any dealer magazine, more 


realty men 

than read ouse 
any realty & 
magazine. ome 
home building’s only industry magazine 
9 Rockefeller Piaza, New York 20, N. Y, 
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Do you want 
1958 rates 
for 1959? 


Write or wire Carol Vedder, 


advertising contract manager, 


CH 1-0711, Farm Quarterly. 


‘The Farm 
Quarterly 


22 East 12th St. Cincinnati 10, Ohio 


A two inch rate holder contract nails 
down 1958 rates for the year 1959. You en- 
joy increased ABC guarantee and pay only 
current rates; not the new 8% increased 
rates. Act now! Thank you. 


Carol Vedder, advertising contract manager 


Advertising Age, September 8, 1958 


S 90, >, A LETTER OF THANKS TO THE SALESMEN OF AMERICA ove YD 
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THANKS—Ford Motor Co. in its institutional campaign in Automotive 
News pays tribute to “the salesmen of America” in this b&w spread 
in the Sept. 8 issue. Kenyon & Eckhardt is the agency. 


JULIAN SAMMET 

New York, Sept. 2—Julian M.| 
Sammet, 58, customer relations| 
manager of General Electric Co.’s 
housewares and radio-receiver di- 
vision since 1956 and a former 
department store executive, died 
Aug. 25 at Mount Sinai Hospital 
following a heart attack. 

After graduating in 1921 from 
the Wharton school of finance and 
commerce of the University of 
Pennsylvania, Mr. Sammet oper- 
ated a men’s furnishings store at 
Cortland, N. Y. He later became | 
merchandise counselor in the home 
furnishings division of L. Bam- 
berger & Co., Newark. In 1940 he 
was named vp of the Fair, a Chi- 
|cago department store, and five 
years later became vp in charge 
|of operations of Federated Depart- 
ment Stores. He was named vp 
and general manager of the Boston 
Store, a member of the Federated 
chain in Milwaukee, in 1949, and 
three years later became its pres- 
ident. He was owner of the Orange 
Belt Emporium, Pomona, Cal., be- 
fore he assumed his GE position 
two years ago. 


FRANK F. KILSBY 

San Francisco, Sept. 2—Frank 
F. Kilsby, 68, retired vp and gen- 
eral manager of the Recorder 
Printing & Publishing Co., died 
Aug. 18 of a heart attack while 
vacationing in Santa Barbara. 

A native San Franciscan, Mr. 
Kilsby joined the Recorder as sales 
manager in 1919 and was named vp 
and general manager in 1935. 


D. JOSEPH GUINEY SR. 

New York, Sept. 2—D. Joseph 
Guiney Sr., 64, New York sales 
representative in charge of the 
New York office of the print- 
ing division of the Chilton Co., 
died of a heart ailment Aug. 24 
at Eastern Long Island Hospital. 
Born here, Mr. Guiney spent vir- 
tually his entire career or more 
than 40 years with the printing 
division of the Chilton Co., and a 
predecessor company, the Federal 
Printing Co. 

Mr. Guiney had been a zone 
leader of the Nassau County Demo- 
cratic Organization, a commission- 
er of the State Alcoholic Beverage 
Control Board and a member of 
the Nassau County grand jury. 
He taught printing for a number 
of years at both City College and 
New York University. He was a 
trustee of the Roman Catholic 
Church of Our Lady of Victory in 
Floral Park, N. Y. 


JOHN MORRELL FOSTER 
Ottumwa, Ia., Sept. 2—John 
Morrell Foster, 63, a former presi- 
dent of John Morrell & Co., meat 
packer, died Aug. 24 of a heart 
attack at St. Joseph’s Hospital. 
He was a son of the late T. D. 
Foster, who originally founded 
the Morrell company in Ottumwa 


as a branch of the British packer. 


He was president of the company 
from June 1, 1952, until he re- 
signed in December, 1953, because 
of ill health. He remained as vp 
until October, 1957, when he re- 
tired from active service. 

A native of this city, he attend- 
ed Iowa State College. He began 
work in the meat packing plant 
here soon after World War I, dur- 
ing which he was a naval officer. 
He served two terms as chairman 
of the board of the American 
Meat Institute and was on its 
board of directors for several years. 


LOREN C. MOORE 

CuicaGo, Sept. 2—Loren C. 
Moore, 53, vp and international art 
director of Grant Advertising, died 
Aug. 31 of cancer in his home. He 
had been ill for more than a year. 

A native of Sheboygan, Wis., Mr. 
Moore was a graduate of the Uni- 
versity of Wisconsin. He began his 
advertising career in 1927 with the 
old Aubrey, Moore & Wallace 
agency and later was named art 
director of the agency. 

Mr. Moore served as art director 
of H. W. Kastor & Sons Advertising 
Co. from 1936 to 1942. He joined 
Grant in December, 1942, and was 
named head art director for all 
Grant offices two years later. He 
was promoted to vp in May, 1946. 

Mr. Moore won awards for out- 
standing outdoor posters from the 
Art Directors Club of Chicago in 
1950, 1954 and this year. He was a 
resident of suburban Lake Forest. 


‘G BEd THis 


IS SOME SMOKE!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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Ford to Consult 
400 Consumers 


DEARBORN, Micu., Sept. 2—Ford | 
Motor Co. is going to unusual | 
lengths to prove that it does take 
into account consumer attitudes 
in planning new cars. 

Henry Ford II, president of the 
company, announced last week that 
Ford will bring 400 “representa- 
tive” automobile buyers from 400 
cities to Dearborn this fall to 
participate in a consumer confer- 
ence. 

Pollster George H. Gallup is 
selecting the sites and panelists. 
He has wired local chambers of 
commerce to ask their cooperation 
in choosing a city representative 
from among the local service clubs. 

Ford called this step “the biggest 
move in automotive history to es- 
tablish a consumer sounding board 
for its products.” 


s Mr. Ford said the conference “is 
a direct answer to criticism re- | 
ceived from some quarters that the | 
industry does not plan cars with 
the public in mind.” 

The panelists will convene here | 
on Oct. 8 and 9. They will have 
face-to-face meetings with Ford 
executives. The program will cover 
styling, engineering, designing and 
production of an auto. The official 
host will be the Ford division. 

At the conclusion of the meeting, 
timed conveniently with the intro- 
duction of the 1959 Fords, panel 
members will be assigned cars for 
a month-long testing and reporting 
program. 

J. O. Wright, general manager of 
the Ford division, defended De- 
troit on this point in a talk to the 
Sales Executives Club of New 
York this summer (AA, July 28). 
Mr. Wright said: “Detroit spends 
about $6,000,000 on customer re- 
search every year, interviewing | 
1,000,000 people to try to learn | 
what they want in a car.” + 


NTA Adds Five Sponsors | 
Names New Sales Executives 
Five advertisers have signed to 
sponsor the “Shirley Temple Film 
Festival” over the NTA Film Net-| 
work, New York. The advertisers, | 
who will use six films during 
October, November and Decem-' 
ber over 63 affiliated stations, are | 
Ideal Toy Corp.; Necchi-Elna Sew- | 
ing Machine Sales Corp.; Phillips- | 
Van Heusen Corp.; Shwayder| 
Bros.; and the TV-Radio division 
of Westinghouse Electric Corp. 
Grey Advertising handles all five 
accounts. 
Meanwhile, National Telefilm | 
Associates has named a new sales | 
director and six salesmen to han- 
dle feature films and syndicated 
properties. William M. Koblenzer, 
previously director of sales for'| 
NTA Film Network, has been ap-| 
pointed director of sales for pro-| 
grams in New York, a new post.) 
The new salesmen are William G.| 
Rhodes, formerly with Republic | 
Pictures; M. C. Gregory, previous- 
ly with WAGA, Atlanta; Crenshaw 
Bonner, from Television Programs | 
of America; Roger Wilson, pre- 
viously with Texas Co.; Frank | 
Meyers, formerly with Official 
Films, and Paul Weiss, previously | 
with Gross-Krasna. NTA also has 
promoted Sylvia Seymour to di-| 
rector of its West Coast film pro- 
ductions. 


New Food Audit Set 

A National Retail Food Audit 
covering a sample of 1,700 food 
stores has been announced by 
Advanced Audit Analysis Co., a 
division of Market Research Corp. 
of America. The audit will meas- 
ure distribution, display inven- 
tory, total stock and _ special 
factors. It will be made quarterly, 
in November, February, May and 


August. 


| Photography Directory Out 


The 1958-59 Directory of Pro- 
fessional Photography has been 
published by the Professional 
Photographers of America Inc. It 
lists more than 5,000 U. S. and 
foreign PPA member photogra- 
phers, their addresses and qualifi- 
cations. The directory this year 
includes a new listing of com- 
mercial photographers and their 
specializations. The directory is 
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|free to agency personnel and pro- 
|fessional photographers who re- 
|quest copies on company letter- 
|heads. To others the price is $5. 
Orders should be directed to Pro- | 
|fessional Photographers of Amer- | 
lica Inc., 152 W. Wisconsin Ave., 
| Milwaukee. 


Four Join Zeuthen, Thomas 
Richard Howe, formerly with 
|Campbell-Mithun, has joined Zeu- 


~~" 


What single 


compact market ,; 
buys MORE than ‘4-= 


each of 


it's The Cleveland 
\ Piain Dealer Market 
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then, Thomas & Hulbert, Minne- 
apolis, as art director and super- 
visor of production. At the same | 
time, loria Davis joined the} 
ZT&H copy staff; Del Moline, for- 
merly product merchandiser of 
Thermofax division of Minnesota | 
Mining & Mfg. Co., joined the 
agency as an account executive, 
and Albert J. Earling Jr., formerly 
of Campbell-Mithun, was named 
an associate account executive. 
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ADVERTISING IN 
D BUSINESSPAPERS 
MEANS BUSINESS 


\ 


4B 


See pages 46 and 47 


sell it everyday in 


The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 42 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
d ol lars Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales. 
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Information for Advertisers 


The latest American Home 
“Reader Consumer Panel Report 
No. 56” is now available on re- 
quest. The report deals entirely 
with food and grocery product in- 
formation. Copies may be obtained 
by writing to the American Home 
reader consumer panel director, 
300 Park Ave., New York 22. 


« The 1958 “Footwear News Fact 
Book,” the fifth edition, has just 
been published by Footwear News. 
“The Footwear News Fact Book” 
is revised and distributed each 
year as a service to members of 
the footwear trade, bringing them 
up-to-date statistical information 


Good Housekeeping, 57th St. and 
| Eighth Ave., New York 19. 


e A new map showing 503 princi- 
pal airport cities in the US. 
along the nation’s major air 
| freight networks has been pre- 
| pared by Emery Air Freight Corp. 
It is intended principally for use 


engineering people concerned with 
the on-time delivery of parts, 
products and materials. Copies of 
the map, which measures 22x34”, 
may be had by writing Emery Air 
|Freight Corp., 801 Second Ave., 
New York 17. 


| issued by the Kentucky-Tennessee | 
|State Farm Paper Unit. Included | 
|in the folder are separate books | 
|of factual and statistical informa- | 
tion on recent agricultural devel- | 
| opments in Kentucky and Tennes- 

isee. Information covers the 

two-state market for seed, fertili-| 
zer, gasoline, automotive products, 
farm machinery, livestock equip-| 
ment, feed, drugs, chemicals, farm | 
buildings, household appliances | 
and general consumer products. 
Copies of the data folder may be) 
| had from the research department, 


y. 


are available at 30¢ each from the 
editor, Linens & Domestics, 111 
Fourth Ave., New York 3. 


e “Canada’s First Census of Metal- 
working Equipment,” prepared for 
Maclean-Hunter Publishing Co. by 
its research department for Cana- 
dian Machinery & Manufacturing 


| News, has just been issued. Copies 
|are available at $2 each from J. W. 


Sargent, industrial newspaper di- 
vision promotion department man- 
ager, Maclean-Hunter Publishing 
Co., 481 University Ave., Toronto 2. 


by purchasing agents, traffic man-| Kentucky-Tennessee State Farm/, The variety department store 
agers and traffic offices, sales and| Paper Unit, Box 210, Middletown, | market, which claims 1%¢ out of | 
advertising people, expediters and | K 


every dollar of personal income in 
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ment and supplies; 6,000 manufac- 
turers of variety merchandise with 
5,000 products and over 10,000 
brand names. Market sstatistics 
and charts provide a barometer to 
trends in the field. The directory 
costs $30 and can be bought by 
writing Variety Store Merchandis- 
er, 419 Fourth Ave., New York 16. 


e “Facts & Fallacies About Selling 
the Aircraft & Missiles Industries” 
is the title of a new market study 
published by Aeronautical Pro- 
curement. 11 common misconcep- 
tions concerning buying practices 
in these im»vortant industries are 
examined. Particular attention is 


given to the relation of engineering 
sales, is currently analyzed in a} 


and purchasing functions within 


e An eight-page study, “The Youth |594-page directory, prepared by | aircraft and missile manufacturing 
Market,” which appeared in the! Variety Store Merchandiser. The companies. How various types of 
July issue of Linens & Domestics,| new hard-cover directory contains | equipment are best sold is likewise 
explores and explains how the lin- | 35,000 verified listings, including | covered. Copies may be obtained, 
ens and domestics industry can sell | 9,000 retailing organizations which | without charge, from Aeronautical 


more lines such as sheets, bed- 


Fe 


~~ 


a 


on the entire footwear industry, an 
industry valued at $2.1 billion in 
terms of manufacturers’ shipments 
and $3.95 billion in terms of con- 
sumer expenditures for footwear. 
Copies may be obtained at no cost 
from the promotion department of 
Footwear News, Fairchild Publica- 
tions Inc., 7 E. 12th St., New York. 


represent 21,427 chains and inde- | Procurement, 812 Huron Rd., 
spreads, blankets, scatter rugs,| pendent stores. In addition, the di- | Cleveland 15. 

e “The Top of the Farm South— | comforters, etc., to the youth mar-|rectory lists 1,600 jobbers; 600. 

A Billion Dollar Market” is the|ket, which includes adolescents,) manufacturers’ representatives; 1,-| e WICC, Bridgeport, Conn., has is- 
theme of a market data file folder | sub-teens and teen-agers. Reprints 200 manufacturers of store equip-' sued its 1958-1959 data brochure 


e Canadian Chemical Processing | 
has published its annual statistical | 
review of the chemical process in-| 
dustries in Canada. The figures 
are put together by the magazine’s 
staff from those available from the | 
Dominion Bureau of Statistics. | 
This is the only place, however, | 
where all these figures are gath-| 
ered together and published in| 
their entirety. Free copies can be! 
obtained by writing Harold N.| 
Acker, publisher, Canadian Chem- | 
ical Processing, 1450 Don Mills Rd., 
Don Mills, Ont. 


e Good Housekeeping’s recent 
consumer panel survey on freezers 
and refrigerators has been put into 
booklet form for release. The sur- 
vey questionnaire was sent to 2,- 
500 panel members with a 72% 
return as of the date of tabulation. 
Among the topics covered are 
brand ownership, new features de- 
sired, future purchase preference, 
desirability of color, freezer pack- 
aging materials, defrosting im- 
provements, size preference, 
design and _ coordinated units. 
Copies of the report may be had 
free by writing to Lorna Opatow, | 


£ 


ment was a cake-decoration idea for 
a shortening which brought almost 
80,000 responses, including telegrams 


this experiment at the newly en- 
larged Home Economics Center. 
Another sales-quickening develop- 


Topping old-fashioned meat loaf 
with a mustard-spiced meringue was 
the sales-stimulating inspiration in 


J.Walter Thompson Company’s enlarged Home 
develops new food ideas to expand markets 


tard has become a versatile cooking 
ingredient, popular the year round! 


This year housewives have learned how 
to make meat loaf newly exciting with a 
fluffy mustard meringue—atop a mus- 
tard-laced loaf. 
Among other things, they’ve discovered 
how to turn good old hot dogs into 
Barber-pole Franks—with gay, mus- 
tard-spiced “stripes” —how to make a 
new kind of pizza with a heartier crust, 
a light and lively filling—both made, 
of course, with French’s Mustard. 
French’s sales curve has never looked 
better. 


Imagination boggles at the idea of 
pancakes made with eggnog mix... 
yet women found them delicious, as 
well as Aunt Jemimas made with 
strawberry dairy drink and with choco- 
late milk! 


Women now make pancakes with eggnog mix, 
meat loaf topped with a spicy mustard meringue. These 
Y J NOW | are recipes that mother never taught! 


THERE’S A DETERGENT!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


ways to present foods more effectively 
in advertising. It is an endless source 
of food ideas of all kinds. 


“The Kitchen is a country in which there 
are always discoveries to be made” 
J. Walter Thompson Company has 
often demonstrated that women can be 
interested not only in new food products, 
but in imaginative new uses for old 

products. For instance: 

Once upon a time, mustard was a 
condiment that flourished with the hot 
dog. Now, with advertising centered on 
fresh, new recipe ideas, French’s Mus- 


THE RECIPES were developed in J. 
Walter Thompson Company’s Home 
Economics Center. 


The Home Economics Center is an 
elaborately equipped test kitchen which 
works full time for our food clients. 
Here food is an exciting frontier which 
must constantly be explored. 


Put “GEE” in your Chicago sales with 
The Center searches for new discov- 
eries that will cause customers to use a 


WGN-TV 
product more often, or attract new 


Channel 9—Chicage users. The Home Economics Center 
| suggests new products—helps develop 
and test them. And it develops new 
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covering the Southern New Eng- 
land broadcaster’s market, audi- 
, ence, talent costs, merchandising 
and public service. The 16-page 
brochure is available by writing 
WICC, Box 9140, Bridgeport, Conn. 


| ern state. Copies are available free 
| from the magazine at 240 W. Court 


Ave., Las Cruces, N. M. # 
EAT OUT | 
~Lmt et OS Bees Malcolm Names H&P 
J. B. Malcolm Inc., Boston and 
. 5 ’ 
treat your mate in 58! New York, has named Hoag & 
| Provandie, Boston, to handle ad- 


— 2 Thee) | |vertising for its line of Ricini 
; ‘Ve ry - = | | jewelry. The company has no pre- 
‘cae AP S te & Oe eee 


; - vious agency of record. 


you'll enjoy our fine food! | | nordioh Joins ‘Holiday’ B U L D N G 


=, Robert J. Nordloh, formerly with 
Ee) Ccreses 16 mations: aesva@Rans mmeTs Progressive Farmer, has joined the 
advertising sales staff of Holiday, 


Ce ee nes 


e Achecklist of 127 factors to con- 
] sider for better advertising budget 
t) preparation and control has been 
: published by the Assn. of National 
) Advertisers. This checklist, repre- 
i; senting the combined thinking of a 
: score of advertising executives, is a 
summary of key considerations in 
the advertising budgetary process 
which are discussed in detail in 


New York. 
“Vol. IV, Advertising Budget and Ww," rs are being distrib hotel d ADVER ISING 
Cost Control” of the ANA adver- visitorS—These 112214” posters are ng distributed to hotels an I 


. P pial | 

tising management guidebook se- restaurants by H. J. oe ghey ta of National Restaurant | Billipp Joins Compton rt 

i] ries. The factors include pre-budg- onth tn Octover, C. H. Billipp, formerly with Suppo S 
five 


fia 
et considerations, costing out the —________—— —_—__— | Seener Agency, has joined the cre- | 
advertising, the formal budget,| with agencies for better budget|data on the agricultural buying | @tive department of Compton Ad-| 
application of sound purchasing} control. The chart is available for| power of New Mexico farmers and | Vertising, New York. 


practices, purchasing space and/$1 from the association at 155 E.|ranchers, has been issued by New| + 
time, graphic arts purchasing, re-| 44th St., New York 17. Mexico Farm & Ranch. It shows | Wesley Moves Office | Sa BS S eps in 
lationships with suppliers, expen- buying power is up 30% in the first Wesley Associates Inc., New| 


diture control, commitment control,| e “Jinglin’ in the Jeans,” a loose-|five months of 1958, the artes Fis agency, has moved to 630 
management control and working!leaf portfolio presenting market! percentage increase of any west-' Fifth Ave. 


| 
| 


DESIGN AND a 
SPECIFICATION | 


where your product sales 
are first set up 


where your products 
are bought 


= > nf 
Pee eS ee 


APPRAISAL AND = 
FINANCE i 


where your products are 
evaluated for 
inclusion in mortgages 


It can happen all at once in three 
separate work units. Coming out of mein? Kitchen No. 3 piles up evi- 
the oven in Kitchen No. 1 (left) is dence on a griddle that dairies have 
old-fashioned johnnycake.InKitchen a summer sales booster in pancakes 
No. 2 the question is: which serving made with chocolate milk. 


where your products are 
supplied and promoted 


coed 


and long-distance telephone calls Cakes get final touches in Kitch- in the background. One part inspira- 


] from 26 states and cables from as far en No. 4 for a client’s viewing. Other _ tion goes into every recipe and every 
} off as South Africa. foods are being readied forinspection dish arrangement. 


where your product's 
brand name is displayed 
to the final consumer 


Economics Center 
| for food clients 


RESULT: sales of Aunt Jemima Pancake 
“¥ Mix went ahead fast in the mid-winter 
/ months of this promotion . . . sales of 


HOUSE & ‘HOME ‘is the only maga- 7. 
eggnog mix extended far beyond the 


zine through which your advertising 


Center are available to J. Walter 


as many houses as read any archi- 
Thompson Company clients through- 


tectural magazine, the builders of 


ous! holiday sesson .. . mere business | can reach the men in charge of all j. 
; | not only for Aunt Jemima but for hun- these phases of product decision. ae 
: dreds of co-operating dairies. | In HOUSE & HOME alone your ad- _ 
: The services of the Home Economics | vertising is read by the architects of ‘ z 
) 


out the world. Thompson offices can 


C d than 70 as many houses as a any rca " 
call on the Center and on more than | magazine, more mortgage lenders is 
; years of experience on behalf of food | than read any mortgage finance 
| i i istributors than 
clients. magazine, more dis 
bout the Account groups consult daily with the Center's home | yead any dealer magazine, more 
Pe A ag dorggtchg ager pe — om economists, discuss new ideas and presentations for food realty men - 
ae a } Walter Thiagecn Com- campaigns and taste-test newly developed recipes. | ihe bane ouse ; 
pany offices in New York, Chicago, any rea ity ome 
Detroit, San Francisco, Los Angeles, magazine. 
Hollywood, Washington, D. C., Miami | home building’s only industry magazine 
and the free world’s principal markets. only 


9 Rockefeller Plaza, New York 20, N. Y. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Rule One: If a Whimper Doesn’‘t Attract Attention, 
Howl: How Are the Howlers Shushed? 


To the Editor: “... 


;come in louder so as to be heard 
| over the noise of rushing waters 
}and reach the ears of those slake- 


that we do! used to pay the salaries of 10,000| ing throats parched by the dust of 


;to purchase .. 
|the other.” 


Advertising Age, September 8, 1958 


- at one price or;one find delight in a fast air- 


whipping ride on a spanking-new 


The consumer—average—is not} | turnpike or a slow cruise in the 


equipped to differentiate between | back-country 
“you| row, winding roads? 


the liars and the truthful 
can light either end” 
Once burned by a liar, many 
choose, in self-defense, to disbe- 
lieve ALL advertising. There 
the rub. That is why advertisers 
howl. No sales, 


not condone excesses or violations| employes a House Civil Service 
of ethical standards, and that we|subcommittee claims are not 


| westerns. 


|of ethical standards” recommenda- 


do not intend to let them occur.” 
So ended your Aug. 
captioned, “The Ad Business Is in 
Trouble.” Question, who is or are 
the “we’’? 

The Federal Trade Commission, 
seeking the advertising utopia— 
sans sin—was denied by the peo- 


ple (through their representatives ) 
a pittance of less than $34,000 to 


help curb the activities of those 
exploiting our millions by “excess- 
es or violations of ethical stand- 
ards.” Nearby, in the Pentagon, a 


thousand times this much is being! 


18 ecitorial | 


|stimulate to action). 


needed—“wasted manpower.” We 
the people (again through our 
elected representatives) approve. 

Advertising men, indeed all of 
us, carry into adulthood memories 
of youth. When, as babies, a whim- 
per failed to attract attention, we 
learned a how! did. 

Back ir. the "teens, George Bur- 
ton Hotchkiss taught me the first 
function of an ad is to attract at- 
tention (then create desire, then 
Competition 
forces advertisers to howl louder. 
Indeed, observe tv commercials 


to the breaking point—and far, 
far beyond—ADVERTISING AGE 
would have many, many more 
agency switches to report. 
Increasingly more and more be- 
lieve less and less in advertising | 
claims. This unfortunately places 
the almost extinct truthful adver- 
tiser at a disadvantage. “You can) 
light either end” proclaimed a tv 
commercial the other night. A cry 
of joy rose from the assembled 
watchers punctuated with, “‘That’s | 
the first really true, believable ad- 


GONNA DO IT? 


|which will how! more blatantly, | tion? 
If credulity were not stretched|forsaking “excesses or violations|supreme excitement that comes 


farm lands or nar- 


Is the ex- 


advertisers. | citement of ownership, of driving 


mastery gone? Or how about just 
getting out on the road all by 


is| yourself, to enjoy the solitude and 


rest from mental work for just a 


a new agency, | few moments of private relaxa- 


And let’s not forget that 


| with each new car as we drive 


tions in order to keep cash regis-| 


ters smiling. 
The people of the U.S. will be, 


or should be, everlastingly in debt} 


to ADVERTISING AcE if your edi- 
torial “we” succeed in your 
“~.. we do not intend to let 
them occur.” More power to you. 

May I indulge in a final and in- 
elegant howl? HOW IN HELL YA 


So, confusedly, 
emptoring along. 


we go caveat 


“Sjnbel of Lignjfeance” 


Significant... because the U.S. Department of Vital Sta- 

tistics reveals that the bridal market will reach a total of 

1,660,000 marriages in 1959 . . . 1,927,000 in 1964... 
2,279,000 in 1970. Concurrently there is a consistent on toward equal numbers 
of weddings in each month, which means more monthly purchases by this Must- 
Buy market. Based on an average expenditure of $3,388 the present five billion 
dollar market will swell to 7'/ billion by 1970. 


To meet the immediate and insistent demands of this growing market . . . 


MODERN 


MODERN BRIDE /G TIMES A YEAR MEANS... 


MOOQERN 
> 


1 More informative, up-to-date editorial 
2 Increased activity at the retail level 


3 A continuous parade of new readers with 
each issue 


S The lowest cost per thousand of any 
bridal publication 


MEMO TO 
ADVERTISERS: 


Here's what MB/6 means to 


you! In 1959, 750,000 


Modern Bride readers will spend: 
Average MB 
Classification expenditure Total MB market 

Household furnishings $1,040.69 $397,365,106 
Tableware and Kitchenware 682.17 301,128,008 
Apparel 570.47 427,852,500 
Travel and Accommodations 379.41 274,597,987 
Linens and Domestics 144.24 93,467,520 
Major Appliances 509.75 152,925,000 
Small Appliances 97.23 67,890,848 


representing a constantly renewing, year ‘round Must-Buy 
Market. Now, with MB/6 you can tell and sell this big rich 
market the products and services needed and wanted at 
precisely the Must- + | period...for the lowest cost per 
th nd ny bridal publication . Call your Modern Bride 


representative for details. 


MODERN BRIDE + ONE PARK AVENUE * NEW YORK 16, N.Y. * OREGON 9-7200 
434 S WABASH. CHICAGO 5, ILL. WA 2-491! © 215 WEST 7TH ST.. LOS ANGELES 14. CAL. MA 77-4083 


4 The largest guaranteed net paid circulation | 


vertising claim I’ve heard in Eric Howlett, 

years.” Eric Howlett Advertising, 
Advertising makes possible our; Huntington, N. Y. 

publications and air entertainment e bd e 


Is the ‘Excitement of 
Driving Mastery’ Gone? 
To the Editor: Although I read 


(?). Most tolerate it for that rea- 
son. Few believe all they read and 
hear. They accept advertising on a 
discount basis as they buy their) Anvertisinc Ace with enthusiasm 
commodities. So with, let us say,| and interest every week, consider 
a discount of 50%, we needs must| your editorials and news reporting 
markup—by howling—the devices| to be outstanding, normally enjoy 
and pleas we use to attract atten-| your feature, “The Creative Man’s 
tion, create desire and stimulate Corner,” and get aroused very 
to action by 100%. Naturally ulcer | 'rarely (?), I must disagree violent- 


appeasement forces us to resort to|jy with the criticism of the 
“excesses or violations of ethical|Chrysler advertisment in “The 
standards” until forced to cease| Creative Man’s Corner,” Aug. 4. 


and desist. | Agreed that unique excitement 
Many reap harvests from our)js generated “the first time you 
gullible masses before a hamstrung | ever guided a car by yourself, the 
Federal Trade Commission can/first time you drove with your 
institute protective restraints. Jail| yery own license” (whose else?) 
terms for deliberate liars using | “and, of course the first time you 
medium in which our masses have, | drove your very own car—,” cer- 
unfortunately, some confidence | tainly most of us have found! 
may help speed abuses. Experience | excitement in other attributes of 
over a period of 41 years in at-/ an automobile. 
|tempting to eliminate misleading Many new and exciting features 
advertising leaves this writer con-| have developed in recent years: 
|vinced the greed of money for|power steering, power brakes 


the purses of suckers. 


| pension, jet-fuel 
Defending what some regard a 


name just a few. 

Is there no one left who enjoys 
an early morning drive, top down, 
to watch the sun rise or the city 
wake from slumber? Doesn’t any- 


injection, to 


misleading “comparative value” 
the ae editor of Life said, 
}in part, ‘ . we feel that it is up 
wa the consumer to decide whether 


| wonderful, 


off for the first time sniffing that 
intoxicating, heady, 


|} unique, exciting “new-car” smell! 


Our critic can, if he so desires, 


|return to the oxcart, chariot, bi- 


citing all over again’. 


cycle, roller skates, pogo stick, or 
even his own two feet, but for me, 
with all the headaches, the dis- 
comforts, and the mistakes, I'll 
take a car and say, “thank you, 
automobile manufacturers around 
the world, whenever you add 
something that ‘makes driving ex- 
John M. Weiler, 

Director of Advertising, The 

Manhattan Shirt Co., New 

York. 
| : 

Want a Ride, Creative Man? 

To the Editor: May I suggest 
that if the editor of The Creative 
Corner has not driven a 1958 
Chrysler, he is guilty of the same 
Ivory Tower approach that he crit- 
icizes in Yourig & Rubicam. 

We would be most happy to ar- 
range a demonstration ride so the 
gentleman might experience the 
pleasure of riding in the car that 
makes driving exciting all over 
again. 

Keith R. Matzinger, 

Sales Promotion Manager, 

Chrysler division, Chrysler 
| Corp., Detroit. 


2 - . 
Alas—No Room for a Flair 


in Retail Copy, These Days 
To the Editor: Re: Aug. 4 issue, 


,|letter headed: Nice Young Man 
space sales transcends interest in| wrap-around windshields, air sus- | 


and Woman Disagree with Bedell. 

It is nice to know someone else 
'finds fault with Mr. Bedell’s cold, 
calculating approach to retail ad- 
vertising. His set of standards 
leaves little room for experimen- 
tation, fun, frolic, fire or passion. 


| 
| 
| 
| 
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Hostess Borgia’s guests often didn’t, history records. 
In today’s TV and radio advertising business, too, you 
can be slipped a mickie if not up-to-date on this fast- 
moving field’s week-to-week developments. That’s why 
the smart ones depend on BROADCASTING, the most au- 
thentic and complete reporter of everything new in TV- 
radio. Get-acquainted subscription brings you 26 weeks 
5! Order now—pay when billed. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 
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Advertising Age, September 8, 1958 


He makes retail advertising so 
dead serious, I’m afraid it is dead 
—because too many of the de- 
partment store sales promotion 
managers in America agree with 
Bedell. Judging from current de- 
partment store advertising, I'd 
say there is little room any more 
for nice young men and women 
with a flair who want to write re- | 
tail advertising. 

The present school of retail ad- 
vertising directors have forgotten 
one little thing: Shopping for the 
average woman is still FUN—and 
there is no reason why reading | 
the advertisements shouldn’t be 
fun. Tricky headings, illustrations, | 


| 320,000 


tising agencies in principal cities|leash my pet peeve. Aw, come on 
across the country. (Giving us the| fellows... lets face it! Any seven- 


equivalent of 21 strategically- 


placed branch offices.) 


year-old can 


rattle off all 
real professions to anyone. 


the 
But 


“2. Total number of employes: |now, just wearing a white shirt and 
2 | 


297 
conceivable phase of advertising 
and marketing). 

“3. Total number of clients: 572 
(would you like to compare notes 
with others in your same line of | 


| business? ). 


“4. Annual gross billing: $20,-| 
(and increasing every 
year!). 

“5. Combined 
ence: 317 years. 


agency experi- 
(Think you've} 


(including experts in every |® : 
denominator basic requirement for 
the 
sion,” 


copy and layouts are an interest-| got a tough advertising problem? 


5, a 


ing part of the game and pay off 
in the cash register. 


Let’s have it!) 


“If you would like to know) 


tie has become the common- 
guys in the accounting “profes- 
the personnel “profession,” 
the timestudy “profession,” etc., 
etc., ad infinitum. 

Mr. Roll ticks off the magic 
word at least 12 times in his bril- 
liant defense of the ad world. 


However, I am one of those strange 


men who think that the word | 


should mean something. Webster 
defines “profession” in almost a 
negative, but still lucid manner: 
“The occupation, if not commer- 
cial, mechanical, agricultural, or 


Perhaps I’m getting old, but| more about NFAA and how we!| the like, to which one devotes him- 


I remember when department 
stores, through their advertising, 
shared jokes with their customers, 
kidded their merchandise, ques- 
tioned the good taste of their cus- 
tomers, needled their own man- 
agement—and made their omni- 


bus pages the most readable and) 


read feature in the newspaper. 
Wanamaker’s little editorials on 
the trials and tribulations of run- 
ning a department store will 
never be forgotten; the problems 
that plagued Macy’s truck driver 
will always be a source file for 
advertising historians. Remember 
the first April Fool’s page run 
by Kaufmann’s—the “Honestly” 
campaign by Gimbel’s—the first 
tie-ups with Life—the “first per- 
son” copy by Bamberger’s—the 
race to be first with the new that 
kept New York department store 
advertising offices open till the 
wee hours of the morning? Nice 
young men and women had fun 
those days; they played 
with words, tricks with 


the management and BEST OF 
ALL, the customers enjoyed it. 
Department store advertising 
made conversation on street cars, 
in restaurants and over bridge ta- 
bles. 

I suggest you replace Mr. Be- 
dell with K. Collins of Women’s 
Wear. He knows where the fun is 
buried. 

Wm. J. Appel Jr., 

Mannie R. Klein Advertising, 

Washington, D. C. 
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Scores Advertisers for 
‘Basically Childish’ TV 


To the Editor: In your Aug. 11 
issue you commented on why na- 


tional advertisers prefer western | 


tv programs. 

Ratings aside, there is little rea- 
son for wonder. Children are the 
most easily influenced human be- 
ings. Westerns are basically child- 
ish. By diminishing the intellectual 


level of their audience, national | 


advertisers increase their sales po- 
tential. And there is no concern 
for culture, nor pride in national 
intellectual prowess among aver- 
age national advertisers. 
Ned O'Neill, 
St. Paul. 


‘Interesting Figures’ Don’t 
Get Over With This Reader 
To the Editor: At hand is a 
newsletter entitled, “For Your In- 
formation,” distributed by a small 
local agency presumably to clients 
and prospective clients. 
One section of this newsletter is 
a brazen example of misleading 
advertising, the very kind of dou- 


ble-talk and inference which the| 


Four-A’s and all ethical agencies 
are constantly working to elimi- 
nate in our industry. We quote: 

“All for One and One for All— 
The advertising agency network 
with which H-L-G is affiliated 
—the National Federation of Ad- 
vertising Agencies—has just fin- 
ished taking inventory and has 
come up with some interesting fig- 
ures: 

“1. Total membership: 22 adver- 


tricks | 
ideas, | 
tricks with art, and tricks with | 


‘can use it to help you in your ad- | 
vertising, just say the word and 
|we will gladly—and we do mean | 
| gladly—tell you more.” 

Quite obviously the reader is 
being led to believe that if he em-| 
ploys this agency (whose billings | 
are in the thousands, NOT mil-| 
lions) he will benefit from the 
| services of 297 people experienced | 
in “every conceivable field of ad-| 
vertising and marketing,” plus 
the facilities of a $20,000,000 agen- 
ey with over 500 accounts! How 
misleading can you get! 

No doubt the editorial content | 
\of this newsletter is syndicated. | 
Which should make disclosure of 
the source of the material of very 
deep concern to all of us who con- 
scientiously try to keep our own 
house in order and compete for 
new business in a forthright man- 
ner. 


Don Langan, 
Copy Director, Michener & 
O’Connor Inc., Harrisburg, Pa. 


Take a Bow, Gladys 


To the Editor: Friends of “Glad-| | 


|ys the Beautiful 
| Arise! 

| I object to Voice contributor 
| Brock Holmes—the pr man in the 
| insurance business in Kansas City 
—who apparently doesn’t think 
Gladys is beautiful. 

I’ve worked in the same agency 
| with Gladys. Beauty (and charm) 
| she has, indeed. Big. 

How many others have rushed to 
| defend her from Mr. Holmes’ un- 
just opinion? Mighty ill-chosen 
words for a pr man. 
R. C. Karsted, 
Advertising Manager, E. R. 
Moore Co., Chicago. 


To the Editor: Brock D. Holmes’ 
| letter in your Aug. 25 issue was a 
/nasty bit of barking. It revealed a 
number of things about Mr. Holmes | 
| himself: 
1. He’s unchivalrous. 
2. He doesn’t know anything 
about brewery horses. 
3. He doesn’t know a damned 
thing about feminine beauty. | 
4. He doesn’t know Gladys... 
and I’m sorry for him! 
Now ... how about printing some | 
pictures of Gladys that do her jus- | 
tice. You might even have her} 
write the captions; she’s a lot | 
smarter than a lot of pr and ad di- | 
| rectors I know. 
Jon M. Dintelman, 
Fulton-Morrissey Advertising 
| Inc., Chicago. | 
| e © 


‘Profession’ Riles Him: | 
He's Censoring It, Here On 
| To the Editor: It was a gallant, | 
| but verbose, defense of the adver- | 
| tising “profession”—wasn’t it? Ac- 
| count exec I. C. Roll (AA, Aug. 11) 
deserves a medal for his efforts to| 
ennoble the witchdoctor status of | 
the adman in today’s cluttered eco- | 
nomic world. (See similar attempt 
by General Foods’ vp Ebel in AA, 
July 14.) 

Seeing that word “profession” in 
type again—hooked up to “adver- 
tising’—was the last tug to un-!| 


Receptionist”: 


self; a calling; as the profession of | 


arms, of teaching; the three profes- 
sions, or the learned professions, 
of theology, law and medicine.” 
However, the word manipula- 
tors refuse to face the inglorious 
fact of not being in a profession. 
Now, even the copywriter at the 


mail order house is a charter mem- | 


ber of this self-established “pro- 
fession.”” How comfy! How corny! 

To acquire equal social status, 
my kids some day will be “profes- 
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IBM operators, or “professional” |lect an agency, perhaps he really 
what-have-we-left’s. |shouldn’t make an effort to do 
This is a prestige problem akin | business with them. Most advertis- 
| to that of the salesman. His social|ers could probably withstand the 
| significance and philosophic value | horrible thought of facing the fu- 
really get blackened when the cof-|ture without Mr. Roll and his ob- 
fee-clutching wives set to clucking. | jections to their methods of select- 
And when the “girls” discuss the | ing agencies. 
|adman? Profession...? Daintily| It seems to me that executives 
dressed balderdash, sir! | with the responsibility of spending 
Let’s raise our martini glasses to | thousands and even millions of dol- 
|the adman who does a slam-bang/lars of advertising money have 
|job without groping for his peers’ | every right to be somewhat nosey 
approval of his station in life. This| about the people who will direct 
| vanishing breed of individualist is|the campaign. This, whether they 
|not sucked into the now-popular,|know anything about advertising 
morbid pastime of (ugh!) job self-| or not. Once the agency is selected, 
consciousness. |it stands to reason that it should 
Consequently, I’m censoring that| operate with minimum interfer- 
self-gratifying word out of all fu-| ence as befits its professional abil- 
ture AA issues. I’ve had enough. | ity, but the procedure for selecting 
William F. Foley, an agency seems clearly a right 
Retail Advertising Supervisor, | that belongs to the advertiser. 
Montgomery Ward & Co., Chi- Thus, the advertiser asks the 
cago. questions. Mr. Roll and those who 
| will agree with him have one ques- 
tionable weapon: if they don’t 
Advertiser's Spending Gives want to answer questions, they can 
It Right to Be ‘Nosey’ simply ignore the account. This 
| To the Editor: I. C. Roll’s dream | Will in the long run give them 
quiz for advertisers (AA, Aug.| Plenty of time to enjoy their pro- 


11) is interesting. It brings to | fessional independence. 
mind, however, one simple obser- | James T. Hopkins, 
| vation. Industrial Relations Director, 


| 
If Mr. Roll objects to the man- | Florida Citrus Exchange, Tam- 


| sional” plumbers, or “professional” | ner in which many advertisers se-| pa. 
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TORONTO PUBLIC LIBRARIES 


Public Library Reports 


BUSINESS PAPERS SUPPLY OVER 757% INFORMATION THAT COMPANIES REQUIRE 


Last year 58,000 people used The Hallam Room at the Toronto 


Public Library. 


On file there are issues of several hundred Canadian 


business papers and house organs. A survey of 6000 firms in Toronto 
showed 45% consult the library | to 5 times a year and over 75% 
of the information they want is found in business and trade pub- 


lications. The 
libraries. 


story is much the same in most large Canadian 


The McGill University Library School Documentation Seminar 195s 
stated: “The pre-eminent position given to business publications 


has long been 


recognized ... libraries have for many years devoted 


attention to providing the widest access to business publications”. 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellington Street W., Toronto, Canada 


... circulation independently audited 
.. . edited to highest ethical standards. 
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Coming 
Conventions 


*Indicates first listing in this column 
10-12. Direct Mail Advertising 


Sept. 

Assn., 4ist annual convention, Chase- 
Park Plaza, St. Louis. 

Sept 15-17. 3rd Annual Newspaper 


R.O.P Color Conference, Waldorf-Astoria 


| Nov. 25. National Business Publications, 
|Los Angeles regional conference, Hotel 
| Statler. 
| Nov. 26. National Business Publica- 
| tions, San Francisco regional conference, 
| Sheraton-Palace ° 
Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
| tel, Chicago. 
Jan. 23-25, 


1959. Advertising Assn. of 


| Cal. 

April 5-8, 1959. Sales promotion divi- 
| sion, National Retail Merchants Assn., 
| Eden Roc Hotel, Miami Beach. 


| April 12-16, 1959. National Business Pub- 


1959. Associated Business 
53rd annual meeting and 


May 24-27, 
Publications, 


management conference, Skytop Lodge, 
Skytop, Pa 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 


| Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, 
Tahoe Tavern, Tahoe City, Cal. 


the West, midwinter conference, San Jose, | 


‘Ehrlich Names Willaumez; 
|Adds Jaymar-Ruby Account 


| 


| 


| 
| 
| 
| 
| 
| 


Jaymar-Ruby Inc., Michigan 
City, Ind., manufacturer of men’s 
slacks, has appointed the agency 
to handle its advertising. Taylor- 
Chalmers Advertising, Michigan 
City, is the previous agency of 
record. 


‘TV Junior’ Expands 
TV Junior, a monthly children’s 
magazine, now in 60 cities, will be 


Jacques Willaumez, formerly an | distributed in 300 additional cities 


— goo ty Assn. of Broad- | cations, annual spring meeting, Jokake | art director with Grey Advertising, | via newsstands, supermarkets and 
(has joined Ehrlich, Neuwirth & | drug chains in September. A $250,- 
|Sobo, New York, as executive art |000 advertising campaign in all 
| director and member of the agency | media will kick off the expansion. 


Sept 

casters, Region 3, Hotel Buena Vista, | 
Biloxi, Miss 

Sept 

tions, New York regional conference, 


Sheraton East Hotel. 
Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, 
Oklahoma City 

Sept. 25. Magazine Publishers 
fall conference, Commodore Hotel, 
York 

Sept. 25-26. National Assn. of Broad- 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida 

Sept. 29-30. National 
casters, Region 8, Hotel 


Assn., 
New 


Assn. of Broad- 
Mark Hopkins, 


and Paradise Inns, Phoenix, Ariz. 
*April 16-19, 1959. Advertising Federa- 


22-23. National Business Publica- | tion of America, 4th District annual con- 


vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 


ee 
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San Francisco. 
Oct. 2. Advertising Research Founda- | 
tion, fourth annual conference, Waldorf- | 
Astoria, New York | 
Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whit- | 
ley Hotel, Montgomery, Ala. } 
Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- | 
ing, Hotel Statler, Boston. 
Oct. 9-10. American Assn. of Advertis- | 
ing Agencies, Central Region's annual 
meeting, Drake Hotel, Chicago. 

Oct 9-11 Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2lst an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th an- 
nual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
neapolis. 

Oct. 17-19. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Sheraton-Cadillac Hotel, Detroit. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago | 

Oct. 22-24. Life Advertisers Assn., an- | 


nual meeting, Queen Elizabeth hotel, | 
Montreal, Can. | 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, | 
Chicago. 

Oct. 26-28. National Newspaper Promo- | 
tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28. National Assn. of Broad- 
casters, Region 2, Hotel Statler, Wash- 
ington, D. C. 

Oct. 27-28. American Assn. of Adver- 


tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Adver- 
tisers, fall meeting, The Homestead, Hot 
Springs, Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ 
Assn., annual seminar, Chase Hotel, 
Louis. 

Nov. 17. American Marketing Assn., re- 


Promotion 
St. 


gional industrial marketing conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 


Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit 
of Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 16 and 47 


WCAU Radio now 


WCAU, Philadelphia: affiliated with The CBS Radio Network since 1927... 


planning board. 


The magazine has no agency. 
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Smith & Associates Named 
The American Institute of Min- 

ing, Metallurgical and Petroleum 

Engineers has appointed Fred W. 


{Smith & Associates, Birmingham, 


Ala., sales representative for Jour- 
nal of Metals and Mining Engi- 
neering for six southeastern states. 


Howard Joins Bowes 

Charles Bowes Advertising, Los 
Angeles, has named Jerry Howard 
assistant media director. He was 
previously with Doyle Dane Bern- 
bach Inc. as assistant media di- 
rector and time buyer. 


represented by CBS Radio Spot Sales. 50,000 watts, 1210 kilocycles. 


most distinguished 
group of stations. 


joins the nation’s 
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t J. W. Spellman Inc., Boston, has | bowling = ye — anata) and oo o-lggewee . 
been appointed to handle adver-|Provide data and materials to)store purchasing specialist, as Seek Suggestions, 


help its sales effort. The division’s|joined Datche as account super-| 


include advertising,| visor and merchandising director. "Mi]] & Factory’ Finds 


Spellman Adds Three Accounts |keting services division within its|ministrative vp. Arthur Vallier, a| 46% of Companies | 


( tising for three new accounts. - 
They are Tuna Products Corp.,|S®oPe will 


Boston, manufacturer of Sealady 
tuna specialty products; Schmidt 
Mfg. Co., New Bedford, Mass., 
and Greenville, S. C., maker of 
textile equipment and_ supplies, 
and Eastern Drug Co., Dedham, 
Mass., wholesale distributor of 
drug supplies and equipment. 


Brunswick Revamps Marketing 
Brunswick-Balke-Collender Co., 
Chicago, has set up a new mar- 


|public relations, sales promotion 
|and research. Nat N. Wexler, for- 
|merly director of advertising and 
pr for Brunswick, is head of the 
new division. 


Two Join Datche 

Two executives have joined the 
staff of Datche & Associates, St. 
Lome. Robert E. White, formerly 
with Rutledge & Lilienfeld, St. 
‘Louis, has joined Datche as ad- 


Steiner & Livingston Moves 

Steiner & Livingston, New York | 
sales promotion and direct mail 
company, has moved to 655 Mad- 
ison Ave. 


“Western Material’ Joins VAC 

Western Material Handling, 
published by Baymer Publications, 
Los Angeles, has subscribed to 
Verified Audit Circulation Co. | 


New York, Sept. 2—How wide- 
spread are employe suggestion sys- | 
tems? | 

Mill & Factory, a Conover-Mast | 
publication, has completed a sur- 
vey among industrial companies of | 
all types and sizes. The results | 
show that less than half of the} 
300 respondents—namely, 46%—| 
operate suggestion systems to en- 
courage production of cost-saving 


WCAU, Philadelphia / KCBS, San Francisco / KNX, Los Angeles / WBBM, Chicago / WCBS, New York / KMOX, St. Louis / WEE!, Boston 


| 


| Put "GEE" in your Chicago sales with 


WILLIAM F. JAMES has been named 

exec vp of Paris & Peart, New 

York. With the agency 20 years, 

Mr. James is an account executive 
on the A&P account. 


ideas by workers. 

Of companies that do have sug- 
gestion programs, 91% pay cash 
for acceptable ideas. The amount 
of the award depends on savings 
effected in 88% of the cases cov- 
ered. Major areas covered by sug- 
gestions include work simplifica- 
tion, process improvement, prod- 
uct design, materials handling, 
safety and health. # 


American Wool Month Set 

September has been designated 
as American Wool Month by Wool- 
ens & Worsteds of America, New 
York, a new association represent- 
ing all segments of the wool tex- 
tile industry. Promotional activities 
will be limited this year since the 
group was formed in July. A full 
scale promotion is planned for Sep- 
tember, 1959, however, and a com- 
plete promotion kit will be ready 
for manufacturers and retailers on 
May 1. 


Nehi Promotes Miller 
William T. Miller, formerly chief 
chemist and director of research 


|and development of new products 


of Nehi Corp., has been appointed 
production vp of Nehi succeeding 
R. M. Kamm, who is retiring. Mr. 
Miller has been with Nehi since 
1937. The Nehi account was re- 
cently assigned to D’Arcy Adver- 
tising Co. (AA, Aug. 11). 


Kessler Appoints Sandler 

Kessler Shoe Mfg. Co., West- 
minster, Md., has appointed Gil- 
bert Sandler Advertising, Balti- 
more, to handle advertising for its 
Mother Goose shoes. 


d J THAT'S 
SOME RUG CLEANER!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 
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Every week 


Parade 


calls on 


Meow. 8 ee 
more than half the homes 


The Sunday Picture Magazine 


Parade]: 


‘aicheraienen mae a 


‘A wp labor leader tells how to 
clean ap crooked anions 


Parade.. 
section of 60 fine newspapers 
covering some 2900 markets...with 
16 million readers every week. 
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.The Sunday magazine 
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Feature Section 


dvertising Age 


Let's Get Back to Advertising 


Extravagance Bothers the C.M. 


Woolf Backs the Older Worker 


Planning a Sales Catalog 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Needed: ‘Concentration, Not Scatteration’ ... 


Leave the Marketing Concept to Clients; 
Let's Get Back to Advertising, Hal Stebbins Urges 


With self-selling and impulse-buying playing a bigger part in 
today’s market picture, advertising is becoming more important 
than ever, Hal Stebbins believes. Advertising, he says, is be- 
coming the only contact between product and purchaser before 
the purchase. So the creator of advertising—the advertising 
agency—would do well to concentrate on advertising, on crea- 
tion of sales ideas, and not dissipate agency talents in other 
areas of responsibility that had best remain the client's. Some 
helpful hints on how agency men can “get back into the adver- 
tising business” were offered by Mr. Stebbins in a speech given 
at the convention of the Advertising Assn. of the West this sum- 
mer in Vancouver. Most of the speech is presented here. 


By Hal Stebbins 
President, Hal Stebbins Inc. 
Los Angeles 


The more I get around—the more I talk 
with other agency executives—the more 
I read the trade press—the more bewil- 
dered I am about what’s expected of the 
advertising agency Today and Tomorrow. 

I recall a little yarn about Daniel 
Boone. He was asked if he had ever been 
lost in the woods. “‘No, I never got lost,” 
he replied reflectively, “but I was be- 
wildered once for three days.” 


a Well, I have been bewildered a lot 
longer than that. In my simple, childish 
way I thought an advertising agency was 
in the advertising business. Apparently 
that’s all wrong. We are in the marketing 
concept business. We are in the social sci- 
ence business. We are in the consumer 
engineering business. We are in the re- 
search and development business. We 
are in the PR, MR and QED business. We 
are in the business management business. 
We are, if you please, charged by modern 
management with the responsibility for 
profits. 

Whose profits? Theirs, of course! Our 
business is a breeze. It practically runs 
itself. And, in the finals, we emerge (if 
we’re lucky) with 1% of the net. What a 
happy—and sappy—world! 


s Now I have been in the agency busi- 
ness 35 years—25 of them as an employer 
and administrator. So I think I know a 
healthy balance sheet when I look at one. 

What’s more, anyone who knows my 
background knows I have always rushed 
in where ink-stained angels feared to 
tread. I have always been a healthy rebel. 
I have tried to keep receptive and resil- 
ient—responsive to the changing pattern 
of our times. 

But I confess that I am getting fed up 
with this mumbo-jumbo, this pseudo-sci- 
ence, this polysyllabic prattle, that today 
clutters our desks and our minds. To say 
nothing of the extra-curricular demands 


made on us by certain advertisers! ... 

Currently we may be jaded but we’re 
not jade-green—we’re bilious green. 
Why? Because (forgetting, if you can, the 
current rash of agency mergers) we're on 
a get-business binge—no matter what it 
costs to handle it—and no matter what 
you have to promise a client to get it. 

Arpege perfume at least lays it on the 
line when it says: “Promise her anything 
—but give her Arpege.” That may be 
Truth in Advertising but, certainly, it is 
not Truth in Courtship. And what is ad- 
vertising but courtship-in-print and on- 
the-air? 


Why Ask the Agency 
to Overcome Profit Lags? 

Why should advertisers, especially the 
relatively low-budget advertisers charac- 
teristic of the West, demand and get 
(often without extra compensation) 
services and facilities which logically and 
legitimately come within the province of 
their own business? Why should they look 
to the advertising agency to pull them 
out of sales sags and profit lags? 

Yes, I know, it all sounds beautiful 
and alluring on paper. But when you put 
it into practice, you come back—almost 
invariably—to the basic premise that this 
is a primary function of management. A 
company that looks to its advertising 
agency to tell them what to make, how 
to price and package it, how to market it, 
when to blow hot and when to blow cold, 
doesn’t need an advertising agency. They 
need a new thermometer—and a new 
company. 


= Yet in their desperate drive for busi- 
ness, many agencies promise the prospect 
the moon, with plenty of free-space sat- 
ellites thrown in. 

Of course the client likes it—why 
shouldn’t he? Doesn’t it strike you as 
funny—and tragic—that a recent survey 
in the East showed 63% of the companies 
in question planned to combat the reces- 
sion by changing advertising agencies? 
What they forget is what the French re- 


member about politics: “The more it 
changes, the more it is the same.” 


Women Working, Family Nighttime 
Shopping, Are Among the Changes 

It would be childish to contend that 
things are not changing. Of course they 
are. Of course advertising and marketing 
are in transition—because the whole 
world of merchandising is in transition. 

In some fields, especially retail selling, 
it is more than a transition; it is a revolu- 
tion. The decentralization of business; the 
steady surge of population into Suburbia 
and Exurbia; the growing trend toward 
nighttime family shopping; the increased 
purchasing power generated by our vast 
army of women workers; the relentless 
expansion not only of supermarkets but of 
non-food items in these markets are just 
a few signs of our changing times. 

Safeway, for instance, used to carry 
about 1,800 items before the war. Today 
they carry 6,000 items. Where they used 
to stock 15 or 20 frozen items, they now 
stock 150... 
® I cite these significant statistics to 
point up two things: 

First, there never was a time when ad- 
vertising bore so great a burden. More 
and more, as self-selling and impulse- 
buying come into play, advertising is the 
total sales force for many products. Often 
it is the only contact between product 
and purchaser prior to purchase. 

Second, in view of this situation, is it 
smart to burden the advertising agency 
with functions that properly belong to 
management? Why diffuse their efforts 
when they need, not scatteration, but con- 
centration? Of course the agency should 
know the whole picture, should be kept 
abreast of what-and-why. You wouldn’t 
think much of a clinician who didn’t use 
every laboratory test available to con- 
firm his physical findings. Just so, no 
agency can work, with assurance or com- 
petence, if it does not know the whole 
panoramic picture. But the thing that 
counts in the finals is what the agency 
does with what it finds—with the imagery 
and ingenuity it uses—with the ideas it 
communicates to the consumer-public. 


# And that is why I submit and insist that 
the fundamental business of an advertising 
agency today is what it always has been 
and will be: the mass communication of 
ideas. That’s not only a man-size job but 
a full-time job. And you can’t get anyone 
too good to do it. Because, no matter how 
good he is, no matter how schooled and 
skilled, he isn’t good enough to extract 
from advertising the full persuasive pow- 
er of which it is capable. 

Not too many weeks back Virgil Reed 
of J. Walter Thompson Co. talked to the 


Assn. of Canadian Advertisers in Toronto. 
Dr. Reed is not only a sound advertising 
man but a sound economist. He pointed 
out—and he was right—that in the last 50 
years (the years of giant growth in the 
business of America) the role of the ad- 
vertising agency has not appreciably 
changed. Its main job is to increase the 
effectiveness of the client’s advertising. 


= For my money that definition still 
holds. Moreover, I suggest that any of 
you who are Four A’s members secure 
from Four A’s headquarters a copy of the 
“Report on Agency Service” issued in 
1918—just one year after the formation of 
the American Assn. of Advertising Agen- 
cies. You’ll find, 40 years later, that those 
pioneers hit it right on the nose. And if 
today I was asked to amend or qualify it, 
I wouldn’t know how. 

But back to Dr. Reed’s Toronto talk, I 
would like to quote one potent paragraph: 

“I sometimes wonder, even in advertis- 
ing, if ‘the new is but the old come true.’ 
Or if we forget and pour old wine into 
new bottles. Thirty-nine years ago I was 
working with Dr. Harry T. Kitson (author 
of ‘The Mind of the Buyer’) on motivation 
research. This included studying the cor- 
relation of the salesman’s height and his 
sales volume, and the reasons for it. We 
were using, and found wanting, ink blot 
tests even before I knew Rorschach had 
anything to do with them. Then, four or 
five years ago, there appeared upon our 
continent a supposedly great new marvel 
known as motivation research. Unfor- 
tunately it became a fad, with many of 
the abuses that go with fads, but real 
motivation research simply isn’t new to 
advertising agencies.” 


s I know from my own experience (and 
I have written easily $100,000,000 worth 
of copy) that every creative man worth 
his sales-salt has been using for years 
what we now call motivation research. 
Only we call it horse sense that we try to 
convert into sales sense... 

And now, having dispensed with moti- 
vation research, I should like to top it off 
with a bit of sour dessert on research 
itself. 

One of my basic business tenets is: 
“Facts first—you’ve got to know before 
you go!” But you’ve got to knew a fact 
when you see one, and you can’t spend a 
fortune unearthing it. Even when you do, 
it is at best a guide, not a god. If you wor- 
ship at the shrine of research, you're in 
the wrong church. Use it as a tool, but 
don’t be a fool... 
= I get mad—and sad—when I see how 
many men today are looking for a crutch, 
a magic charm or amulet, to support and 
sustain them, when they should look to 
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their own creative resources. It is easy 
to dip into a grab bag and come up with a 
gimmick or gadget. It is hard to probe the 
heart and mind of man and emerge with 
a rea] sales-spurring idea. But that’s what 
makes this advertising business so tough 
and so rewarding. 

The last decade in advertising has 
brought into being a new breed of copy- 
cats, men who are afraid to step on virgin 
soil, people who ape other people—who 
never send their creative linen to the 
laundry without a fervent prayer to Dr. 
Starch. Now Dr. Starch is an honest man. 
He can tell me how many noted, but not 
how many voted. He can show me how 
many were flagged, but not how many 
were bagged. And that’s the tally that 
counts at the register. 

Want to know how to get a High Starch? 
Just don’t say anything. Use a large, al- 
luring illustration with not more than 
three words of text. Will a lot of people 
see it? I hope to tell you. Will those same 
people buy? You tell me. 


Above All, Be Believable 

And now I should like to sound off on 
one of our perennial problems: Credibil- 
ity. In my day I have trained many writ- 
ers; and one of my standard prescriptions 
is this B Complex: 

Be human. Be simple. Be sincere. Be 
specific. Be informative. Be authoritative. 
Be enthusiastic. Be sure you’re under- 
stood. But, above all, be believable. 


= I believe it was Oscar Wilde who said, 
“Every man paints his own portrait.” 
Just so, every copy man writes his own 
biography when he writes the biography 
of a product or service. If you don’t be- 
lieve it, don’t say it. The man who writes 
tongue-in-cheek forgets that the reader 
senses it, instantly and instinctively. 

In short, I agree with Francis Bacon: 
“Every man should be his own police- 
man.” But that isn’t enough. For you 
must also help to track down not only 
those who practice cunning and deceit 
in their advertising but those who are 
guilty of bad taste. Remember, too, that 
the laws of our land make it possible for 
a man to be legal and still be phony. So 
you have to tell him not that he’s a clever 
crook but that he’s a fool. Call him “clev- 
er” and he’s flattered—his belly button 
goes up a notch. But call him a fool and 
that makes him sound stupid, and he 
doesn’t like that at all. 


= Many forces are at work in this im- 
portant and relentless job of advertising 
clean-up. No one contends that advertising 
is lily-pure. But neither is any other busi- 
ness or profession. And, having seen some 
of the superb work going on backstage, 
I can assure you that, more and more, 
advertisers are cooperating in this move 
for truth in advertising. Not because 
they’re good guys but because they are 
convinced it is good business. 

It is good business to be good—in public 
and in print. Only the fool thinks the 
public is a fool... 


There's Too Much Servility 
in the Agency Business 

And now I should like to do a little 
orthopedic surgery. I think it is time for 
the key men in this field to go in for some 
spine-stiffening. There is entirely too 
much servility in the agency business. Ad- 
vertising has long since come of age; and 
it is high time we did. I suppose I should 
have waited for July 4 to deliver this 
Declaration of Independence, but here 
goes: 

It is wrong to say that the client is 
always right. Often the man who foots 
the bill is the poorest judge of what it 
takes to fill the till. But it is equally 
wrong to say that the client does not re- 
spect courage. You may be right as rain, 
but if you haven’t the guts to stand up and 
fight for it, you’re going to lose not only 
your self-respect but his. Often the man 
who, you think, will give you the most 


trouble, capitulates the fastest. 


® Besides, how do you expect to sell his 
wares if you can’t sell your own? It isn’t 
a case of conceit but of confidence. It 
isn’t a case of arrogance but of intelli- 
gence. 

The fact that you have no sheepskin to 
certify you are a Master of the Advertis- 
ing Art, and thus lack academic stature, 
means nothing. Your brains are in your 
head, not on the wall. And the best way 
to keep clients—and prospects—looking 
in your direction is to have them look UP. 


® As a corollary of this, we have endless 
debate as to whether advertising is a busi- 
ness or a profession. What a waste of 
breath, even if you use vodka that leaves 
you breathless! This is just silly seman- 
tics. 

Thomas Alva Edison did more with 
electricity than any man who ever 
lived. Yet if you asked the wizard of 
Menlo Park, “What is electricity?” he 
couldn’t answer. It’s what he did with it 
that counts. 

So I say it is high time the seasoned 
men in our field should stand up and not 
only be counted but acknowledged and 
respected. I know many agency men— 
East and West—who would grace any 
profession or business. And no one knows 
how many times advertisers have been 
kept from committing suicide-in-print by 
the unpriestly voices of these men who 
coaxed them from the ledge of lunacy. 


Let's Have More Dignity 

Also, since we're talking about less 
servility, let’s talk about more dignity. 
You don’t have to be a stuffed shirt to 
be dignified. You can be solid without 
being stolid. I hope I have some measure 
of dignity; but whether you believe it or 
not, I’m human. And sometimes humor- 
ous... 

But it is my feeling (and I am no con- 
genital sour-puss) that we are taking 
Vitamin E for the wrong purpose. E, as 
all of you should know, is the anti- 
sterility vitamin. But in my copybook it 
stands for education, not entertainment. 
Fun is the lubricant of life, and we have 
to have it. But I wish our weekly adclub 
program chairmen concerned themselves 
more with food to take home upstairs 
than food to take home downstairs... 


# The same lack of dignity is evidenced in 
the jazz-jargon, the loco-lingo, found in 
some of our trade press. These publishers 
mean well, of course. They are merely 
trying to liven up the sheet, especially 
since a good deal of it comes in the door 
as publicity handouts. But, after all, we 
need not ape Variety or other show biz 
books that relish such trick-heads as 
STIX NIX HICK PIX. 

You read, for example, that Bigblow & 
Littleblow have been “tabbed” for such- 
and-such account. Perhaps I am allergic 
to that word “tab” because I have to 
okay so many of them for our account 
executives. But you find that the “$300,000 
expansion and sales promotion program” 
thus heralded simmers down to $280,000 
for factory remodeling and $20,000 for 
direct mail. So let’s have a little more 
dignity, please, and a little more accuracy 
—not only on the part of people in the 
business—but of the press that reflects it. 


Stop Cookie-Stamped Advertising 

These are some of the things that come 
to mind as I explore the current scene. 
We have come a long way in the adver- 
tising agency business. We have learned 
to gather, to survey, to assay. But we still 
have much to learn about people, and 
how to communicate to them. 

It seems to me that what we need in 
advertising today is more fusion and less 
friction. We shouldn’t be word men or 
picture men or poster men or tv men or 
radio men or direct mail men. We should 
be message men. We should come up 
with a unified pattern based on team- 
strategy; with a message that has what I 


The Creative Man’‘s Corner... 


Great idea. 


wrapped. 


uum,” 


about advertising and advertisers. # 


Everlastingly? 


We've tried the new Ritz with the Stack Pack. We tried it before we came 
across this ad about it. Didn’t even know we were buying it. Thought it was 
the same fine old product in a new package. Then, we got it home. Found three 
columns of crackers individually wrapped. 


Then we came on this ad. Naturally, it attracted our attention. It displayed 
exactly what we had found. Three columns of crackers, each individually 


Then we read the headline—and said to ourselves, “Must advertising people 
always use extravagance when they write? Ritz’s new Stack Pack by no stretch 
of the imagination can possibly keep these crackers ‘everlastingly’ crisp. 


‘Everlastingly’ is a hell of a long time. We'd hate to entrust a stack of Ritz 
to entombment in a time capsule—unless the capsule itself contained a vac- 


This Stack Pack is a wonderful idea. Great new idea for keeping crackers 
fresh longer—but certainly not crisp “everlastingly.” 


We don’t mean to quibble. We just don’t feel it was necessary to go this far. 
And we don’t think it mitigates to any degree the general feeling people have 


call intrinsic sensation, and thus achieves 
splendid isolation. 


= The big idea is to communicate an 
IDEA—an image, a message, in the 
shortest possible time, to the greatest 
number of people. There is no golden 
rule, no pat formula. The trouble with a 
lot of advertising today is that there’s 
nothing the matter with it—which is pre- 
cisely what is the matter with it. It is 
slot-machine, cookie-stamped, factory- 
formula advertising. It lacks daring, ex- 
citement, imagination. There are times 
when no art is smart; times when no text 
is smarter. It all depends on the product, 
the problem, the audience, the timing. 

In short, advertising today needs what 
doctors call hyperventilation—deeper and 
more frequent breathing to step up our 


Tips for the Production Man... 


creative cells and oxygenate our think- 
ing. 

But, above all, the advertising agency 
needs to remember that its raison d’etre 
has not basically changed. True, times 
have changed. Methods of operation have 
changed. Many refinements of service 
have been added. It is no longer a one 
horse shay that begins and ends with copy. 
It taps many fields, calls for many skills, 
integrates many functions. But, so long 
as markets are made up of people, and 
people are made up of human behavior, 
the function of the advertising agency will 
be to produce advertising that moves 
products by moving people. 

And that’s why I say: Let’s stick to 
fundamentals—to the substance and sinew 
of advertising. Let’s get back to the busi- 
ness we’re in: advertising! + 


Logic in Planning a Sales Catalog 


By Kenneth B. Butler 
“The only qualified authorities for de- 
termining what should be contained in a 
catalog are the prospects who may use 


that particular catalog.” 

This is one of the provocative thoughts 
offered in “The Sales Catalog,” latest in 
the S. D. Warren Co.’s long and worthy 
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A NEW SERVICE! 


Shown here is one example 
of the extra selling power 
available to you because of 
our gravure printing and 
sharp, localized editing. 
(THIS is more fully illustrat- 
ed in the booklet offered be- 
low along with other localized 
selling techniques.) The use 
of attention-pulling local ac- 
tion photos is just one phase 
of STRAIGHT-LINE Ad- 
vertising. We will arrange for 
action photos of your prod- 
uct.in use in Ohio, with brief 
testimonial if desired. The 
pictures can be stripped into 
your advertising quickly at 
no extra mechanical cost. No 
bother about a plate because 
of our gravure printing. Here 
is sharp, new advertising im- 
pact without straining your 
budget! 


This “wee : ta aia eee 


Use STRAIGHT-LINE Advertising 
to sell more 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Edited by Ohioans for Ohio 
farm conditions and problems. All articles are timely 
and fresh, reach readers twice each month with up- 
to-date farm know-how. Sparks and serves the inter- 
ests of Ohio Farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies the direct channel 
to an active market — In THE OHIO FARMER, your 
advertising gets preferred attention in 4 out of 5 Ohio 
farm homes. And, when Ohio farmers are well sold, 
they can buy! Income is big and steady — year ’round. 
Ohio is a top-third state in farm income. 


Plus No. 1—Local Field Reports. When you desire, 
timely selling information can be supplied by our able 


staff members who talk regularly with your local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials (il- 
lustrated top of this ad). 


Plus No. 3 — Local Prices or Terms or Down Payments. 
Nothing helps close a sale like the facts that tell a farmer 
how he may buy. We can strip in your Ohio prices and 
selling data — no cost for a plate. 


Plus No. 4— Local Source of Supply and Information. 
We can insert the names of your Ohio distributors, dealers 
or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. We can insert the 
name of your Ohio sales offices for fast selling action. 


Send for this booklet — a full story on ‘“‘STRAIGHT-LINE Advertising."’ 


You may find a timely answer for a welcome lift in your advertising and sales in Ohio. 
You'll want to have this valuable reference on the real advantages of our gravure printing 
flexibility which makes possible STRAIGHT-LINE Advertising. Here is new penetration 


1010 Rockwell Ave., 


with localized advertising, test campaigns, full color. All at great savings. Write! 


Cleveland 14, Ohio 
STRAIGHT-LINE Advertising Service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER 
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list of booklets relating printing to man- 
agement. 

Too often we are inclined to think first 
of a catalog in terms of putting the com- 
pany’s best foot forward, either through a 
lofty eulogizing of the company’s aims 
(excluding the one about making money, 
of course) or through splendor of typo- 
graphic presentation. Only at a late date, 
if at all, is thought given to putting out 
the kind of book that the client rather 
than the company or layout man wants. 


s When you stop and consider, however, 
that “convenience that leads a buyer into 
habitual use of a particular catalog often 
outweighs a buyer’s preference for a com- 
petitive product,” it would indeed seem 
that a clear picture of the buyer’s needs 
should be the very first consideration. 

“The Sales Catalog,” however, goes con- 
siderably beyond a mere examination of 
the psychology involved. Workable lay- 
outs for a variety of catalog situations are 
included, along with reproductions from 
a number of successful catalogs collected 
by the editors. 

In addition there are hundreds of tips 
for making your catalog more functional, 
among them: 


e Develop your index with thought and 


On the Merchandising Front... 


care. Many catalogs are virtually useless 
to the buyer because it takes too long for 
him to find the material he seeks. 


e Be careful in the use of terms, and don’t 
be afraid to cross-index where there is a 
question. What the company refers to as a 
“sack” may be called a “bag” in another 
part of the country, and a “poke” in still 
another. 


e The first essential for convenience is 
orderly arrangement. Wherever possible, 
all information pertaining to a _ single 
product should be found in one place. 


e Let the printer sit in on the first ses- 
sion involving layout, so that he can ad- 
vise on the availability of typefaces, 
bleeds, et al. 


e Determine in advance the circumstances 
and environment in which the catalog will 
be used...in a drawer? a file? on a 
shelf? in the shop? The answers will help 
decide the correct format, binding, and 
stock. 

“The Sales Catalog” and 18 other useful 
booklets are available without cost to men 
and women planning printed promotion, 
and to all those who sell lithography and 
letterpress printing, from the S. D. Warren 
Co., 89 Broad St., Boston 1, Mass. + 


‘We're Just as Good as Our Last Premium’ 


By E. B. Weiss 

The ad manager of one of our largest 
food advertisers, in a talk before a pre- 
mium group, is quoted as having re- 
marked: “Let’s face it—there is little, if 
any, product loyalty among cereal-eating 
kids. To put it in even 
simpler terms, we're 
just as good as our last 
premium.” 

This may very well 
be the case. And it may 
be true not only of kids 
and cereals—it may be 
true only to a some- 
what lesser degree of 
adult product categor- 
ies in which the premi- 
um plays a major advertising-merchandis- 
ing role. Perhaps it isn’t only youngsters 
whose loyalty to a brand is measured by 
the appeal of the premium. 

That may, in turn, be a testimonial to 
the hypodermic characteristics of the 
premium. But if, in the fairly considerable 
number of merchandise classifications in 
which the premium plays a major role 
among adult consumers as well as chil- 
dren, the brand is only “as good as our 
last premium”—then what is the total 
marketing program really accomplishing 
that is enduring? 


E. B. Weiss 


® Originally, it was the function of the 
marketing program—which, of course, 
includes advertising, packaging, promo- 
tion, selling, merchandising—to create a 
steady brand following. The brand was 
to be made relatively immune to violent 
swings in consumer acceptance; consum- 
er preference; consumer demand. 

And, in more recent years, there de- 
veloped that little matter of the “brand 
image,” with all of its psychological over- 
tones and undertones. The total market- 
ing program was—and presumably is— 
shaped to strengthen and perpetuate that 
brand image. Hundreds of thousands of 
dollars have been collectively spent, by 
companies that are generous users of 
premiums, to determine precisely what 
their brand image should be. And mil- 
lions have been spent to implant that 
brand image deep, deep into the public 
consciousness—even including that of 
“kids.” 


But now we are told, and by the ad 
manager of a food company that has been 
a fairly strong believer in the creation 
and perpetuation of brand images, that 
for its cereals, “We’re just as good as 
our last premium.” This company’s fa- 
mous food brands are, presumably, val- 
ued in the millions. Its plants could 
burn down overnight, but the business 
would continue because of its brand 
standing. Its stockholders have been told 
on more than one occasion that its brands 
are like the Rock of Gibraltar: imperish- 
able. 

Yet, at least so far as its cereals are 
concerned, “We’re just as good as our 
last premium.” 

Let’s make a bit of a detour for a mo- 
ment: A recent survey of homemakers 
apparently discloses that two out of three 
have on hand two or more brands of 
soaps and detergents in full or partial 
supply. Only one out of three said they 
stuck with one brand of soap or deter- 
gent. “A package that suggested some- 
thing a little special or different” was 
indicated to be a major factor influenc- 
ing the purchase of a brand in this prod- 
uct category. I imagine that that “some- 
thing a little special or different’ could 
have been, at least on one occasion, a 
premium. If so, we have here some evi- 
dence that some brands bought by adults 
may also be only “as good as our last 
premium.” 


= It used to be said, in the days before 
advertising, that a manufacturer had no 
enduring foundation for his business. He 
was at the mercy of a fickle and disloyal 
trade, and a fickle and disloyal consumer. 
Advertising was to give him brand sta- 
bility. 

Today, is the manufacturer—even of 
strong brands—at the mercy of a fickle 
and disloyal trade and consumer, pre- 
cisely as were the manufacturers of a 
presumably departed era? Has modern 
marketing made little contribution to 
brand stability? 

If the answer is in the affirmative, then 
this is not to imply that the premium is 
the sole culprit. Similarities in competing 
products play a major role; similarities 
in product composition, in pricing, in 
packaging, etc. Too many brands unques- 


tionably stand for too little that is desir- 
ably distinctive. In too many instances, 
advertising has clearly failed either to 
capitalize on existing points of desirable 
differentiation, or to create in the public 
mind action-impelling points of desirable 
differentiation. 

But it would appear that the premium 
also makes its contribution to brand dis- 
loyalty—to brand weakness. It would 
appear that the premium has even, at 
least on occasion, balanced out the brand- 
building efforts of the advertising pro- 
gram—a case of the merchandising pro- 
gram fighting the advertising program! 

This is not to condemn all premiums or 
all premium usage. But surely when an 
industry spending millions in advertising 
reaches a point where its brands are “on- 
ly as good as our last premium” (even 
if this be a cereal), then the total mar- 
keting program might benefit from a re- 
evaluation of all of its component units, 
including the advertising as well as the 
premium phases. # 


Advertising Age, September 8, 1958 


(poses : ARE RED, VIOLETS ARE BLUE 
WE STUDIED THE DRAWTHINKS 
HERES ONE FOR You ! 


What They Were Saying 25 Years Ago ... 


Jack Cohn, vp of Columbia Pictures 
Corp., in a statement to Advertising Age 
(AA, Sept. 2, 1933): : 

“The motion picture is a good barometer 
of the financial status of the mass pub- 
lic. Its box-offices across the country 
prove through increased receipt, ranging 
from 8 to 25%, that money is beginning 
to reach those who have long been with- 
out it.” 


A display ad in Advertising Age (Sept. 
16, 1933): 

“Memo to: Stanley Resor. 

“From: Hotel Winthrop. 

“Subject: New apartment rates for ad- 
vertising executives. 

“Tell members of your staff that they 
can now rent two room apartments with 


Salesense in Advertising ... 


serving pantries and refrigeration for as 
little as $115 a month, including full ho- 
tel service at The Winthrop, almost across 
the street from your offices. .. We rec- 
ommend early inspection if any of your 
staff plan to live at 47th St. and Lexing- 
ton Ave.” 


J. Lynn Miller, president of Advertis- 
ing Inc., Richmond, in a letter to the ed- 
itor (AA, Sept. 23, 1933): 

“Although we have signed the Presi- 
dent’s blanket NRA code, we have not 
signed the proposed advertising agency 
business code. Our reason is that one of 
the most unfair practices of the advertis- 
ing agency business is not mentioned. We 
refer to what is commonly known as 
speculative plans and copy.” 


The Shortsighted Age Barrier 


By James D. Woolf 
Creative Consultant 

Sylvia Porter, in a recent newspaper 
column, comments indignantly on the 
cruel and stupid age barriers that are 
going on all over the country against the 
so-called older worker. 

In Houston, she re- 
ports, 24% of the com- 
panies interviewed will 
not hire a 35-year-old 
man for an office job— 
strictly on the basis of 
his age. In San Fran- 
cisco, 20% of the com- 
panies will slam the 
door at the 35-year 
mark. In New York 
City, seven out of ten 
will raise the barriers against a man at 55 
and almost eight out of 10 against a 55- 
year-old job-seeking woman. It appears 
that management places the maximum 
productive years of workers between the 
mid-20s and the early 50s. I believe these 
findings of Miss Porter’s reflect the na- 
tional pattern. In the advertising business, 
the age ceiling is not a specifically stated 
company policy, I believe; it is an under- 
stood routine. 

This, I think, is nonsense, at least in 
the advertising business. Some of the 
most brilliant creative work we see today 
is the production of men and women in 
their 50s and even 60s. You know who 


James D. Woolf 


x 


they are as well as I; their campaigns and 
exploits are reported in ADVERTISING AGE 
almost every week. 


s And yet my files are loaded with let- 
ters from men in their early 50s whom no- 
body will hire. Many of these men are 
known to me personally and have had 30 
or more years of fine experience, and are 
out of work through a combination of 
circumstances that reflects no discredit on 
them. The age prejudice has them licked. 
I know of one agency that boasts it is 
an organization of young people. Nobody 
in our company, it proclaims proudly, is 
over 40. The truth of this statement is 
proved by the quality of its work. 


= There is no substitute for experience. If 
I were an advertiser in search of an 
agency, I would look for men of great ex- 
perience. I would be impressed by the 
achievements of such great creative men 
as James W. Young, Leo Burnett, Walter 
O’Meara, Victor Schwab, J. Mark Hale, 
Walter Weir, Kenneth Ward, Thomas Er- 
win, Norton O’Meara, David Ogilvy, Mark 
Wiseman, John Caples, Lynn Baker, and 
Clyde Bedell, to specify but a few whose 
names occur to me offhand. None of these 
men, I believe, is under fifty. 

I agree with Sylvia Porter when she 
writes: “We must attack the age dis- 
crimination relentlessly and pitilessly un- 
til we kill it now and forever.” # 


* 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference, Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IIl., for “Salesense in Advertising,” available on five days’ approval. 
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localized editing. 


Advertising. We 


Use STR AIGHT-— 


M 


A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 


more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local 
coupon addresses is just one 
phase of STRAIGHT-LINE 


insert the name of your Mich- 
igan sales office for fast re- 
sponse and selling action. No 
bother about plate patches 
because of our gravure print- 
ing. Here is sharp, new ad- 
vertising impact without 
straining your budget! 


ichig 


(THIS is 


can easily 


ma 
7a 


ania sersice ... YOU speed ee eccenssneees 
poveo give the reader. better #7 meee 


LINE Advertising 


to sell more 


STRAIGHT-LINE Editing gives you the background of 
‘service readership’’ — Only Michigan farm condi- 
tions and problems are pointedly covered by our Mich- 
igan writers. All articles are timely and fresh, reach 
readers twice each month with up-to-date farm know- 
how. Sparks and serves the interests of Michigan 
farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies your direct chan- 
nel to an active market — In MICHIGAN FARMER, 
your advertising gets preferred attention in 9 out of 
10 Michigan farm homes. And, when Michigan farm- 
ers are well sold, they can buy! Income is big and 
steady — year ’round. Michigan is a top-third state 
in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 
who talk regularly with your local state management — 


distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. 
We will arrange for an action photo of your product in 
use in Michigan. The picture can be stripped into your 
advertisement quickly at no extra cost. Since we print by 
gravure, there’s no bother about a plate, 


Plus No. 3 — Local Prices or Terms or Down Payments, 
Nothing helps close a sale like the facts that tell a 
farmer how he may buy. We can strip in your Michigan 
prices and selling data — no cost for a plate. 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Michigan distributors, 
dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. (Described at top 
of this ad.) 


Send for this booklet — a full story on ‘'STRAIGHT-LINE Advertising."’ 


You may find a timely answer here for a welcome lift in your advertising and sales 
in rural Michigan. You'll want to have this valuable reference on the real advantages 
of our gravure printing flexibility which makes possible STRAIGHT-LINE Advertising. 
Here is new penetration with localized advertising, test campaigns, full color. All 


at great savings. Write! 


East Lansing, Michigan 


an Farmer 


STRAIGHT-LINE Advertising Service also available in The OHIO FARMER and PENNSYLVANIA FARMER 
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Mail Order and Direct Mail Advertising ... 


Soft Sell, Hard Sell and Mail Order 


By Elon G. Borton 


The three ads reproduced here illus- 
trate three different types of advertising. 
They happen to be retail ads from a New 
York newspaper, but the same three styles 
could be used for many products or com- 
panies. I comment on 
them because my mail 
indicates that a good 
many people are not 
clear about the differ- 
ences between soft sell, 
hard sell and mail or- 
der ads. 

For the 12 years I 
lived in Scarsdale, N.Y. 
(1945-57), I followed 
with keen interest the 
series of all-copy ads which Wallachs 
runs regularly in New York newspapers 
for its 13 clothing stores in the metropoli- 
tan area. In these editorial ads the store 
may discuss anything from missing shirt 
buttons and ladies’ styles to the Brussels 
World’s Fair. Usually the Wallachs name 
is played down and sometimes is hard to 
find. The purpose of the ads, apparently, 
is to build a store image, an impression 
of Wallachs as a friendly, helpful store 
and a good place to trade. These ads 
certainly merit the description of “soft 
sell.” 


Elon G. Borton 


it's fun at the Fair 


mid-summer Sale of 


Freeman shoes 


's now im progress, featuring both yeor- 
round and summer styles at drastic reduc- 
hens. Not every style in every size, but 
on excellent assortment in the group. 
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Employe Communications ... 


Incidentally, though I have enjoyed 
the ads and have a favorable impression 
of Wallachs, I’ve never been in a Wal- 
lachs store. Maybe the ads were too “soft 
sell” for me. But quite evidently some- 
thing sold Wallachs to many, for the 
stores have grown and prospered. 

Next is a typical retail ad for Freeman 
shoes by Wallachs. This type of ad was 
run by the stores in addition to their edi- 
torial ads. It could be called a “hard sell” 
ad, though it does not sell as vigorously 
as many retail ads do. 


s Third is an Altman mail order ad with 
a reply coupon and a business reply label 
to paste on your reply envelope. It has 
the usual techniques of mail order adver- 
tising—plenty of information about the 
products, quoted prices, reply coupon and 
address label. + 


Handicapped Fare Well in Survey 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Champions of the physically handi- 
capped in industry have had—and are 
still having—an uphill battle. Timid per- 
sonnel people, aware of a timid top man- 
agement attitude, often make employment 
of the handicapped difficult, if not im- 
possible. Yet in companies with a more 
liberal, progressive and humane attitude, 
the handicapped continue to make credit- 
able showings for themselves. 

This was recently borne out in a unique 
survey of the job performance of the more 
than 1,000 handicapped people employed 
by Du Pont in its various plants. Accord- 
ing to the company’s employe relations de- 
partment, an overwhelming majority of 
these employes have achieved average or 
better-than-average levels of job perform- 
ance, safety and attendance. Moreover, 
the survey disclosed, the nature of the 
handicap does not appear to prevent the 
employe from doing a good job, as some 
of the best performers have the most 


severe handicaps—amputation, blindness, 
deafness and paraplegia. 


s Of Du Pont’s 90,000 employes at the 
close of 1957, 1,021 in company plants— 
including laboratories and offices—were 
physically handicapped in terms of the 
severe standard: “A physically handi- 
capped condition which might prevent an 
employe from handling such jobs as the 
average non-impaired worker could han- 
dle.” So rigidly does Du Pont adhere to 
this definition, that many employes who 
normally would be considered handicap- 
ped were not included in the study. 

In safety, Du Pont’s handicapped scored 
well. Nearly 40% were better than av- 
erage; 59% were average, and only 2% 
below average. In attendance 36% were 
better than average, half were average, 
and 14% below average. In job perform- 
ance, 27% were better than average, 60% 
average, and only 13% below the norm. 

The survey pointed out that “physically 
handicapped persons are capable of 
maintaining creditable performance. We 
intend to continue employing physically 


handicapped individuals where the handi- 
cap will not affect safe and effective job 
performance.” 


& The principal barrier to the employ- 
ment of the handicapped lies in the 
unwritten, tight-lipped policy of manage- 
ment. Certain individuals in company em- 
ployment offices find themselves baffled 
by the problem of proper placement, and 
rather than take the time to determine 
work for which the applicant is fitted, 


Advertising Age, September 8, 1958 


they politely take down the applicant’s 
name so they can “be in touch in case 
something turns up.” As a rule nothing 
ever turns up. 

In the authors’ own quarter century 
of working in industry, we have seen 
many handicapped people out-perform the 
hale and the sound. All they needed was 
the chance. They have had to lick tougher 
problems at one time in their lives than 
any management can possibly throw at 
them # 


jobs easier: 


1. The anatomical edger: Instead of 
laboriously ruling lines with a 
straight edge, frame out your ad us- 
ing two or three fingers to hold the 
pencil, and sliding your middle or 
your fourth finger against the edge 
of the copy pad, as shown. With a lit- 
tle practice, you’ll get a straight line 
every time, at the desired distance 
from the margin. 


2. Erasing headlines done in heavy 
black pencil can get messy. Buy, bor- 
row or steal a piece of kneaded rub- 
ber from your art pals. Does the job, 
leaves no crumbs, keeps you from 
looking like a chimney sweep at the 
end of the day. 


3. A squeeze bottle of casein glue 
comes in real handy for making paste- 
up roughs using old art. Paste on the 
old, write in the new, and your rough 
is ready sooner. Keep glue-bottle and 
scissors handy in your desk. They’re 
extra-valuable also when you have to 
re-shuffle the parts of a long manu- 
script and hate to waste your time in 
retyping. Cut, re-write, juggle, paste 
together and give your typist a clean, 
consecutive copy. 


DRAWTHINKS.., 


Are these tricks in your creative kit? 


Any creative person hates to waste time on nonessentials. Yet such 
simple matters as ruling a frame for an ad, erasing a headline from 
a big rough, or making a new ad out of old art take valuable time. 
Here are some artist tricks used by old pros in copy to make these 


We were as surprised as you are to discover 
that not all copywriters know these corner-cutters! 


Next Lesson: “Three more tips for making better roughs” 


nt ee eee 


2. LOOK, ART-- MY ROUGH 
IS READY AND IT'S 99% 
CLEAN, AS AMT, AND 

_ AS IS MY DESK AND 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 
localized editing. (THIS is 
more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local PY . Mh na) ae 
prices, terms or down pay- 5 : ty eal i. : balance 
ments is just one phase of \ Ba Dae 3 in small 
STRAIGHT-LINE Adver- \ ae : gasv 105 monthly 
tising. Nothing helps close a : a O8 

sale like the point-of-sale 

facts that tell a farmer how 

he may buy. We can strip in 

your Pennsylvania prices and 

selling data. No bother about 

plate changes because of our 

gravure printing. Here is 

sharp, new advertising im- 

pact without straining your 

budget! 


You can own this 
FORD TRACTOR 


i el 


Use STRAIGHT-LINE Advertising 
to sell more 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Edited by Pennsylvanians 
for Pennsylvania farm conditions and problems. All 
articles are timely and fresh, reach readers twice each 
month with up-to-date farm know-how. Sparks and 
serves the interests of Pennsylvania farmers in more 
efficient farming. 


STRAIGHT-LINE Coverage provides your direct chan- 
nel to an active market — through PENNSYLVANIA 
FARMER your advertising gets preferred attention in 
9 out of 10 Pennsylvania farm homes. And, when 
Pennsylvania farmers are well sold, they can buy! 
Income is big and steady — year ’round. Pennsylvania 
is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 


who talk regularly with your local state management — 
distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. We 
will arrange for an action photo of your product in use in 
Pennsylvania, with brief testimonial if desired. The pic- 
ture can be stripped into your advertisement quickly at 
no extra cost. 


Plus No. 3 — Local Prices or Terms or Down Payments. 
(Described at top of this ad.) 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Pennsylvania distribu- 
tors, dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. At little or no 
cost, we can insert the name of your Pennsylvania sales 
office for fast selling action. 


Send for this booklet — a full story on ‘“‘STRAIGHT-LINE Advertising."’ 
Greatest Agricultural 


This new brochure may give you just the right idea for a welcome lift in your advertising Show in the East 
and sales in rural Pennsylvania. You'll want to have this valuable reference on the real 1959 
advantages of our gravure printing flexibility — which makes possible STRAIGHT-LINE PENNSYLVANIA 
Advertising. Here is new penetration with localized advertising, test campaigns, full color. FARM SHOW 


° ° Harrisburg —— 
All at great savings. Write! Jonuary 12-16, 1959 
Previewed in the 
Janvory 10, 1959 Issue 
Closing Date Dec. 15, 1958 


PENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 


STRAIGHT-LINEAdvertising Service available also in The OHIO FARMER and MICHIGAN FARMER 
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Lauck Named A.M. 

Jack W. Lauck has been named 
advertising manager of the Daily 
Commercial News, San Francisco 
business newspaper, and will also 
edit its advertising and marketing 
column. He formerly was San 
Francisco bureau manager of 
Newspaper Enterprises Assn. Mr. 
Lauck succeeds Melvin B. Tyler, 
who resigned to become advertis- 


aa. Pg 
hake 


ing manager of California Medi- 
cine, publication of the California 
Medical Assn. 


CBS Radio Appoints Atwood 
Kenneth R. Atwood, formerly 
with Branham Co., radio-tv station 
representative, has been appointed 
account executive with the Chicago 
office of CBS Radio Spot Sales, 


| a aK. 


fi 
s) 


ea 


call for all 


RR ae 


New York. ~ 


LILA RE ET 


VISUAL SELLING AIDS al 


from flip-overs to films 
SALES TRAINING PROGRAMS & MEETINGS 
from copy pl. ing to producti 
EXHIBITS & DISPLAYS 


from creation to production 


POINT-OF-SALE MATERIAL 


visual communications specialists 


We are Masters of all Visual 
Communication Techniques, fully 
staffed with creative consultants 
and with complete facilities (all 
within one shop) to do any job 
for you in the visual selling field! 


CREATIVE ART STUDIO + SILKSCREEN 
‘3 TYPE & LETTERPRESS - BOOK BINDING 
(\ CHARTS & MAPS + EXHIBITS & DISPLAYS 


«ets PSS SE SS 


Fite Ri tls 


call us... for results 
% you can 


i? see! 


rapid art 304 east 45th street, 
Service. in New York 17, N.Y 
Mba MUrray Hi! 3-8215 


Weiss lowe 


Elton 


PLANNERS—Eastern region governors of the Ameri- 


can Assn. of Advertising Agencies 


Four A’s annual eastern conference in New York Oct. 
| 27-28. They are Wallace W. Elton, J. Walter Thomp- 


son Co., vice-chairman; James D. 


Roche & Co., chairman; John M. Lupton, John 
Mather Lupton Co., secretary-treasurer; Henry C. 


Smith 


Layman 
Webb 


meet to plan the 


Webb, C. J. La- Aitkin-Kynett, 


McGivena Co. 


Lupton 
Pattison Jr., Benton & Bowles; Sidney M. Weiss, 
Lewin, Williams & Saylor; Robert C. Lowe Jr., Lowe 
& Stevens, Atlanta; Lendell A. Layman, Henry A. 
Loudon, Advertising, Boston; Allen C. Smith Jr., 


McGivena 
Pattison 


Fargo 


Philadelphia; A. W. Fargo Jr., 


Charles W. Hoyt Co., and Leo E. McGivena, L. E. 


i i i a 
a ee eEeEE EE ee 
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Desirable territories available for experienced men. Write for details. 


Conoco window display flashes 
on, and the urgent message, 
CHANGE TODAY, appears inside 
the oil can. This surprise 
message accounts for many 
extra “impulse” oil changes 
every day. For compelling 
displays that spell ACTION ata 
point of sale, write or phone 
Chicago Show e 2635 N. Kildare, 
Chicago 39 ® SPaulding 2-1600. 
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| TV Budget Hiked 
as Bonomo Candy 
Widens Marketing 


|Candy Corp. will launch a fall 
television campaign for Bonomo 
| Turkish taffy in selected markets 
| Sept. 8. 

The company will push the can- 
dy bar via sponsorship of children’s 
shows and spot commercials on 
local tv stations in new southern 
and Pacific Coast markets, as well 
as in its regular markets in mid- 
western and eastern states. 

The company said its fall ad 
schedule represents a “100% in- 
crease” over last year, when Bon- 
omo reportedly accounted for 
about $500,000 in ad spending. 

Emil Mogul Co., New York, is 
the agency. # 


WRCA Simplifies Rate Card: 
Names New Department Head 
WRCA-TV, New York, has is- 
lsued a simplified rate card de- 
signed to make it easier for agency 
| buyers to purchase broadcast time. 
The rate card presents data on sta- 
tion break and program time rates, 
program time discounts and details 
on the station’s basic discount 
plans, color station breaks and rate 
protection in the simplest possi- 
ble form. The 13-page card will be 
sent to all NBC-owned tv stations 
as a model for their own rate 
cards. 

In another recent move, Alvin 
J. Slep, formerly promotion and 
exploitation manager of WRCA-TV 
and WRCA, has been appointed 
manager of publicity and exploi- 
tation in a consolidation of both 
departments at the stations. John 
O’Keefe remains publicity man- 
ager. 


Lowe & Hall Gets 2 Accounts 


Louis P. Batson Co., manufactur- 
er and distributor of specialty 
items for the textile industry, and 
DeChamp’s Magic Silv-R Sav-R, 
maker of a patented item used 
in feeding establishments, have 
named Lowe & Hall Advertising, 
Greenville, S. C., to handle their 
advertising and public relations. 
Both companies also are located in 
Greenville. 


Elrick & Lavidge Moves 

Elrick & Lavidge, Chicago, mar- 
keting planning and research com- 
pany, 


Wacker Dr, 


NEw York, Sept. 2—Gold Medal | 


has moved its offices to|! 
larger headquarters at 20 N.|’ 


_NBC-TV NCAA Games Sold Out 
| With the addition of its fourth 
|sponsor, Gulf Oil Corp., Pitts- 
|burgh (Ketchum, MacLeod & 
Grove), the 1958 schedule of Na- 
‘tional Collegiate Athletic Assn. 
| football games to be telecast on 
j/nine dates this fall by NBC-TV 
will be fully sponsored. Previous 
advertisers signed for the sports 
telecasts are Sunbeam Corp. (Per- 
rin-Paus Co.); Bayuk Cigars (Fei- 
genbaum & Werman); and Libbey- 
Owens-Ford Glass Co. (Fuller & 
Smith & Ross). 


James Pike Opens Offices 
James A. Pike, formerly vp of 
the Yankee division of RKO Tele- 
radio Pictures, has opened his 
own tv film company, Pike Pro- 
ductions, with offices at 97 Lake 
Ave., Boston, for the creation of tv 
commercials and industrial films. 


WTOL-TV Joins CBS-TV 

WTOL-TV, Toledo, will go on 
the air Nov. 1 as an affiliate of 
CBS-TV. The network’s previous 
affiliation in that city was WSPD- 
TV, which has affiliated with ABC 
Television. 


‘BRIGHT...BRIGHTER...BRIGHTEST ! 


‘BOLD 


Fluorescent 
Screen Process 
Colors... 


the choice for 
2 of the 
biggest 
fluorescent 
color jobs ever 
run in the United 

States and Canada! 
Two of the world’s largest oil companies . . . 
spending hundreds of thousands of dollars 
on P.O.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 
@ “Color Card” Brochure: swatches and technical data. 
© Design Article: expert advice on art and copy techniques. 
© Newsletter: cost and use trends in the fluorescent field. 

CONSULT YOUR SILK SCREEN PRINTER 

Specify BOLD “For all your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, Ill 
bees s South Keorny, Nd. © San Leandro, Calif. 
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Canada Postal 


Deficit Blamed 
on Publications 


Ottawa, Sept. 2—The major 
portion of the $18,000,000 deficit 
from second class mail operation 
in the fiscal year 1955-’56 could be 
traced to the handling of Canadian 
newspapers and periodicals, Dep- 
uty Postmaster General George A. 
Boyle testified last week before a 
public accounts committee. 

The committee is investigating 
the possibility of re-examining the 
section of the post office act de- 
fining magazines and newspapers 
in order to bring it in line with 
modern conditions. 

Second class revenues amounted 
in the fiscal year 1955-’56 to about 
$6,000,000, of which about $750,- 
000 was contributed by U.S. pub- 
lications bulk shipped to Canada 
and mailed from the country, Mr. 
Boyle said. About 1,800 Canadian 
and American publications receive 
the privilege of second class mail, 
he added. 

Neither Mr. Boyle nor postal au- 
thorities suggested an increase in 
the rates for second class mail 
which along with first are set by 
the federal Parliament. Mr. Boyle 
indicated that the gap between 
postal revenues and cost is widen- 
ing. He said the entire postal oper- 
ation lost about $400,000 in the 
last fiscal year. He said closing 
the gap on second class mail would 
not permit the government to make 
any substantial reduction in first 
class rates. 


s Appearing before the committee, 
Auditor General Watson Sellar 
said Parliament had extended sec- 
ond class mailing privileges of 
large newspapers beyond the 60% 
advertising limit generally fol- 
lowed by charging them a higher 
rate on their advertising content 
than they pay on their editorial 
content. Mr. Sellar said his recom- 
mendation for a review was aimed 
at publications which though good 
in their own field should not be 
enjoying second class mailing priv- 
ileges. He mentioned a railway 
guide and lists of contractors and 
of advertising agencies. 


s Answering a committee member 
who said the deficit was in effect 
a subsidy, Mr. Boyle admitted pub- 
lishers might be the main benefi- 
ciaries of the lower rates but} 
argued that subscribers also bene- | 
fitted since increased mailing rates | 
would reflect in a boost in sub- | 
scription rates. A committee mem- | 
ber suggested that advertisers also 
share in the benefits. 

One committee member pointed 
out the Canadian publishing busi- 
ness provided thousands of jobs 
and some newspapers had been 
forced to cease publication. An- 
other member pointed out that 
U.S. periodicals are delivered in 
Canada free after paying postage 
in the U.S. # 


White Promotes Lavery 

Richard E. Lavery, vp and gen- 
eral manager of White Sewing Ma- 
chine Products Ltd., Toronto, has 
been named general retail sales 
manager of the parent White Sew- 
ing Machine Corp., Cleveland. He 
will continue his responsibility for 
Canadian sales of White products. 


Lucas Joins VanSant, Dugdale 

George N. Lucas, former vp and 
copy chief at S. A. Levyne Co., 
Baltimore, has joined VanSant, 
Dugdale & Co., Baltimore, as a copy 
supervisor. Marcus E. Smith, a 
copy supervisor at VanSant, Dug- 
dale, has been appointed an ac- 
count executive. 


Rainbow Crafts Launches 
New Play-Doh Toys 

Rainbow Crafts, Cincinnati toy 
manufacturer, whose Play-Doh 
modeling compound has become a 
best-selling children’s hobby toy, 
will introduce two new Play-Doh 
products with an estimated $100,- 
000 fall tv and print campaign. The 
items are a little baker’s 12-piece 
set of cooking utensils with eight- 
page cook book and Pixie-Pak, a 
20-piece unit comprised of multi- 


colored Play-Doh, molds, plaques, 
modeling aids and a combined in- 


| struction and comic book. The tv | 


campaign is scheduled from Sept. 
15 to the end of December with 
minute participations in 40 mar- 
kets including New York, Chicago, 
Philadelphia, Detroit, Cincinnati, 
Los Angeles and San Francisco. 
Print advertising will include Par- 
ents’ Magazine and five toy, two 
hobby and four scholastic publica- 
tions. Farson, Huff & Northlich is 
the Rainbow agency. 


FINCHLEY IN BALI 


Peters, Griffin Adds Powell 

Andrew J. Powell, formerly with 
Sterling Television Co., has joined 
the tv sales staff of Peters, Grif- 
fin, Woodward, New York, radio- 
tv station representative. 


Winegard Sets New Fall Push 
Winegard Co., Burlington, Ia., 
will kick off one of its largest con- 
sumer advertising campaigns for 
its tv antennas in the Sept. 15 issue 
of Life. Other magazines to be used 
in the September through Decem- 


105 


, ber push are Better Homes & Gar- 
| dens, Household, Successful Farm- 
jing, Sunset Magazine and TV 
Guide. Gourfain-Loeff, Chicago, is 
the agency. 


ADVERTISING IN 
App BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 


Re 


oi 


“Dear Boss: Everything is coming along in great shape...” 


® Bau Hi! From time clock to sarong. A just reward for 
Finchley showing the boss how Consolidated Enamels cut 
printing costs while holding the line on quality. 


The fact is Consolidated Enamel Printing Papers often cost 
up to 20% less than other enamel papers of equal quality. 
The reason is the modern papermaking method pioneered by 


Consolidated that eliminates several costly manufacturing 


steps—but never the fine quality. 


TurN A Fincuuey! Get free trial sheets from your Consoli- 


dated Paper Merchant. Have your printer make a compari- 


son test. Then slip the results in the boss’ incoming box 


along with a Bali travel folder. Never know! 
Available only through your Consolidated Paper Merchant 


onsokdatece 
ENAMEL PRINTING PAPERS 


a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 SOUTH LA GALLE ST. « CHICAGO GB, ILL. 
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YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


h'ts every 
sales target in 
home building 


BUILDERS AND 
CONTRACTORS 


your products 
ARCHITECTS 


who prepare the plans 
and designs which set up 
your product sales 


APPRAISERS 
AND LENDERS 


who appraise and finance 
your products for 
inclusion in mortgages 


DISTRIBUTORS 
AND DEALERS 


who supply and promote 
your products 


REALTORS 


who evaluate and sell 
your products at 
the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
& 
ome 


read any realty 
magazine ..... 
home building’s only industry magazine 


9 Rockefeller Plaza, New York 20, 1. Ye 


Sree, 


Hard Sell Toughens British Soft Drink 


Field as Giants Vie 


By Mark Random 


Lonpon, Sept. 2—The booming | 
prosperity of the soft drinks in-| 
dustry—a success story matched | 
|in few British consumer fields—is | 
| being highlighted by a battle | 
among the giants. 

Two companies are fighting in| 
the stock markets for control of a) 
third. 

The two contestants are 
Schweppes Ltd. and the Beecham 
Group. Both are seeking to take 
over Thomas Evans Ltd., maker of 
Corona soft drinks. 

Schweppes is probably the best 
known brand in the British soft 
drink field. But actually the only 
area in which it is uniquely strong 
is in the mixer trade. Here its 
tonic water, ginger ales and other 
mixes have about 40% of the mar- 
ket. Schweppes also has the Pepsi- 
Cola franchise here. 


® Beecham markets a number of 
soft drinks, ranging from fruit 
juices through comminuted drinks 
to Coca-Cola (for which it holds 
the franchise in the Midlands and 
Northern England). 

Thomas & Evans, though not as 
well known as the two parties 
fighting over it, is another leader 
in the soft drink field. This com- 
pany probably makes the largest 
volume of soft drinks in the 
country. 

The basis of the battle—being 
| waged through alternate and in- 
| creasing bids for stock in Thomas 
& Evans—is easy to understand. 


® Britain’s soft drink industry has 
been undergoing terrific expan- 
sion in the last few years. At the 
same time, the number of com- 
panies operating in the field have 
been decreasing—mainly through 
amalgamation. The 900 or so firms 
manufacturing and marketing soft 
drinks in 1952 decreased over five 
years to something like 800 or less. 
But there are probably fewer than 
two dozen national brands. 

The No. 1 spot in this $150,000,- 
000 market is still open. 

The big bugbear in the British 
soft drink industry is transport. 
Most of the marketers and manu- 
facturers in this field operate only 
locally. 

To overcome the high transport 
costs, a national brand must have 
a chain of bottling or distribution 
plants covering the country. That 
is why there are so few of them. 
Schweppes, for instance, has built 
up a chain of 18 factories through- 
out the British Isles, and it is 
basically these which have en- 
abled the company to market 
economically on a national scale. 


® Thomas & Evans—and this is 
probably the basic cause of the 
battle—has 53 plants. 

Control of Thomas & Evans 
would give any other soft drink 
firm’ an overwhelming advantage 
over its competitors in the race 


for top spot. 

The battle got going a few 
weeks ago, shortly after the 
Beecham Group announced its 


annual trading results. The report 
was reeking with prosperity. Pro- 
jects rose $4,200,000 to over $17,- 
000,000. Lord Dovercourt, the 
group chairman, announced the 
firm was in a strong financial 
position, was paying an increased 
dividend on its increased capital 
and showed a marked advance in 
trading results. 


® The report showed that it was 
in its proprietary food and bever- 
age business that the group had 
attained its best results. Sales 
here had almost tripled between 
1954 and 1958. It’s a safe bet, 
considering the group’s strong line 
in soft drinks, that the group was 


for Market Share 


riding on the boom in the soft 
drinks market. 

Shortly after the report was 
distributed, Beecham made a bid 
for shares in Thomas & Evans, 
offering shares in the Beecham 
Group plus an amount in cash. 

The offer, like most take-over 
bids in Britain, was conditional on 
its acceptance by sufficient share- 
holders to give the Beecham 
Group control of the business. 


s But before the happy share- 
holders could say yea or nay, 
Schweppes stepped in. It offered 
no cash but an exchange of two 


|'shares in Schweppes for one in 


Thomas & Evans. 

Beecham came back with an im- 
proved offer and then this week 
Schweppes returned to the fray 
and raised its original offer to 
two and a quarter Schweppes 
shares for each Thomas & Evans 
share. 

There, at present, the battle 
rests. Both contestants must now 
be reaching the limit of their of- 
fers for control] of Thomas & 
Evans. 


FIELD Trip?—Milton Zolotow, left, 


art director of Atherton Mogge 

Privett, Los Angeles, is greeted by Al Atherton on his return from a 

“grueling field research project” in Hawaii on behalf of the agency’s 
Hawaiian Punch clients. 


Meanwhile, the boom in the 
soft drink industry—the catalyst 
which produced the present reac- 
tion among the giants—continues. 

Since 1938 production has tri- 
pled, expenditure in real terms has 
risen 250% and consumption has 
shot up from around 100,000,000 


imperial gals. annually to around | 


350,000,000. 

Although per capita consump- 
tion of soft drinks in Britain is 
only about half that in the U.S. 
(6 gals. annually compared with 
about 11% gals.), consumption in 
Britain is increasing at a much 
faster pace. 

It has risen even faster than 


From the House of Ideas 


AT THE POINT-OF-SALE 


HARD-SELL DISPLAYS...PRODUCTS UP FRONT 


Best News for PROBLEM BACKS 


A floor display, a counter display 
—both dramatically deliver the 
whole selling story from 
reasons-why to price. In the 
mattress display, a rotary motor 
and moving disc light the 
“sparks”. In the watch display, 

a motor “winds up” the 
cardboard wheel. 
oriented displays at the point- 
of-sale, call or write 

Chicago Show ® 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 


Desirable territories available for experienced men. Write for details. 
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many industry forecasters predict- 
ed. Three years ago a leading 
bottler said he expected consump- 
tion to rise about 10% a year and 
hit the 300,000,000-gallon level 
around 1960. As it happened, the 
industry sold around 350,000,000 
gals. last year. 

And the boom shows no sign of 
slackening. 


® There are dozens of factors at 
work causing consumption to rise 
at such a lick. Among them are a 
revolution in income distribution 
which is giving working families 
the opportunity to buy items once 
considered luxuries; a growing 
teen-age market with money 
jingling in their jeans (about 3,- 
500,000 teen-agers with a total 
earning power estimated at $1,- 
820,000,000 annually); the higher 
esteem for fruit drinks resulting 
from government schemes for pro- 
viding orange juice as a welfare 
food for infants; and not least, 
increased advertising and im- 
proved marketing by the soft 
drink firms. 

As an example in the latter 
field, Schweppes has doubled the 
sales of some brands in areas 
served by commercial television 
compared with non-tv areas. 


® Much of the increased adver- 
tising and adoption of modern 
marketing methois has stemmed 
from the American invasion of 
1952 when Coca-Cola, Seven-Up, 
Pepsi-Cola and Canada Dry all 
cracked the British market. 

Schweppes is one of the com- 
panies which appears confident 
that modern advertising methods 
can win and hold a dominant 
share of the market. 

Certainly Pepsi-Cola, for which 
Schweppes holds the franchise, is 
a big advertiser in the soft drink 
market. 

Schweppes’ other lines, its 
mixes and fruit drinks, are also 
heavily advertised—and not al- 
ways with a zany theme. 

And as to the marketing side, 
Schweppes probably leads the 
way in research with its 40-man 
team. One of their more recent 
successes has been the “bitter” 
drinks—marketed under the 
names Schweppes Bitter Orange 
and Schweppes Bitter Lemon. 


® Britons have been regarded as 
notoriously sweet-toothed when it 
comes to soft drinks. But when it 
comes to beer—they like it bitter. 

So Schweppes’ research team 
produced a soft drink sweetened 


in the normal way and then made 
slightly bitter by the addition of | 
quinine. 

The boys at Schweppes seem as 
surprised as anybody at the im- 
mediate popularity and high sales 
of these drinks. 

When Schweppes started adver- 
tising heavily in the normally 
slack season, many advertising 
and soft drink men thought it was 
just another zany approach. But 
as R. Hanning Philipps, chairman 
of Schweppes, reported: “As a 
result of this rearrangement of 
our advertising thrust, we have 
been able to even out and spread 
our sales, so as to fill in the pro- 
duction troughs which in the past 
were so pronounced.” 

By this move the company has 
been able to keep its factories and 
plants in constant production 
throughout the year by advertising 
more in the winter and fall, rather 
than in the summer months. + 


Seagram Breaks 7 Crown Drive 

Seagram Distillers Co. will use 
464 newspapers in 424 markets 
during September for its Sea- 
gram’s 7 Crown blended whisky to 
accent the pleasure of enjoying a 
sociable drink at the end of the 
day. The ads will amplify the 
“leisure hour” theme with appro- 
priate illustrations and _ special 
copy. Warwick & Legler is the 


agency. 
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* Homes viewing in cities where program » ‘telecnst. 


Videodex Network TV* 


Aug. 1-7, 1958 
Copyright by Videodex Inc. 
Program (%) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) o............ccccccscscseeseeeee 31.9 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..0..0...000000.0000 28.7 
Wyatt Earp (General Mills, Procter & Gamble, ABC) ooo. occccceccseeeeeeene 27.8 


Restless Gun (Warner-Lambert, NBC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) . 
Twenty-One (Pharmaceuticals, NBC) 
Lawrence Welk (Dodge, ABC) 
Chevy-Show—Sunday (Chevrolet, NBC) 
Bob Crosby (Several sponsors, NBC) 
Price Is Right (Speidel, RCA, NBC) 


Program (000) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) ooo... ccccccccceeeoee 10,938 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......0.0..0.0.0.cccccsescscsseesenvens 10,119 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 0000000 ee 9,272 
Restless Gun (Warner-Lambert, NBC) ...............ccccccccccccccccccccscennncenneeeceneeee 8,905 
Twenty-One (Pharmaceuticals, NBC) ............ccccccccccccccssessessssceneeesneneeeneenes 8,712 
Have Gun, Will Travel (Whitehall, Lever, CBS) .o....00.0ooooccccccccccceeeeee 8,645 
Lawrence Welk (Dodge, ABC) . alididitseiaipsaphedesveusiinesens -cccsenébalous 8,252 
Chevy Show—Sunday (Chevrolet, NBC) . iicesestasdiaiaainiae 8,100 
a I NC cscs cnessesesesecrsorsonvvccsngesibensbnshacben 7,861 
Price Is Right (Speidel, RCA, NBC) . 7,681 


New Kansas City Agency Bows 

Edgar H. Fardon, Paul M. Miller 
and Willard Fardon have joined to 
form a new agency, Fardon, Miller 
& Fardon Advertising Agency, 
which will supercede the former 
Phillips-Reick-Fardon Advertising 
Agency, Kansas City. The new 
agency will be located at 101 W. 
11th St., Kansas City. Paul M. Mil- 
ler Co. and Eckenroed-Fardon Ad- 
vertising were merged with the 
new agency. 


Martin Joins Alderson 

Winslow Martin, formerly direc- 
tor of new business of Al Paul 
Lefton Co., Philadelphia, has been 
appointed a vp of Alderson Associ- 
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ates Inc., Philadelphia marketing 
and management consulting com- 
pany. 


Grocer Book to Raise Ad Rates 

Wholesale Grocer News, Chicago, 
will raise its advertising rates ef- 
fective with the January, 1959 is- 
sue. Costs for a one-time page in- 
sertion will rise from $270 to $325. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 


TRABEMARK 


Why buy a jingle 
when you can buy a 


TAXBEikr« 


Se TRADEMARKS, INC., 135 W. 62 ST., N.Y. 19, N. Y¥., JU 2-8820 


One of the Cessna Aircraft Company's most suc- 
cessful distributors in Latin America is Aviones, 
S. A. of Mexico. Pictured below is an aerial view 


of the company’s establishment at the hivansti 
Central in Mexico City, one of the most active cen- 
ters for small aircraft in Latin America. 


On the first line of selling in Latin America 
. the First Magazine is TIME Latin American 


Says Hector Mariscal, Managing Director of Aviones, S.A.: 


“The market for small aircraft in Latin America is, 
as you would expect, highly concentrated. It is 
essential that aircraft advertising should be di- 
rected right to the relatively few companies and 
individuals who are and who will be our customers. 


“T believe that TIME, because of the nature of its 
editorial appeal, reaches more prospective pur- 
chasers of airplanes more efficiently than any other 
magazine read in Latin America. 

“Needless to say, I am extremely happy that 
Cessna Aircraft Company has now been advertis- 
ing in TIME Latin American for 11 years. 


In Latin America, more distributors read TI] ME regularly than any other magazine. 
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It’s Simply a Matter of Measurement! 


If you’re measuring size of metropolitan mar- 
kets, Fort Wayne ranks 108th. If you're meas- 
uring spot radio, WOWO, located in Fort Wayne, 
covers the 37th Radio Market . WOWO is the 
only medium that covers the 2,285,720 people 
in this rich 56-county market. 


lf you’re buying top radio markets, you must 


include... 
WOW 50,000 WATTS 
37th U.S. Radio Market * 


FORT WAYNE, IND. Represented by PGW 


G00 WESTINGHOUSE BROADCASTING COMPANY, INC. 


*Broadcasting, December 16, 1957 


Along the Media Path 


Only 78.2% of readers of Har- 
per’s Magazine and the Atlantic 
own tv sets, but 81.3% own type- 
writers, according to findings in 
a survey of audience characteris- 
tics. 
88.6% of Harper’s head-of-house- 
hold readers attended college, 
85.3% of Atlantic’s. These and 
other survey results have been 
released in a report. For a cepy, 


e The Times Herald, Port Huron, 
Mich., on Aug. 12 devoted two 
columns on its front page to the 
Bureau of Advertising’s “nine 
‘commandments’ as reasons why 
the daily newspaper gives the ad- 
vertiser more for his dollar.” The 
newspaper also told of its new 
arrangement whereby it is possi- 
ble to insert pre-printed color ads 
in the newspaper press from a 
special roll. 


e More than 5,000 copies of a 
“1958 Hurricane Map,” prepared 
by the Caribbean & Coast Map 
Co. of Miami, are being distrib- 
uted as a promotion by WEEI, 


Harris 


Other findings show that) 


write William S. Blair, promo-| 
tion director, Harper-Atlantic 
Sales Inc., 480 Lexington Ave., 
New York. 


cultural industry honored Princess 
Margaret with “the largest single 
floral display ever attempted any- 
where in the world.” More than 
500,000 flowers were used in the 
display, the newspaper reports. 


e Its sixth annual progressive ar- 
chitecture design awards program 
has been announced by Progres- 
sive Architecture. Judging of en- 
tries will take place in New York 


| during September and awards will 


be presented in January. 


e The cadets of the U.S. Air Force 
Academy, due for its official open- 
ing at Colorado Springs in Sep- 
tember, will publish a_ special 
“Tribute” issue of their student 
magazine, The Talon, in October 
in honor of the occasion. 


e Wholesale Grocer News includ- 
ed with its August issue a “Fall 
Merchandising Work Book,” which 
gives tips to the independent 
wholesale grocer on planning and 
carrying out a successful fall pro- 
motion program. 


e Vogue will increase its rates 
with the Jan. 1 issue. Nation- 
al rates for a b&w page go to 


- ———— 
Daubert 


Bohen 


DONATION—F red Bohen, president of Meredith Publishing Co., pre- 


sents the deed for 50 acres—the publishing company’s gift to the 


| Des Moines independent community school district—to Dr. John 


H. Harris, Des Moines superintendent of schools, and Roy Daubert, 
vp of the school board. The land will be used for high schools. 
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$3,950 from the current rate of 
$3,800. The magazine reports that 
its average net paid circulation for 
the six-month period ending 
June 30 hit 415,258—the largest 
circulation for any six-month pe- 
riod in Vogue’s history. 


e Postcards mailed from Mos- 
cow promote the CBS news show 
with Robert Trout to the spon- 
sors—Hertz dealers. The message 


on the cards includes: “And I’ll be 
telling you more about this 
part of the world... Best 


wishes, Robert Trout.” 


e Popular Science will release in 
September the first of three parts 
of a new magazine audience study 
conducted by Sindlinger & Co. 


e Engineering News-Record will 
feature equipment and materials 
cost indexes in its third quarterly 
Cost & Estimating Guide issue on 
Sept. 18. 


e Bakers Review, effective with 


6 


| “Ck i I'M GOING 


TO TRY THAT CANDY!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems, 


~ "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


Boston radio station. WEEI heads 


its map: “To whip up a sales 
storm in New England for WEEI.” 


e World Oil, Houston, published 
its annual international outlook 
issue on Aug. 15. The issue in- 
cludes the forecast that world 


NOW-FOR THE FIRST TIME! 


Consumer Analysis and Buying Habit 
Study of Canton, Ohio 


crude production will decrease 
slightly in 1958 from last year’s 
record totals—making it the first 
decrease since 1949. The special 
issue includes separate folded 
maps of oil regions in the Middle 
East and South America. 


e The Chicago Tribune will pub- 
lish a home and home furnishings 
supplement on Sept. 21 preview- 
ing a communitywide display of 
model homes. The Home & Home 
Furnishings Council of Chicago- 
land is the co-sponsor of the 12th 
annual Chicagoland Home & Home 
Furnishings Festival. 


|e WFIL, Philadelphia radio sta- 
| tion, has re-aligned its classifica- 
tion time segments resulting in 
increases in rates for evening 
spots and reductions for some 
daytime periods. 


e Farm Journal has moved the 
issuance date for its January issue 
up to Dec. 20 in order to include 
Christmas advertisers. 


e The Toronto Telegram in con- 
junction with Canada’s _horti- 


Just published—the 

first comprehensive 
Consumer Analysis of 
the big, buying, Canton, 
Ohio market! Compiled 
by The Canton Repository, 
THE advertising medium 
in Canton, this new 
Consumer Analysis studies 
everything from bourbon 
to baby foods, 
detergents to dog 
. 54 pages of the 
kind of marketing 
information you 
need, should have. 
For example: 


¢ reading habits 
¢ shopping habits 
¢ spending habits 

¢ brand preference 
¢ media penetration 
¢ appliance ownership 


Write for your free copy today! 


THE CANTON REPOSITORY 


DEPT. PR-1 


CANTON, OHIO 
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the January issue, will double in, 
size from the present digest for- | 
mat to an over-all size of 8% x| 
114%”. The new one-time, b&w page | 
rate will be $510. 


e Woman’s Day reports that in less | 
than two weeks it received more) 
than 4,000 orders for plans and| 
building directions for the “Va-| 
cation Cabin” featured in the) 
August issue. 


e National Petroleum News has 
produced a new brochure called 
“The Almost Average Oil Jobber.” 
It presents a picture of a typical 
oil jobber and the problems he 
faces in his daily operation. For a 
copy, write Julian Boone, director, 
communication and publicity de- 
partment, McGraw-Hill Publishing 
Co., 330 W. 42nd St., New York 36. 


e Another McGraw-Hill brochure, | 
also available from Julian Boone, 
promotes American Machinist. The 
booklet, called “The Murchison 
Parable ... or a timely treatise 
on corporate nervousness,” tells 
the success story of “Murchison 
Mfg.” where increased advertis- 
ing brought business and lowered 
the unit cost of sales. 


e A multi-fold mailing piece by 
WQXR, New York, stresses that 
the radio station “is programmed 
for an adult audience.” The pro- 
motion piece adds: “Teen-agers— 
and their world—are fabulous. . 
But if you want to sell adult goods 
and services to an adult audience 
—use WQXR.” 


e KTLA, Los Angeles, is using 
what it claims is the first “Tele- 
copter,” a tv remote unit carried 
in a helicopter. The pilot does 
double duty as an observer for 
the engineer-cameraman who op- 
erates the unit. 


e The Herald, Clinton, Ia., has 
installed new color printing 
equipment and can now run one 
color and black advertising. 


e Along with a folder containing 
1959 rate cards for Reader’s Di- 
gest’s U. S. and international edi- 
tions was a letter saying that 
circulation of the magazines 
around the world reached an all- 
time high of 21,000,000 in January | 
of this year. 


e Department of New Laurels: 
Argosy reports a gain of 11.6% 
in ad linage for the first nine| 
months of 1958 over the same 
period last year. The magazine 
also reports that, effective with 
the February issue, it will carry 
a new circulation guarantee of 
1,400,000. Rates will be increased | 
with a b&w page going to $5,600) 
from the current rate of $5,155. 
International editions of the 
Reader’s Digest carried 11,723 
pages in the first eight months 
of 1958—a 5.9% gain over the 
corresponding period in 1957, the 
publisher reports. Top gains were 
made by the Australian edition, 
up by 98 pages; the German edi- 
tion, up 97 pages, and the over- 
seas military edition, up 88 pages. 
Ad revenue of True for the ten 
months, January through October, 
exceeded $3,000,000, a gain of 17.- 
6% over the same period last 
year. The magazine also reports 
that the October issue reached a 
new revenue high for any month 
in True’s history, 18.6% over Oc- 
tober of 1957. 
Liberty announces a circulation 
increase of 575,000 effective with 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 
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HONORED—For the seventh consecutive year, the Pump Room of the 

Ambassador East Hotel, Chicago, has earned Holiday’s Award for 

Distinctive Dining—the only restaurant in the city to be so hon- 

ored. Here, Max Bluet (left), the Ambassador’s general manager, 

receives congratulations from Dick Eaton, Holiday ad manager 
in Chicago. 


its February issue. 

Elks Magazine reports an aver- 
age net paid circulation of 1,230,- 
998 for the six months ending 


Guns & Ammo says it will have 
a record number of advertisers 
—56—in its winter edition. The 


|Magazine becomes a_ bi-monthly 


in January. 

Hot Rod reports that its Septem- 
ber issue carries 882” of adver- 
tising—an alltime high in its ten- 
year history. Advertising for the 


| first nine months of 1958 is run- 


ning 28% ahead of the similar 
period in 1957 and the magazine 
estimates that total ad revenues 
in 1958 will be 50% ahead of 
last year. Hot Rod also says that 
its circulation for the first six 
months of 1958 ran 3% ahead of 
the first six months of last year. 
The current circulation is 490,- 
000. 

Advertising linage in the Sep- 
tember issue of Field & Stream 
is the largest of any September 
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in the past 11 years, and the third 
largest in the magazine’s history, 
F&S reports. Dollar volume in 


| the issue was also the largest of 
| June 30—an alltime high for the| 
| 36-year-old magazine. 


any September and represented a 
gain of 8% over the same issue 
last year. 

Look’s average net paid circula- 
tion for the first six months of 
this year set a new alltime high 
of more than 5,623,000—an in- 
crease of 617,000, or 12.3%, over 
the first six months of 1957, 
Look reports. 

House Beautiful reports gross 
advertising revenue for the sec- 
ond quarter of 1958 hit an all- 
time high of $2,378,118 in com- 
parison with $2,227,392 for the 
same period in 1957. 


DO YOU WANT THE ACCOUNT? 

. . » Reach for BRAD-VERN’S! 
Over 10,000 reconstructed ad svhedules 
in '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 


Phone: Cambridge 171 or 2980. 


See pages 46 and 47 


Watch the women go buy in Portland. 

Local retailers do. . . that’s why last year 

The Oregonian carried 4,183,367 more lines 
of local advertising than the 2nd paper. 

Place YOUR schedule in the newspaper that’s 
big as all Oregon .. . The Oregonian... 

and watch the women go buy! 


How big is the Oregon retail market? 


Almost 24%-billion annually . . . that’s double 
Cleveland and almost 3 times Atlanta! 


pv. Ae a 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... 
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WATCH THE WOMEN GO BUY 


.. WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY 


GO) Bw a 


The Oreg 0 ni PRIAD rorticns, Oregon 


leads in retail advertising 


Largest Circulation in the Northwest / 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


231,829 Daily... 
295,740 Sunday 


2nd PAPER. 


a ae 
1947 1957 
Total Advertising 
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COPENHAGEN, Sept. 2—Former 
silverware merchant Ib Fogh de- 
icided what Denmark needed was 
|}commercial radio. And—thanks to 
| Ib Fogh—Denmark has got it. 

| He has set up a commercial sta- 
| tion, Radio Mercur, aboard a small 
| ship registered in Panama and 
| broadcasting from international 
waters between Denmark and 
Sweden. 

The Danish government is up in 
arms and determined to stop it. But 
it seems there is no way to do it, 
short of sending a couple of gun- 
boats to blow the station out of the 
aan | water. And that might give rise to 
an international incident. 

Ib Fogh and his pirate radio have 
become a national talking point 
| because of the way he has chal- 
|lenged the monopoly of the state- 
papareted radio service. He has 
proved to be a boon to the public 
and a headache to the authorities. 


® Radio Mercur, transmitting from 
aboard the 109-ton Cheeta, began 
its commercial broadcasts early 
last month. It ran into trouble 
straight away. Storms battered the 
ship with its 60’ high aerial and 
it dragged its anchor and ran 
aground on the Swedish coast. 

It was refloated and again went 
into action in international waters. 
But its signals were weak and 
could hardly be heard anywhere 
ashore. Then power was boosted 
and although the signals are still 
not perfect, the broadcasts can be 
heard in Copenhagen, the main 
Danish island of Zealand in South- 
ern Sweden. 

The station goes on the air at 
6 p.m. nightly and broadcasts pro- 
grams, mainly music, until mid- 
night. The programs are inter- 
spersed with commercials which 
are proving highly popular with 


Swedish business men. 


the more venturesome Danish and | 


|'Danish Government All at Sea as Ib Fogh 
Beams Commercials from Neutral Waters 


The programs are proving highly 
popular with the public. When a 
radio shop recently advertised spe- 
cial aerials designed to improve 
reception of Radio Mercur pro- 
grams, three policemen had to be 
sent to control the crowds that 
turned up to buy. 

The station is proving a thorn 
in the side of the state-operated 
radio, which has long been criti- 
cized for its dull programs. 

When Radio Mercur challenged 
its monopoly over the Danish air 
waves outraged government of- 
ficials said they would soon put a 
stop to the pirate station. They said 
they would use Danish and inter- 
national law to get the station off 
the air. 


s First move in the war against 
Radio Mercur was a protest by the 
Danish post office authorities, re- 
sponsible for all Danish radio traf- 
fic, to Panama, where the radio 
ship is registered. The post office 
is still waiting for a reply. 

Post office officials have also 
contemplated taking the issue to 
the United Nations. But it is not 
certain what grounds they could 
use to raise the matter there. 

Government officials have also 
claimed that Radio Mercur is vio- 
lating international agreements 
since it has never been allocated 
a wavelength for its transmissions. 
Transmission wavelengths are nor- 
mally allocated by international 
agreement. 


s “That complaint,” said Ib Fogh, 
“is strictly for the birds. The in- 
ternational agreements cover fre- 
quencies on the long, medium and 
short-wave bands. We transmit on 
ultra-short wave and we don’t jam 
any other broadcasting station.” 
Radio Mercur broadcasts on 93.1 
megacycles. 

Opposition to the station does not 


Advertising Age, September 8, 1958 


|only come from official quarters. 


The Danish newspapers aren’t at 
all keen on it. The newspapers are 
afraid they are going to lose ad- 
vertising revenue to Radio Mercur. 
Most refuse to print the daily pro- 
grams of Radio Mercur. 

To avoid upsetting the newspa- 
pers further, the station does not 
transmit newscasts. 

There’s plenty of work in run- 
ning such a station and coping with 
the problem of keeping it on the 
air. Finance is the least of the wor- 
ries. Said Ib Fogh: “There is ab- 
solutely no risk of Radio Mercur 
running into the red. It is an eco- 
nomically sound operation and 
only .outside interference can stop 
us.” 


® The programs broadcast by Ra- 
dio Mercur are recorded on tape. 
The studios are contained in a 
villa which was formerly the Ar- 
gentinian embassy in the Copen- 
hagen suburb of Gentofte. 

In the library of the former em- 
bassy, microphones hang from the 
chandeliers. This is now the con- 
cert studio. For a while Radio Mer- 
cur staff used the former am- 
bassador’s bathroom for an echo 
chamber. The effect was good but 
they have improved on it. The re- 
cording engineers now use one of 
the basement rooms—with a loud- 
speaker in one corner and a mi- 
crophone tied to a chair in the oth- 
er corner to get the right effect. 

“We don’t get much sleep,” said 
Ib Fogh. “But we get a lot of fun. 
We’re here to stay, and I can’t see 
how the government can stop us.” 

For the time being, neither can 
the government. + 


Washburn Joins Artstatt 

Roy Washburn has joined Art- 
staff Inc., Detroit, as head of its 
new branch studio at 4131 N. 
Woodward Ave., Royal Oak, Mich. 
He formerly was in the sales de- 
partment of New Center Studios, 
Detroit, and before that was an 


art director at McCann-Erickson. 


Virginia’s 


it’ Ss Simply a Matter of People! po them and sell them. Detailed facts on a 


If all the people in Buffalo (1,340,000), Providence 
(705,000), and Nashville, Tenn. (363,000) got together, 
they would almost total the big, bustling market reached 
by WOWO, the 37th Radio market. 


If you're buying top radio markets, you must include. . . 
50,000 WATTS 


WOW 37th U.S. Radio Market* 


FORT WAYNE, IND. Represented by PGW 


Goo WESTINGHOUSE BROADCASTING COMPANY, INC. 
*Broadcasting, December 16, 1957 


The Roanoke Newspapers - 
PRIMARY Market is = - 


Situated in West Central Virginia, isolated from 
others, this 15-county Roanoke primary market 
embraces 462,778 people and 303 sq. miles. As oe 
The Roanoke Times and The Roanoke World News 
are the only daily newspapers that cover this area, 
they are the most effective and economical media 


SOLID MERCHANDISING COOPERATION 


Roanoke is a “Burgoyne” City 


NEARLY '/2 BILLION 


DOLLAR MARKET 


15 COUNTY 


rd 


Market 


COVERAGE 


462,778 
PEOPLE 


[100% Coverage 
Roanoke City 


[100% Coverege 
15 principal 
cities and towns 


65% Coverage 15 


county primary 
market 


INTACT TEST 
MARKET 


SELF-CONTAINED 
ECONOMY 


TIMES AND 


- ROANOKE WORLD-AEWS 


_ National Representatives 
SAWYER — FERGUSON — WALKER CO. 


Spot Color is available 
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LADY OF MYSTERY—Complete with mask, this “lady of mystery” will 

promote Bathe ’N Glow bath oil and pre-shower Spray Mist in a 13- 

week tv spot drive in 11 markets beginning Sept. 22. Theme of the 
drive is that every woman can have skin as lovely as this. 


‘Mystery’ Model 


Guild Appoints Gould 


s Michael J. Gould, formerly with 
Stars in TV Ads ‘Official Films, has joined Guild 
: Films, New York, tv film producer- 

for Bath Oil, Spr ay distributor, as a salesman on the 


Cuicaco, Sept. 2—The Hubere| Chicago staff. 
division of Trylon Products Corp., 


Canadians Miss Good 
Bet in U. S. Market, 
A. C. Eichholz Says 


TORONTO, Sept. 2—Canadian 
manufacturers are missing many 
opportunities to sell in the U. S. 
market, according to A. C. Eich- 
holz, commercial attache of the 
U. S. embassy in Ottawa. 

Heading a five-man trade infor- 
mation center in the governments’ 
building at the Canadian National 
Exhibition here, Mr. Eichholz said 
today many Canadian business men 
don’t know how to make connec- 
tions in the U. S. and in conse- 
quence are losing much business. 


® Canadian-made goods which are 
able to squeeze into the U. S. are 
finding a profitable market, he 
said. Among them are Canadian- 
made baking products, sports 
equipment and sports clothes. 
The common error of many 
firms, he said, was to seek nation- 


al distribution rather than entering 
cautiously and testing in a restrict- 
ed area. Once a company has suf- 
fered in an unsuccessful bid it is 
hard to convince it to make anoth- 
er try. 

Mr. Eichholz added that the 
U. S. would introduce Canadian 
business men to the proper con- 
tacts. + 


Canady Joins Armstrong 

Jack Canady, who formerly 
headed his own advertising and 
public relations agency, has joined 
the staff of Armstrong, Fenton & 
Vinson, San Diego, as an account 
executive. He will also assist in the 
public relations and publicity di- 
vision. 


Wilson Named by Harrah 

William Harrah, head of four} 
clubs which bear his name at Lake | 
Tahoe and Reno, has named Thom- 
as C. Wilson Advertising Agency, 
Reno, to handle advertising for the | 
establishments. 


Trailer Book Names Totten 

Jayhawk Publications, Wichita, 
Kan., has named James H. Totten 
Co., Chicago, publisher’s represent- 
ative for its new publication, the 
Trailer Lot Journal. The monthly 
publication, with a controlled cir- 
culation of 7,000, is the official 
publication of the Automobile } 
Utility Trailer Rental Assn. ‘ 


‘SEP’ Covers on Display 

An exhibition of 38 original cov- 
ers and illustrations from The Sat- 
urday Evening Post went on dis- 
play Sept. 1 at Chicago Artist 
Guild headquarters in the St. Clair 
Hotel. the collection will be on 
view until Sept. 23. 


Lithographed Full Color 
SANTA CLAUS CUTOUTS 


CONTINENTAL LITHOGRAPHERS, INC. 
21 South 9th Street, St. Lovis 2, Mo. 


Chicago. will use a “Lady of Mys- | 
tery” omotion this month to) 
push the division’s Bathe ’N Glow 
beauty bath oil and new aerosol 
Spray Mist for shower bath use. 

The campaign, to run 13 weeks, 
will use television as its major 
medium. Part of the biggest sales 
promotion ever undertaken by 
Hubere for Bathe ’N Glow, the tv 
spot drive will hit 11 markets be- | 
ginning Sept. 22. 

New York, Philadelphia, Cleve- | 
land, Detroit, Chicago, Minneapo- | 
lis, Kansas City, Indianapolis, Dal- | 
las, Fort Worth, Denver and Los| 
Angeles will be exposed to a 58-| 
second commercial four times a 
day. The commercials, which will | 
feature a model wearing a mask, | 
will be shown a total of 260 times | 
in each market. 

Supplementing the local tv com- | 
mercials will be a cooperative ad-| 
vertising program, point of sale 
displays and direct mail pieces. 
Heavy emphasis in the over-all 
campaign will be given to Bathe ’N 
Glow’s new Spray Mist for use| 
during showers, the first pre- 
shower bath oil spray. 

To merchandise the drive, Oscar 
Barke, president of Trylon, is mak- 
ing a flying tour of the 11 markets | 
to attend an advance showing of 
the commercial by each of the local 
stations for local cosmetic buyers. 

Don Kemper Co., Chicago, is the 
Trylon agency. # 


Convenient Food Mart Inc., 
Small-Store Chain, Formed 

A new company, Convenient | 
Food Mart Inc., Chicago, has been 
formed. The purpose of the com- 
pany is to franchise “superettes” 
which will specialize in “express 
shopping.” The marts, each in a 
2,400 sq. ft. structure, are “not in-| 
tended to compete with the large 
supermarkets but to complement | 
them,” according to the company. | 
The first mart in the Chicago area | 
will be erected in Skokie, IIl. 

Head of the new corporation is | 
William Bresler, a partner in Bres- 
ler Ice Cream Co. Other officers 
are Walter Schaub, president of | 
Meadowmoor Dairies, vp; Roy B. 
Miner, vp of H. S. Davies Inc., 
wholesale grocers, vp and treasur- 


| 
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LOUIS W. DAWSON, President, Mutual Of New York, explains why: 


er, and Charles W. Schaub, vp of 
Meadowmoor, secretary. 


Evergreen Adds One 

Evergreen Co., Seattle, has been 
appointed to handle advertising in 
Oregon and Washington for Elec- 
trovector Inc., New York, manu- 
facturer of electrical baseboard 
units. 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 


“These papers must last 100 years”’ 


“Passed from generation to generation, our life 
insurance policies may have to last 100 years 
or more. Time is the ultimate test of paper 
quality —and in these policies we use cotton 
fiber papers exclusively.” 

For every important use . . . for impressive 
letterheads as well as lasting records . . . suc- 
cessful businessmen choose cotton fiber papers. 

Flexible, white fibers of purest cotton, crafted 
with expert care and precision equipment, cre- 


ate papers of exceptional beauty, strength and 
endurance. These are papers that perform as 
handsomely as they look and feel . . . in busi- 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Be sure to choose papers made with cotton 
fiber—25% minimum up to 100% in the finest 
grades. Write for booklet, “What Every Busi- 
nessman Should Know About Paper—Today!” 
©Cotton Fiber Paper Manufacturers, 122 E. 42nd St.,N.Y.C. 


BETTER 


TN 


Fipe?t 


PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 
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DETROIT 
FREE ; 
PRESS 
M ichieieas 
FIRST 


Newspaper! 


~FinsT With 

$0 MANY READERS 
For 

$0 MARY REASONS 


<> 


FIRST 


Detroit's most 
colorful newspaper! 


FIRST 
in editorial 
excellence 


More awards, honors 
— including four 
Pulitzer Prizes 


Growing faster 
in past 

five years than 
evening papers 


+ 
Five year growth * | 
greater than 


evening papers 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETA REPRESENTATIVE: 

George Molloy, New York 


Ad Linage Rose in 
Cities Where Trade 


Stamps Bowed: Beem 


Sr. Louts, Sept. 2—Data on how 
the use of trading stamps affects 
food prices and advertising lin- 
age in newspapers was presented 
here before the local chapter 


lof the American Marketing Assn. 


by Dr. Eugene R. Beem, economist 
of Sperry & Hutchinson Co., New 
York, largest trading stamp oper- 
ator in the U. S. 

“Between 1953 and 1957,” Dr. 
Been said, “food prices rose 1.2% 
in all U.S. cities. The same prices 
rose 1.65% in cities where less 
than 50% of the supermarkets 


| had adopted trading stamps. Dur- 


ing the same period, in cities 
where more than 50% of the su- 
permarkets had adopted stamps, 
food prices rose 0.75%.” 


@ The findings, he said, were 
based on a recently conducted 
study of figures from the US. 
Bureau of Labor Statistics Index 
and National Industrial Confer- 
ence Board reports. Included in 
the study were all of the cities re- 
ported regularly either by the 
BLS or the NICB. 

“The study,” Dr. Beem said, 
“confirms work done in the past, 
namely, that where stamps are in 
heavy use competition increases 
and the consumer benefits in low- 
er prices.” 

On the question of advertising 
in relation to trading stamps, Dr. 
Beem pointed out that in 1957, 
Selling Research, an independent 
research organization, asked a na- 
tional cross-section of non-stamp 
food retailers what they had done 
to compete with stamp plans. 
About 26% said they were able to 
ignore trading stamp competition, 
while 74% had taken steps to im- 
prove the attractiveness of their 
stores. The survey found, Dr. 
Beem said, that the most preva- 
lent reactions to trading stamp 
competition were heavier news- 
paper advertising and price re- 
ductions. About 22% increased 
advertising and about 52% low- 
ered prices. 


= “We have tried to verify these 
findings about advertising and 
prices,” Dr. Beem said. “With re- 
spect to advertising, we asked 
Media Records to give us the 
trend of total grocery newspaper 
advertising linage in the cities 
where prices are surveyed month- 
ly by the BLS. We chose these 
cities because the BLS had made 
a study of the extent of stamp 
use which led to information on 
when stamps were introduced in 
these areas. 

“There were 11 cities in which 
stamps became a significant fac- 
tor in 1955 or 1956. Taking the 
last four quarters before stamps 
as a base,” Dr. Beem said, “the 
data shows advertising linage rose 
after stamp introduction in every 
city. At the end of six quarters 
with stamps, linage was up 23% 
in the media of these 11 cities. 


= “All but two cities maintained 
the initial increase with the range 
being from plus 4% to plus 39%,” 
Dr. Beem said. 

“In the case of the two cities, 
advertising linage dropped below 
the pre-stamp level after the ini- 
tial jump.” He did not explain or 
elaborate on this. 

On the extent of current stamp 
use, Dr. Beem said that about two 
of every three families save trad- 
ing stamps. He estimated that 
stamp using merchants account 
for about $1 in every $8 of total 
retail trade. 

Stamps are still an important 
factor in modern retailing, he 
said, although the rate of growth 
has been slower during the past 
two years than in the early 1950s. 

“In food,” he said, “stamp users 


food sales. The second most im- 
portant use is in service stations | 
where about 30% of sales are} 
made by stamp users. Other fields 
are drug’ stores, department 
stores, dry cleaners and hardware 
stores. But in no one of these is as 
much as 10% of trade accounted 
for by stamp using merchants. 
Between 175,000 and 200,000 re- 
tail establishments offer trading 
stamps. 


make about 35% of total | 


s “Last year,” Dr. Beem said, “re- 
tailers of all types purchased 
about $500,000,000 worth of 
stamps to distribute to their cus- 
tomers. These stamp purchases 
required stamp companies to pro- 
cure from manufacturers of con- 
sumer goods in 64 different in- 
dustries about $250,000,000 worth 
of products, valued at wholesale 
prices. Total secondary purchases 
stimulated by the stamp industry 
are estimated to have been $244,- 
000,000 in 1957, in addition to the 
$250,000,000 of purchases from 
consumer goods manufacturers.” + 


She's your favorite 
type...a high 
spender. And 
you're hers, 
+r you meet 
through KOIN-TYV 
on 6, her station in 
Portland and 30 
surrounding 
Oregon 
and Washington 
counties. There 
are certain 
intimate details 
pertaining 
to her habits 
which you'd 
- best learn from 
the enterprising 
gentiemen of 
CBS-TV Spot 
Sales. My, how 
they love to 
talk about 
KOIN-TV. 


SAVE-BY- MAK 


Advertising Age, September 8, 1958 


Ook Fark Federal Savings 


WHERE MORE THAN 60,000 PEOPLE HAVE PLACED THEIR SAVINGS ... AND THEIR TRUST 


Sarvices - 


— 


0 ALL THE WORLD OO FUER, HO NCEE, HO Sante PLacE TO Sane 


CONVENIENT—The four-color front page of a four-page ad (the b&w 
center spread is shown here) carries an attached postage-paid, self- 
addressed envelope to ease inquiries by prospects. The ad appeared 
in the Chicago Tribune’s western neighborhood editions Sept. 4. 
Connor & Associates is the agency for Oak Park Federal Savings. 
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IBM Launches Fall 
Sales Drive with 
Closed-Circuit TV 


New York, Sept. 4—Internation- 


al Business Machines, which cus-| | 


tomarily kicks off its fall sales 


campaign after Labor Day by fan- |! 


ning out some 175 executives to an 


equal number of branch offices, | | 


launched its entire sales drive this 
year just a few blocks from the 
IBM mid-town Manhattan head- 
quarters. 

In what was said to be the larg- 
est closed-circuit business session 
ever held, 20 key executives from 
the IBM divisions reported on cur- 
rent activities and future plans in 
a telecast to 81 locations in 80 
cities. Held in an upper-Broadway 
tv theater appropriately bedecked 
with applause prompters and tv 
monitors, the company announced 
a new transistorized computer and 
other machine developments to 
the 5,000 members of its across- 
the-country sales force. Although 
IBM has done three previous 
closed-circuit business meetings, 
this was its first of such mag- 
nitude. 


® The reason for making this de- 
parture from IBM’s usual sales 
procedure was said by Don Spaul- 
ding, director of IBM sales and 
services, to be a desire to present to 
the organization a uniform story 
which was not subject to the many 
individual personalities ordinarily 
presenting it. “We also wanted,” 
Mr. Spaulding said, “to have the 
sales picture given by the key peo- 
ple who themselves were responsi- 
ble for the new products and plans. 


And we thought that this novelty | 


of the new medium would add to 
the sales effectiveness.” 

Although IBM does not care to 
reveal the cost of the Theater Net- 
work Television Inc. telecast, 
which reportedly was considerably 
above that of its usual national 
sales presentation, the company 
feels that the added expenditure is 
more than value received. IBM 
may use another closed-circuit 
meeting in the future but has no 
definite plans. 


® The straight-forward and heav- 
ily factual script was peppered 
with comic relief by Don Knotts of 
the “Steve Allen Show,” who ap- 
peared in a state of nervous hys- 
teria from time to time as a jit- 
tery tv technician. Other highlights 
which broke into the serious sales 
spiels were shots of football games 
to add to the hard-sell excitement, 
a brief glimpse of San Francisco 
as the goal of the top quota sales- 
men who will attend a meeting 
there and a colorful montage of 
sales prizes offered to such com- 
mentary as “Wifey dear will have 
fun usin’, this attractive lazy su- 
san.” # 


Mathes Adds VW Distributor 
The San Francisco office of J. M. 
Mathes Inc. has been appointed to 
plan and direct advertising for the 
Reynold C. Johnson Co., San Fran- 
cisco, Volkswagen distributor for 
northern California, Utah and 
western Nevada. The agency also 
handles the national advertising 
of Volkswagen of America. Cam- 
paign plans call for extensive use 
of radio and newspapers, with an 
entry into television this fall. 


Model Weapons to Patton 

Model Weapons Inc., Oceanside, 
Cal., has named George Patton Ad- 
vertising, Hollywood, to handle its 
advertising. The company manu- 
factures scale miniature replicas 
of the Garand M-1 and Springfield 
’03 and other combat rifles, which 
are packaged in kit form for distri- 
bution in the U.S., Cuba and Can- 
ada. A fall campaign is planned 
in magazines and trade publica- 
tions. 


IN THIS ALL NEW WALDORF 


wy ear) 
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. 


BALLERINA—Scott Paper Co. offers a 

doll for $1 and four Waldorf wrap- 

pers in this ad in Metro supple- 

ments in 28 newspapers on Oct. 12. 

J. Walter Thompson Co., New 
York, is the agency. 


Schenley Import 
Is Exclusive U.S. 
Agent for Calvet 


New York, Sept. 4—Schenley 
Import Co., a division of Schenley 
Industries, has acquired the exclu- 
sive U.S. agency for J. Calvet & 
Co. of Bordeaux, France, one of 
the largest European wine houses, 
established in 1818. 

Theodore Gommi, president, said 
Schenley Import Co. will market 
18 Calvet types of bordeaux and 
burgundy red and white wines. 

Plans are being prepared for 
launching a prestige advertising 
campaign in magazines which will 
be supported by a special business 
paper program and extensive point 
of sale material. Advertising prob- 
ably will not break until mid-Oc- 
tober. 

Kleppner Co. is the agency. 


s Discussing the foreign wine 
market in the U.S., Mr. Gommi 
pointed out that sales of imported 
still wines have been rising stead- 
ily since 1948. He estimated that 
Americans would spend about 
$40,000,000 for approximately 4,- 
500,000 gals. of foreign still wines 
of all types this year, or more than 
five times the amount of ten years 
ago. 

A decade ago, Mr. Gommi said, 
U.S. purchases of French still wines 
totaled less than 300,000 gals. In 
1957 the figure was 1,500,000 gals. 
He estimated that French still 
wines would be up about 100,000 
gals. this year over 1957. 


GILBERT HEADS 
SCHENLEY INT'L 

New York, Sept. 4—George R. 
Gilbert, vp in charge of interna- 
tional operations for SchenLabs 
Pharmaceuticals Inc., has been 
elected president of Schenley In- 
ternational Corp., wine and spirits 


Industries. He will continue also 
as vp of SchenLabs Pharmaceuti- 
cals. Mr. Gilbert succeeds Theo- 
dore C. Wieke as president of 
Schenley International. Mr. Wieke 
will continue as a vp and director 
of Schenley Industries. 


s Mr. Gilbert joined Schenley in 
1941 after several years’ experience 
in the export and import business. 
He was drafted from the parent 
company in 1946 by SchenLabs 
Pharmaceuticals. Since then he has 
established export outlets and li- 
censing arrangements for the com- 
pany in 68 countries. 

He speaks six languages and has 
served as a member of the advis- 
ory committee of the office of in- 
ternational trade, U.S. Department 
of Commerce, as president of the 
Ethical Pharmaceutical Export Ex- 
ecutives Club and as chairman of 
the export committee of the Amer- 
ican Pharmaceutical Manufactur- 
ers Assn. + 


‘| NEW! AIR-PUFF SOFTNESS | Major Ad Groups 


Delay Action on 
U.S. Outdoor Curbs 


New York, Sept. 4—Major ad- 
vertising associations here are 
studying the possible effect on 
their members and advertising 
generally of the restrictions pro- 
posed by the Department of Com- 
merce to bar the use of brand 
names on outdoor advertising 
along interstate highways (AA, 
Sept. 1). 

Advertising Federation of Amer- 
ica is preparing a policy statement, 
which, a spokesman said, will 
probably be ready for release 
about the middle of next week. The 
federation’s attorneys, he said, are 
analyzing the proposed restrictions 
drawn up by the Department of 
Commerce (see story on Page 2, 
excerpts from the rules, Page 118). 

American Assn. of Advertising 
Agencies has not yet determined 
what action, if any, it will take, 
and no decision will be made, it 
was said, until the proposed new 
regulations have been thoroughly 
studied. A meeting of the associa- 
tion’s outdoor advertising commit- 
tee is expected to be held within 
the next week or two, at which 
time, it was said, recommendations 
to the executive committee prob- 
ably will be made. 


s Assn. of National Advertisers is 
also reported to be studying the 
situation but plans no action pend- 
ing the recommendations of its 
outdoor advertising committee. 

Advertising Council plans no ac- 
tion on the matter at this time. 
Brand Names Foundation, on the 
other hand, is expected to have a 
policy statement ready for release 
late next week. Its executive 
committee will meet Sept. 11 and 
is expected to outline the founda- 
tion’s policy on the proposed elimi- 
nation of brand names from out- 
door panels along the interstate 
highway system. 

Large individual users of out- 
door advertising for the most part 
are taking a wait and see attitude. 
Many believe the proposed restric- 
tions will be liberalized. 


s At Outdoor Advertising Inc., a 
spokesman for the medium’s na- 
tional sales organization called the 
proposed regulations “anti-busi- 
ness, anti-advertising, and down- 
right punitive. 

“However,” he pointed out, “it 
|should be clearly noted that these 
| proposed restrictions apply only to 
ithe interstate highway system, 
which will take 13 or more years 
to complete, and they do not affect 
the medium’s vital coverage of 
markets. 

“In other words, standard out- 
door advertising’s market coverage 
is not affected by legislation—now 
or in the foreseeable future. It is 
important to note that more than 


export sales affiliate of Schenley 90% of the structures of the stand- 


ardized medium are located in ur- 
ban markets and built-up areas.” + 


McKesson & Robbins 
Sets Pre-Yule Push 


New York, Sept. 5—McKesson 
& Robbins Inc., national drug store 
wholesaler, will launch a $300,000 
pre-Christmas institutional adver- 
tising campaign Nov. 30 in an 
eight-page color section in the 
American Weekly. 

The special section will appear 
in 34 newspapers carrying the sup- 
plement and will boost gift mer- 
chandise sold in 6,000 retail drug 
stores tied-in with the pre-holiday 
promotion. 

Also scheduled are 1,000-line 
newspaper ads in markets not cov- 
ered by the supplement, as well as 
page ads in drug store trade pub- 
lications. Dancer-Fitzgerald-Sam- 
ple is the McKesson & Robbins 
agency. + 


(Continued from Page 1) 
for three quarter-hours weekly, 
and Reynolds Metals Co. for four 
quarter-hours weekly. Reynolds al- 
ready is set as a co-sponsor of 
“Walt Disney Presents” and “All- 
Star Golf.” 


Maxwell House for CBS-TV 


CBS-TV filled up one of the va- 
cancies on its nighttime schedule 
with the signing of Maxwell House 
regular coffee and §.O.S. for Ed- 
ward R. Murrow’s “Person to Per- 
son” show. Kent cigarets will pre- 
sent the alternate week of this 
interview session. 

This network also was set for 
the return of its best known big 
money quizzer, “$64,000 Question,” 
Sept. 21 with the same sponsors— 
P. Lorillard and Revlon—after a 


Johnson & Lanman 
Formed by Ex-Execs 
of Enloe, SchenLabs 


(Continued from Page 1) 
virtually all of its own advertising 
materials and places journal copy 
through Doremus-Eshleman Co., 
Philadelphia. 

Prior to joining the Enloe agen- 
cy nine years ago, Mr. Johnson was 
art director of Smith, Kline & 
French. 


® Dr. Enloe has already started to 
reorganize his shop. He has added 
Walter Wegner, formerly assistant 
manager of European operations 
for A. C. Nielsen Co., as market 
research director, and Douglas 
Wood Gibson, formerly with Mc- 
Cann-Erickson, as editor of a new 
house organ to be produced for one 
of the agency’s clients. 

Dr. Enloe also said he is on the 
verge of signing up “a top man” to 
replace Mr. Nottage as copy direc- 
tor. # 


Magic-Lite’s Low-Cost 
Spectacular Powered 
by Radio Transmitter 


New York, Sept. 4—A neon sign 
powered by a radio transmitter 
and possessing the flexibility of an 
ordinary bulletin board was offi- 
cially introduced today by Magic- 
Lite Ltd. 

The sign consists of individual 
letters, several inches high, in- 
serted into a rack which can be 
used to form three lines of 20 char- 
acters, or eXtended to a nine-foot 
line of 60 characters. Power for 
the neon letters is supplied by a 
| radio transmitter, which is plugged 
into an ordinary electrical outlet. 
Since it is a radio transmitter op- 
erating over a frequency wave, ap- 
proval of the Federal Communica- 
tions Commission was necessary 
before the product could be mar- 
keted. 

The letters have no heat and are 
individually contained; the hold- 
ing rack is shockproof. It is there- 
fore a simple matter for anyone 
to change the messages several 
times daily if desired. A complete 
unit sells for approximately $180. 

Magic-Lite Ltd. is at 181 E. 108th 
St., New York 29. # 


Wine Institute Sets Week 

The Wine Institute, San Fran- 
cisco, has set Oct. 11-18 as the 
dates for celebration of National 
Wine Week. One of the oldest U.S. 
industry events of its kind, Na- 
tional Wine Week has been con- 
ducted since 1939 and has been 
credited with building wine con- 
sumption from 26,000,000 gals. to 
152,000,000 gals. last year. 


Plymouth Puts Welk on Radio, Too, 
in 5 Markets to Get Stereo Advertising 


summer vacation. Coming back 
with the show, despite rumors to 
the contrary, is its original ques- 
tion dispenser, Hal March. 


NBC and Daytime 


Daytime shows brought in the 
business this week at NBC. Lever 
Bros., which already was set as a 
participating sponsor on the new 
“Country Fair,” bought alternate 
weeks on two quizzes, “Treasure 
Hunt” and “Haggis Baggis.” 

Further signs that the publicity 
about the money shows was not 
hurting sales came from Frigidaire, 
which bought three quarter hours 
weekly on various NBC programs, 
three of them in the question-and- 
games-for-money category. 


Pepsi Jingles on Radio 


Network radio’s biggest lift came 
from the Pepsi-Cola Co., which 
announced the start of a heavy 
campaign on all four major net- 
works Sept. 17. The drive will fea- 
ture Pepsi’s new “Be sociable” jin- 
gle. 

The soft drink manufacturer has 
scheduled a total of 52 30-second 
and one-minute announcements 
per week; they will be divided 
among the four networks. Daytime 
periods will be used primarily, with 
emphasis on the shopping days 
of Wednesday through Saturday. 

On ABC and Mutual, Pepsi 
bought newscasts; on NBC it will 
use “Monitor”; on CBS various 
programs will be on the schedule. 

The “Be sociable” jingle has 
been running at a saturation level 
on a spot basis for some time. This 
drive, staged in cooperation with 
bottlers, has been going since May 
5. The company is not sure in how 
many markets the spot campaign is 
running, but estimates it at about 
1,500. The spot schedule will con- 
tinue along with the network run. 

The networks will get together 
Sept. 10 for a joint closed-circuit 
broadcast to Pepsi dealers and ra- 
dio affiliates across the country. 
The purpose is to get them bub- 
bling about the new campaign. # 


‘Ad Age’ Boosts Ad Rates 
Based on Mounting Circulation 

ADVERTISING AGE has issued a 
new rate card, effective Sept. 1, 
1958, based on an increase of net 
paid circulation of 7.2% from last 
year. A year ago, six-month av- 
erage net paid was 39,430. This 
year it is 41,961, and the last issue 
on the latest ABC statement shows 
a net paid of 42,169, or 7.2% in- 
crease from the corresponding is- 
sue of last year. New rate for a 
b&w page, one time, goes from $1,- 
032.50 to $1,102.50. 

Due to the purchase of Adver- 
tising Agency Magazine and the 
addition of its circulation to that 
of AA, a bonus of about 3,500 ad- 
ditional subscriptions will be de- 
livered advertisers in the months 
to come, Jack C. Gafford, adver- 
tising director, said. 


Number of Agencies in New 
KNX Directory Down from 1957 
KNX, Los Angeles, has issued 
its annual advertising directory for 
the use of advertising agencies, ad- 
vertisers and the press. Printed 
both sides on an 11x14” card, it 
lists Los Angeles agencies, radio 
and tv network offices, radio and 
tv stations, broadcast representa- 
tives, newspaper representatives, 
publishers’ representatives, daily 
and weekly newspapers, foreign 
language newspapers and Negro 
newspapers in the area. For the 
first time in several years, the 
number of Los Angeles advertising 
agencies declined, with 352 listed, 
compared with 368 in 1957. 
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Rates: $1.25 per line, 


THE ADVERTISING MARKET PLACE 


minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number. Closing deadline: 


Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); 


Classified Departments, 


Inc., 4041 Mariton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 


Ee publication date. 


Display classified takes card rate of $18.75 per column 


and card discounts, size and frequency apply 


a ae 


6 MONTHS ENDING JUNE 


AVERAGE PAID CIRCULATION FOR 


41,961 — 


30, 1958 


HELP WANTED | 
ACCOUNT EXECUTIVE 


FOR PUERTO RICO 
International agency seeks experienced 
account man with some knowledge | 
spanish to live in San Juan. Write fully, | 
mention salary requirements. 

PrP. 0. Box #8676, F. Juncos Station, 
Santurce, Puerte Rico 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
| 


GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 
TV WRITER PRODUCER 
Immediate opening with Chicago adver- 
tising agency. Must have experience and 
ability to follow through on all details. 
Excellent opportunity for right person to 
grow with growing agency. State experi- 
ence and salary required. 
Box 1793, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Dear Ambidextrous Californian 
We need you IF you can sell advertising, 
assist with editorial and handle produc- 
tion - and IF you are competent, 
ambitious, like hard work and get along 
with people. You will want us IF a small 
but successful and respected national 
trade magazine is your dish of tea; IF) 


you are free for some travel; and if 
about $450 (depending 7) will keep you 
happy untill you grow with us ... Prefer 


man already near our L.A. home base. 
Our people know of this ad 
Box 27R 153, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
MOLENE 
seoaiieni ..Public Relations 
--&dvg. Managers 
‘ ja ......Production. ..... Service 
“All is grist, which comes to our mill’ 
Andover 3-4424, 105 W. Adams 8t., Chgo 3 
FREE LANCE ARTISTS 
Capable of handling complete jobs, rough 
layout to finished art for expanding 
Cosmetic Manufacturer. Primarily pro- 
motional and collateral material. Package 
design, photo supervisory experience 
helpful. Write fully to: Advtg. Dept. Box 
2323, Memphis, Tenn. 
LAYOUT ARTIST . ART DIRECTOR 
The person we seek should be creative 
. Should have at least 5 years experi- 
ence, or the ability that goes with it. 
He should be _ versatile, quick, and 
expressive. He should know graphic 
reproduction. He should be responsible 
and with ambition to take over complete 
art direction and to. become integral 
thinking part of young, aggressive ad- | 
vertising agency. Good starting salary | 
with definite opportunity. | 
Box 1794, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TECHNICAL ADVERTISING MAN 
... Wanted for fast-growing agency in 
Dallas serving 30 important accounts. | 


ence, 
write and handle people. 


HELP WANTED 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
Only Five Months Old 
... but we're growing fast! 
Our circulation to Graphic Arts 
America Numbers 50,000—plus. 
. offering complete-indus- 
try coverage. 

We're looking for a settled, 
sincere, high caliber repre- 
sentative to sell powerful ad- 
vertising space to suppliers of 
one of the finest industries 
in the country. 

If you are interested in a 
solid, creative selling posi- 
tion with an excellent future, 
write us and include a copy of 
our resume 
Box 1797, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPY - CONTACT 
Chicago Agency wants experienced copy- 
writer of good appearance to also do 
some contact. Previous agency experience 
and knowledge of electronics helpful. 
Man with copy experience as advertising 
manager or assistant would be consid- 

ered. Salary around $7,500. 
Box 1795, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


INDUSTRIAL ADVERTISING MAN 


Want to join an advertising agency that 
is a true professional counseling organi- 
zation - that is rapidly developing its 
industrial volume with important clients? 
Can you write good, specific, industrial 
copy - free of generalities, brag, and 
boast? Can you develop collateral materi- 
als? Do you know sales promotion? 
Can you dig deep and come up with 
creative ideas for comprehensive promo- 
tional programs that result in sales? 


If you can top off the above with 
metalworking advertising or shop experi- 
ence and are in the 28 to 35 bracket, you 
ean build a rewarding career here! 


This is a solid, Middle West (not Chicago) 
agency crowding $5 million billings and 
being groomed to grow more. 


|Don’t spare the details when you write 


to us. Please include references and 


| shapshot. 


Box 1799, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FARM COPYWRITER 
opportunity as copy-account 
major agricultural client in 


| Wonderful 
man for 


growing Midwestern agency. Should have 
agricultural 


school background, farm 
advertising and/or journalistic experi- 
combined with ability to think, 
Salary open. 


Should be 28 to 35 and have concentrated | Give Sl AGE 


200 E. Illinois St., Chicago 11, Illinois 


experience in writing copy in electronics 
field and in selling a corporate story. 
Every opportunity to grow. Agency en- 
joys top prestige and has a fine group of 
professional people. Furnish chronological | 
work history, photo and state annual | 
salary in first letter. Confidential. 

Don L. Baxter, President 

DON L. BAXTER, INC. 

4TH FLOOR Melba Theatre Bidg. 
Dallas, Texas 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. | 


W. H. LONG 5447. N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 
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MR. SPONSOR 
FREE! 


| . don’t miss it! There are only a few 


‘eomplimentary copy. 


and longer this fall.) 


I 
[ SPORTS FORECAST MAGAZINE 


Pa ee ee 


“How to GET MORE out of 
RADIO and TELEVISION Advertising’ 


If you failed to receive your copy of “A SOLID MERCHANDISING 
HOOK for SPONSORS and STATIONS” in | 


SPONSORS with an interest in the male market, who may be using 
radio or television this fall will find it particularly profitable .. . 
| especially if you are buying sportscasts or football games. If you are 
| really interested in learning how to get more merchandising out of 
your radio and television advertising, we'll be happy to send you a 


And what is more important to the STATION MANAGER than do- 
ing everything he can to make sure the sponsor gets every bit of 
P-U-L-L possible out of his advertising. (At the same time, you'll 
see how to build and hold your own ratings for 10 solid weeks .. . 


11 E. Delaware Pi. 
Publishing Co. (Div. of Integrated Marketing Corp.) P.S. You may find 
that speed is essential. In which case, please phone Mr. O’Malley at WHitehall 3-3250. 


FALL SPECIALS! 

ADVERTISING MANAGER ..... $15,000 
Solid B/G in beer or related 
products sold through distributors 
to retail outlets. 

MARKET RESEARCH MANAGER $15,000 
Heavy B/G in all research phases 
including evaluation of advertising 
and merchandising programs. Beer 
or related product experience 
necessary. 

If qualified, contact me in confidence. 

GEORGE E. PYLKAS . 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


MR. STATION-MAN 


the mail last week .. . 


left . . . and these are going fast. 


Chicago 11, Ill. E. J. O'Malley 


me a ee ee ee 


POSITIONS WANTED 


Advertising Age, September 8, 1958 


BUSINESS OPPORTUNITIES 


SPACE SALESMAN 


Newspaper space salesman, 29, 

Advertising Degree, seeks full 

time position with consumer or 

trade publication. 

Box 1743, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SPACE MAN TO LOFT FALL SALES! 
Impressive 15 yr. sales-marketing back- 


Box 1798, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ART DIRECTORY ARTIST 
9 years experience, creative, versatile, 
available. $8,000 per year. Prefer indus- 
trial or Outdoor Advertising Co., 
27R 154, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Cal. 
MKT., MOT. RESEARCH - MBA, MA 
Beer TV test mkt. exper. over 5 yrs. 
in hard, soft cons. goods. Heavy in stat. 
Box 1800, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUST. ADV. & SALES PROM. MGR. 
20 years of know-how in every phase of 
Adv’g. & Sales Prom. in exchange for a 
challenging opportunity. Self-starter, ca- 
pable administrator, conscientious, work 
well with others. Presently Ad. Mgr. of a 
Div. of major manfacturer (industrial) 
staff level, directing dept of 12 creating 
effective advertising & direct mail pro- 
grams ... plus merchandising for dis- 
tributor outlets. 
Box 1801, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Adv. Prod. Mgr. - 19 yrs. Agcy & Mfg.- 
Top Mgmt. exp. Specialist in collateral 
& Sis. Prom. Material. Midwest. 
Box 1802, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Do you produce some of your Adv Mate- 
rial internally? Versatile ad man with 12 
years experience in copy, layout and 
production for M’fr and Distributor. De- 
velop direct mail, catalogs, trade ads, 
exhibits. Now plan _internally-printed 
literature for Indust Mfr. College grad 
plus art. For resume, write: 
Box 1803, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

“MOST VALUABLE” COPYWRITER 
10-yrs. triple-A exp. where winning is a 
must to stay in bus.—ready for majors! 
Fast man down Cons. line. Slick fielder 
with ideas, clients. Bats right or left- 
ean hit into all fields. Pres. ‘“‘Mgr.” of 
team—needs no coaching. Waiver reas. 
Wants to team up with Chi. agcy. eyeing 
next year’s pennant. 34, married, Grad. 

Box 1804, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
UP-AND-COMING COPYWRITER 

desires change to consumer ad copy. Now 
writing “Borax”, off-beat. 2 yrs. exp.— 
agency, mail order. 25, Mktg. degree. 

Box 1805, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ground. Travel/relocate. Creative; com- 
petent; college graduate. 37; likeable: | 
a real pro. 


POSITIONS WANTED 
MY BOSS DOESN'T UNDERSTAND ME 
He doesn’t realize what a versatile jewel 
I am. I act as creative director, copy 
chief, producer and utility infielder 
Maybe I’m too efficient ... maybe too 
young (under 30). With a solid back- 
ground, I seek challenge ... recognition 
. reward. Will work anywhere in U.S. 
where such an opportunity exists (on 
either side of the conference table). If 
you are interested in more facts, write 
Box 1808, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 
ART DIRECTOR-LAYOUT ARTIST 
Creative, modern layout design. Prefers 
smaller agency. Available now. $10,000 
Box 1809, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


A WISE INVESTMENT 
$200,000 for investment and interest in 
going television operation; new, unique, 
successfully tested and marketed. $1,000,- 
000 + already guaranteed in promotion 
and exploitation. Additional capital will 
complete and solidify current expansion. 
Unlimited potential. Reply on business 
letterhead. Principals only. 
Box 1815, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
HONG KONGS’ CHINESE 
PUBLICATIONS 
Details of Asia Pictorial Monthly and 
other suitable media from: 
Publishing & Distributing Co., Ltd. 
177 Regent Street, London, W.I. 
Ask for our Overseas Press Annual $2. 


IND. ADVERTISING MGR. OR ASS'T. 
| Six years solid agency and dealer experi- 
| ence. Can assume responsibilities for 
production, copy, research, finish and | 
layout. Age 30. Will relocate. 

Box 1810, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ATTENTION ADVERTISERS! $10,000 
BUYS A BARGAIN IN AD TALENT! 
Here’s your chance to acquire at a never- 
to-be-repeated price services of a young 
(30) adman on the way up. Now ass’t ad 
dir. top consumer mfr. Agency and retail 
exp. Keen merchandiser, excellent copy, 
sales promotion. Relocate Cleveland east. 
Box 1811, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION-MERCHANDISING 
EXECUTIVE SOON AVAILABLE 
Ten years 4A Agency & Promotion House 
experience. Have bought & sold P.O.P., 
Film, Collateral etc. on Auto, Appliance, 
T.B.A. Heavy contact-service. Act today. 
Box 1812, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
Man To Represent Two Top National 
Industrial Publications in Mid-West Area. 
Box 1813, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLISHER'S REPRESENTATIVES 
Exclusive territories now available 
throughout U.S. for experienced, hard 
working space salesmen. Opportunity for 
lifetime future. Write complete back- 
ground and experience in first letter to: 
INTERNATIONAL SCREEN 
PRODUCTION HANDBOOK, INC. 
507 Fifth Avenue, New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
WELL ESTABLISHED REP. BASED 
N.Y.C. wishes to represent trade pub. or 
sports athletic or 
comm. basis. excellent record, 
tacts, college, mature thinker, 

cent issue. 
Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEW ENGLAND ADVERTISING REP. 
Interested in trade or consumer maga-| 
zine, Experience and references to your | 


top con- 
send te-| 


MEET PATRICIA, WEST COAST EXEC. 
Head in clouds, feet on ground! Owns 
her own Adv. Agcy. Born diplomat, in-| 
curable optimist. Designer, copywriter 
and idea-maker. Needs Angel, Santa 
Claus or new 5-figure challenge, San 
Francisco area. Could be your West Coast 
representative! 
Box 1806, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


SALES AND MERCHANDISING PRO 
10 yrs. selling and merchandising con- 
sumer products, plus 2 yrs. merchandis- 
ing for New York Agency, seeks chal- 
lenging opportunity with progressive 
firm. Age 37. 

Box 1807, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Our 47th Year 
AE or SUPERVISOR, top-notcher, 
heavy major food experience. 
Exceptional fringe benefits 
Medium-size agency with top 


standards, growing fast te $35 M 
AE, house furnishings exper. 

All-around ad man too. S.E. $15 M 
ADV. MGR., ae in consumer, 

trade, direct mail. te $10 M 
MGR. INDUST 1 MKTG. 

RESEARCH sasnay. 30% 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 

110 S. Dearborn CE 6-5353 Chicago 


Six reasons why 

the COPYWRITER 
we need should 

grab this opportunity 


We are one of the agencies that 
sant believe (as he does) that E 
takes a real creative spark to 
a eqosenstul campaign and a as 
cessful sale. 

2. We believe (as he does) that ime 

right idea, the right afi 

right word, are worth the oweet 

it takes to get them. 

3. Our accounts are consumer (na- 

tional and regional), widely varied, 
his TV and 


offer a challenge 

radio, as well as print talents. 

4. He'll work direc under one of 

the owners of a solid 4-A agency 

with one of the to creative repu- 
tations in the by ung No obstruc- 
ons in way of becoming 

copy chie 

5. The location is several hundred 

miles away 


weary, wife-ma 
rooning commuting problems — in 
Southern Ohio. ” 


6. The starting onlay LD pushes o' 
Mag B oar. © how 4 ‘> 
pends on e ence 
and demonstrated ted. ably.” Prof 
sharing ¥ air-condi- 
tioned ces. 


satisfaction. 


Box 1814, ADVERTISIN 
480 Lexington Ave., New Yoox ar nN. 7 


1000 BUSINESS PROMOTION IDEAS! 
Invaluable working source for agencies. 


| Write BPI, Box 


sports equip. publs. | 


Completely new presentation. Suitable all 
types retail businesses. Free Details. 
296C, Les Altos, Calif. 


$250,000 WANTED 

to speed up successful promotion of new, 
exciting national magazine with wide 
immediate acceptance wherever  intro- 
duced. Unusual profit potential, 4% million 
already invested with most gratifying 
progress shown. Substantial interest of- 
fered. Principals only, please. C. K. 
Feinberg, Publications Broker, P.O. Box 
1036, Newark 1, N. J. 


TO A TAX-CONSCIOUS PUBLISHER: 
You CAN add our $50,000 tax-loss to your 
profitable operations and save $26,000 
cash. Full details from ex-magazine pub- 
lisher of Illinois corporation. 

Box 1816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTION 
FREE LANCE OR SALARIED 


Abundantly experienced in trade, con- 
sumer hard sell, soft sell, Top, Medium, 
small accounts. Economic advantages of 
free lance arrangement proved over many 
years. I would like to outline plan and 
submit portfolio to ad. agency or manu- 
facturer. N.Y.C, area only. 
Box 229, Advertising Age 
480 Lexington Avenue, New York 17, N.Y. 


MARKETING RESEARCH ANALYST 
Presently employed in Marketing Research. 
Ten years experience Marketing Research, 
Sales Analysis, Sales Control. Can prove 
major accomplishments. Background in 
consumer goods from my trade and con- 
sumer surveys throughout the United 
States. Business degree—Economics ma- 
jor. Graduate study—Marketing. Age 37. 
Single, Veteran. Box 232, Advertising An. 
480 Lexington Avenue, New York 17, N.Y 


JOHN ANDREWS 


putty vest artist 


STOCK ART SERVICE © 1504 Dodge St., Omaha, Nebr. 


Advertising and Sales Promotion 


location. 


ASSISTANT ADVERTISING MANAGER 


Outstanding opportunity for candidate with Consumer Grocery 
Product experience in Advertising and Sales Promotion work. 

The man we seek is an idea man who can conceive programs; an 
ability to write copy, visualize layouts, evaluate media, and convert 
advertising and merchandising ideas to action. Position involves 


sumer Package Products and Bulk Products. 
Prefer man under 35 with college degree. Salary open. Cleveland 


Send complete résumé of qualifications and salary requirement. 
Replies confidential. DURKEE FAMOUS FOODS, DIVISION OF 
THE GLIDDEN COMPANY, Attention—R. G. McKay, 900 Union 
Commerce Bldg., Cleveland 14, Ohio. 


duties in connection with Con- 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. . 
CEntral 6-5670 


GREAT INDUSTRIAL CAMPAIGNS 
Consumer, too. 4A writer/chief has 10 
yrs print & radio. Highly original, prolific; 
demon for work. Solid background graph- 
ics and science. Early 30’s, grad, reli- 
able, personable. 12M. East preferred. 
See my samples! Box 233, ADVERTISING || 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


BACON KNOWS | 
MAGAZINES! | 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
service for magazines. Best 
coverage, fastest service, highest 
accuracy. 


* BUSINESS * FARM 
* CONSUMER 


ested? Honestly seem to qualify? 
Write fully, giving educational and 
wor. Rittesy, in detail; also present 
, t, an Ay Ew 

0' ndable 2 ae ut none, 
yet, tha ezpenaat be returned. i 


Box 220, ADVERTISING Age 
200 E. Illinois Street, Chicago 11 


Send for Booklet No. 56 
‘How Business Uses Clippings’ °¢ 
BACON'S CLIPPING BUREAU 
~ 14L. Jackson Blyd.. Chicago 4, Mingis 
WAtbash 2 8414. 


EXECUTIVES! 


NEW. 


FREE BROCHURE 


Find out how these 15 important 
Manpower, Inc. “Sales Aid” Services 
will help you. 


Vincrease Sales and Distribution 
¥ Cut Marketing Costs 
WV Support National Promotions 
at the local level 
WY Eliminate Trouble and error 
in merchandising promotions 


and mail today to: 
A decade of Business Service 


15> services 
THAT AID SALES 
AND ADVERTISING 


y 


YOURS FOR THE ASKING! 


Attach this ad to your letterhead 


manpower, in ot! 


World H. 


over 140 offices in U.S., Canada, & Abroad 
804 N. Plankinton Ave., Milwaukee, Wh. 
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Warwick & Legler’s ‘Futures Plan’ 
Draws $14,700,000 in New Business 


(Continued from Page 2) 
e Another $1,000,000 in Revlon 
billings began with Warwick & 
Legler this July 1—the date it took 
over from Dowd, Redfield & John- 
stone on Silicaire and from C. J. 
LaRoche on Clean & Clear. 


e The next addition takes effect 
Sept. 15—when the $1,500,000 
y spent on Mennen Skin Bracer and 
Mennen cologne for men switches 
over from McCann-Erickson, and 
the final $1,700,000—from Mar- 
schalk & Pratt, a division of Mc- 
Cann—comes in on Dec. 1 in the 


WANTED 


Local campaign ideas, all lines of 
business, for newspaper usage. We're 
organized to sell through national 
sales force. Will pay royalty or pur- 
chase outright. Tell us what you 
have. 
MULTI-AD SERVICES, INC. 
(Campaign Division) 

100 Walnut Street Peoria Illinois 


ADVERTISING 


We handle your employment problem 
confidentially and effectively. 

MARKETING MANAGER $20, 
Adv., Mktng. exp. in selling through 
grocery outlets. 
ADVERTISING DIRECTOR ........ 
Top level exp. for mfr. of Radio, 
Television and electronics. 
ACCOUNT EXECUTIVE $12,000 
Furniture and housewares exp. with 
agency or mfr. Exc. potential. 
ART DIRECTOR 
For Adv. Agency. Consumer and 
industrial accounts. 


SE 63.0% Civ ds 05 60.0060 0, 
Solid bkgd. in broadcast and print. 
Prefer food exp. 

ADV., SALES PROMOTION ....... $ 9,500 


Exp. in Adv., Sales Prom. and 
Market Research for valve mfr. 


B. L. CLEM 
Advertising Consultant 


IMPERIAL PERSONNEL 
37 $. Wabash Ave., Chicago 3, FR 2-4233 


shape of Mennen’s deodorants and 
a new product. 


s For Warwick & Legler, which 
reached a postwar high of $15,- 
200,000 in 1954, then faded to $14,- 
300,000 in 1955 and treaded water 
in 1956 and 1957 when it reported 
billings of $14,500,000 and $14,- 
600,000, respectively, the addition 
of over $14,000,000 in new billings 
proves the effectiveness of its “fu- 
tures plan.” 

The plan, long ago laid out, 
called for a personnel and opera- 
tional shuffle and a more aggres- 
sive shot at new business via pin- 
pointing “blue chip clients inter- 
ested in big league service.” 

“Within two years,” said Mr. 
Warwick, “our personnel reorgan- 
ization reduced the average age 
of creative and business execu- 
tives from 47 to 36. 

“We enlarged our research and 
marketing services; we added to 
our tv staff; we crystallized our 
business philosophy in an easel 
presentation called ‘The Competi- 
tive Edge.’ We think our ‘edge’ in- 
volves an essential margin of dif- 
ference placed in consumers’ minds 
which offers the convincing rea- 
son for buying one brand versus 
similar competing brands.” 

The “edge,” according to Mr. 


| Warwick, “guides all our planning 
jand thinking and winds up in all 


the advertising we produce.” 


@ Mr. Warwick thinks there is “a 
direct correlation between our in- 
ternal revitalization program and 
our growth in new clients and in- 


salary. 


Beltsville, Maryland 


CAREER OPPORTUNITY FOR 
TELEVISION RESEARCH ACCOUNT EXECUTIVE WITH A 
FAST GROWING, AGGRESSIVE RESEARCH COMPANY 


We are looking for a man who has had some experience in the 
broadcasting field . . . in either a station, network, agency, or sales 
representative firm .. . and who has a working knowledge of the 
agency uses of TV audience measurement. 

After training, his objective will be to help station and agency 
clients make more effective use of our television research services. 
He should be able to work effectively with all levels of people, be 
noted for his good judgement, and be eager to accept responsibility; 
his age between 28 and 50, and he must be able to start at a modest 


This position will locate in headquarters or branch office and in- 
volves a reasonable amount of travel in Eastern states. A real oppor- 
tunity for the right man. If interested, please write and sell your- 
self. Include minimum salary requirements. 


Address: Roger Cooper, American Research Bureau, Inc., 


Delightfully Fragrant 


SACHETS 


imprinted with your message 


Make Splendid Advertising Pieces 


JV They WON'T be tossed 
into the wastebasket 
As low as 3¢ apiece in 1,000 lots. 
Write for sample and particulars. 
THE CANHAM FOLKS 
257 So. State St., Elgin, Illinois 


ADVERTISING PRODUCTION MANAGER 
FOR LARGE RETAIL CHAIN 

To plan, specify and direct all graph- 
ics materials purchases for exten- 
sive newspaper and direct mail pro- 
grams. Must have broad graphic arts 
experience and the ability to work 
with artists and writers in the plan- 
ning of effective but economically 
produced campaigns. Headquarters, 
Baltimore. Write fully concerning 
past connections, responsibilities, 
employer references, earnings, age, 
education, marital status. Box 230, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


reason to believe you can. 


don’t get buried. 


ARE YOU THIS PROFESSIONAL COPYWRITER? 


You are a seasoned career copywriter, somewhere between 30 and 50. 


You write compactly, with a flair and an air of professionalism, 
making every word dig its heels in. You work with speed but not 
haste, probing for new approaches and knowing from experience the 
difference between a groover and a wild pitch. You have a sense of 
humor and enjoy good company. And you know how to scratch for 
facts and sift out the essentials of a selling problem. 

You have written advertisements to professional users of photo- 
graphic equipment or supplies. Or, if you haven’t, you’ve good 


Today, you are probably doing OK. But the knowledge that there 
is a promising seat for you on our writing staff might turn your 
head. Why? Because the man who sits in that chair will have plenty 
of responsibility and recognition as a key writer on one of our top 
accounts (and they respect good copy!). And because we’re a fast- 
growing AAAA agency in upstate New York where creative talents 


Think you may be this man? Look over your résumé. If you still 
think so, mail it to us, along with your salary requirements, and 
maybe we can get together. Reply Box 231, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N. Y. 


Now Yours.The First Golden Metal Conrpact | 
With Refills That Click In, Click-Out...Instantly! | 


NEW! HAZEL BISHOP ULTRA MATIC COMPACT MAKE UP 


REFILLS—Hazel Bishop’s new Ultra- 
Matic compact (AA, Sept. 1) will 
be launched with this page, slated 
for November Charm, Coronet, 
Glamour and Mademoiselle. Other 
advertising runs in Esquire, news- 
papers, business papers and spot 
tv. Raymond Spector Co., New 
York, is the agency. 


creased billings.’’ He credited “new 
and upcoming people” with play- 
ing “major roles in getting new 
business and in producing adver- 
tising and improved service for 
clients.” 

Now that Warwick & Legler is 
“thoroughly organized for the toi- 
letries and drug fields,” the agency 
“wants some food business.” Mr. 
Warwick said the agency has “the 
people to service food accounts” 
and besides, “we built an up-to- 
the-minute test kitchen here in 
our new offices.” He pointed out 
that the agency is already doing 
food advertising—Seagram gin ads 
have been showing — succulent 
dishes in big illustrations. + 


‘Sarasota News’ 
Hits Rival in 2 


Anti-Trust Suits 


(Continued from Page 3) 
begun.” 

The Lindsays also own the Sar- 
asota Herald-Tribune, a morning 
newspaper. The Sarasota News is 
owned by Mr. and Mrs. Kent S. 
McKinley, and is an evening news- 
paper. 

When the Journal was started 
in April, 1952, the suit charges, 
Lindsay Newspapers Inc. instituted 
a system of selling local display, 
general display and classified ad- 
vertising under which such adver- 
tising was sold in both newspa- 
pers—the Herald-Tribune and the 
Journal—in a “package” deal. 


® “Under such plan all types of 
advertising, notably local display 
advertising, was sold to advertis- 
ers under an express or implied 
condition, representation, or un- 
derstanding that advertising could 
be bought only in both of defend- 
ant corporation’s newspapers,” the 
suit asserted. 

“Further, the difference in pub- 
lished advertising rates charged by 
defendant corporation for adver- 
tising in both of defendant cor- 
poration’s newspapers as compared 
to purported advertising in the 
Herald-Tribune alone was so small 
as to economically induce and 


| both newspapers and thereby mu- 


|petition, at the expense of adver- 
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|viding greatly reduced rates for|cago, has joined Dancer-Fitzger- 


“quantity advertising for a one-|ald-Sample, New York, as an ac- 
year period, and providing only for| count manager on the Frigidaire 
advertising in both the Herald-|account. Motorola will name a 
Tribune and the Journal, while not| successor to Mr. McCormick in 
providing for advertising in one or| “two or three weeks.” 
the other of defendant corpo-| Clyde Rapp, previously with 
ration’s newspapers,” the _ suit) Foote, Cone & Belding, has joined 
charged. |D-F-S as an account executive 
Mr. and Mrs. McKinley started| and manager of the agency’s new 
the News in 1954 after they had! Dayton office. 
turned down an offer from the| 


Lindsays to lease the Journal. Un- Krupka Joins Cal Dunn 
der the leasing arrangement, the| Helen A. Krupka has joined Cal 


McKinleys and _ the _ Lindsays| . > 

“would artificially and non-com-|Punn _— oe as creative 
etitively fix advertising rates for|S¢Tvices director for motion pic- 

. 4 S | tures, slide films and tv films. She 


tually profit, with no fear of com- formerly was with Sarra Inc, 


tisers in the Sarasota area,” the 
suit charges. + 


D-F-S Names McCormick; 
Appoints Rapp in Dayton 
Harold McCormick, formerly di- 
rector of advertising and sales 
promotion of Motorola Inc., Chi- 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


See pages 46 and 47 


Your classified ad in 


Advertising Age 
gets 


sT0 


ACTIONS 


... but there’s no mystery about it. For Ad 
Age is read by almost 150,000 advertising 
and marketing executives—the people with 
authority to buy, sell, or hire. They know 
what they want—they act fast to get it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


compel advertisers who wished to 
advertise in the Herald-Tribune 
to also advertise in the Journal. 

“Said difference in advertising 
rates was and has been up to the 
time of filing of this complaint so} 
small that defendant corporation | 
could not and has not been able) 
to publish the evening Journal at | 
a profit,” the suit charged. 


s Lindsay Newspapers have sold| 


a State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 


\advertising under contracts pro-| 
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U.S. Steel's ‘Steelmark’ Drive Aims 
to Stress Modernity, Style of Steel — 


Pirrssurcu, Sept. 4—A cam- 
paign launched by US. Steel Corp. 
to win widespread use and con- 
sumer recognition of a new “steel- 
mark” on products made of steel 
is making fast progress, company 
officials report. 

Still in its early stages, the drive 
is expected to reach full flower 
during 1959. 

The company’s aim, quite frank- 
ly, is to achieve a hallmark on 


steel that will do for this metal | 
|More than 13,000 individual retail- 
lers have requested promotional 


what “sterling” does for silver. 
The new merchandising mark 
for steel consists of a circle em- 
bracing the word “steel” in black, | 
and three diamond shapes with | 


concave sides. The shapes are col- | 


ored yellow, orange, and horizon | 
blue. | 


s Some consumer products bear- | 
ing the new “steelmark” will ap- 
pear in the market place before 
the end of 1958, using labels af- 
fixed with pressure-sensitive ad- 
hesive or tied-on tags. 

Over coming months, the list 
will include kitchen cabinets, gal- 
vanized ware, plumbing fixtures, 
metal furniture and a variety of 
housewares. 

U.S. Steel furnishes, free, the 
labels and tags required. A man- 
ufacturer or fabricator who de- 
sires to stamp or engrave the new 
mark directly on his product will | 
have to handle the mechanics him- | 
self, but the company will provide | 
production art. 


s It’s estimated, roughly, that 
more than one-third of all steel 
shipped goes into products in 
which the consumer’s preference 
for the material used might be a 
factor in the manufacturer’s choice 
of raw material. 

In promoting the new mark, 
U.S. Steel’s primary objective is 
to sell steel in competition with 
aluminum, glass, wood, plastics, 
and other metals. 

This was made clear by Richard 
F. Sentner, exec vp of sales, in his 
original announcement last spring 
of U.S. Steel’s “new look” in its 
merchandising and advertising 
program. 


s Explaining the company’s direct 
approach to the public in an ef- 
fort to create a preference for 
products made of steel, Mr. Sent- 
ner said: 

“This new merchandising pro- 
gram will herald all steel—not just 
USS. Steel. To the extent that this 
program increases the total steel 
market, U.S. Steel will benefit 
through its share of increased 
sales.” 

The company’s new advertising 
theme is that “Today’s USS steels 
lighten your work . . . brighten 
your leisure ... widen your world.” 


= It was developed by Batten, 
Barton, Durstine & Osborn, U.S. 
Steel’s ad agency, to capitalize on 
the findings of a nationwide sur- 
vey conducted by Alfred Politz 
Research. 

This study revealed that steel 
in consumer products (except for 
autos) should be emphasized for 
its modernity, style and light 
weight. 

Lippincott & Margulies designed 
the “steelmark” with the results 
of this study in mind. 

Why did U.S. Steel decide to 
“go it alone” in developing a mer- 
chandising mark for steel prod- 
ucts rather than try to get indus- 
try-wide cooperation through the 
American Iron & Steel Institute? 


s A spokesman said here: 

“We're trying to add ‘market- 
ing’ to our usual service in steel 
in the belief that if we help our 


|}customers we should get some | 
| benefit on the order book.” 

He reported that U.S. Steel mar- 
keting officials have made formal 
presentations of the new “steel- 
mark” program to 200 customers 
|so far. Of these, he said, three- 
|fourths have expressed a definite 
| interest. 
| The company also has mailed lit- 
erature on the subject and explan- 
atory letters to 80,000 retailers. 
The response has been “excellent.” 


material on the new mark, which 
|includes easel cards, wall stream- 
ers, ad mats and price tags. 

The promotion of the “steel- 
\guatail program is in the hands of 
|a marketing team headed by B. E. 
| Estes, staff administration director, 
and includes Robert C. Myers, 
market development director; Har- 
old M. Ridlon, commercial research 
director, and John Veckly, adver- 
tising director.+ 


PAUL MATHISON 

Cuicaco, Sept. 4—Paul Mathi- 
son, 49, art director of Phil Gordon 
Agency, died suddenly this morn- 
ing at his home in Skokie, a Chi- 
cago suburb. 

Mr. Mathison had been with the 
Gordon agency since 1952. Prior 
to that he was associated with 
Swan Studios, also Chicago, for 
six years and had worked with 
other agencies and studios in this 
area earlier. 


WILLIAM G. HANLON 

Cuicaco, Sept. 4—William G. 
Hanlon, 44, publicity supervisor on 
the Chicago staff of Young & Rubi- 
cam, died today in a New Haven, 
Conn., hospital, following a brief 
illness. 

Mr. Hanlon had been associated 
with Y&R since October, 1949. Be- 
fore then, he was on the public 
relations staff of the Hudson Motor 
Car Co., Detroit, for three years. 
He was a newspaper reporter be- 
fore joining Hudson. 

Born in Galesburg, Ill., Mr. Han- 
lon was a graduate of Knox Col- 
lege, and took postgraduate courses 
in journalism at the University of 
|Missouri. He was a resident of 
suburban Lake Bluff. 


Peter Paul Sets Big Radio 
Drive to Mark 40th Year 

Peter Paul Inc., Naugatuck, 
Conn., has scheduled what is said 
to be the largest national network 
radio campaign ever used by a 
candy manufacturer to mark its 
40th anniversary. The drive start- 
ing Oct. 5 will coincide with the 
opening of the company’s newest 
plant in Frankfort, Ind. The candy 
maker will introduce its new ad- 
vertising theme, “What’s the call 
Peter Paul,” with 40 participations 
per week on Mutual Broadcasting 
System’s newscasts for eight weeks 
starting Oct. 5. The promotion 
marks the manufacturer’s return 
to network radio after an absence 
of seven years. 

Network advertising will be 
augmented with a tv-radio spot 
drive which started Sept. 1 to last 
through November, using minutes 
in 100 markets. Tv spots will fea- 
ture the company’s candy-making 
pixies trademark. The entire an- 
niversary project will continue to 
highlight the Peter Paul “inde- 
scribably delicious’ slogan. Dan- 
cer-Fitzgerald-Sample is the ag- 
ency. 


Toy Assn. Names Kronish 
Sydney D. Kronish has been 
named director of pr of the Toy 
Manufacturers of the U.S.A., New 
York. He previously was pr direc- 
tor of Burke Dowling Adams Inc. 


Selders 


Marks 


Crown Zellerbach 
Runs Coupons Worth 
27¢ in 4 Magazines 


(Picture on Page 1) 
San FRANCISCO, Sept. 4—Coupons | 


a new series by Crown Zellerbach 
Corp.’s consumer products sales 
division. 


bathroom tissue and Snowflake | 


napkins. 


value could be upwards of $1,000,- 
000. 

The coupon ads will appear in 
western editions of Family Circle, 
Parents’ Magazine, Reader’s Di- 
gest and Sunset Magazine in Octo- 
ber. 


@ The exact number of the cou- 
pons which will be actually re- 
deemed will be the subject of a 
$10,000 contest sponsored by 
Crown Zellerbach for grocery trade 
personnel. The grand prize will be 
a 1959 Chevrolet Corvette. 

The gatefold ads are part of a 
three-month series of color ads. 
Color pages will run in these four 
publications during September and 
November. 

Cunningham & Walsh 
agency. # 


is the 


Bristol-Myers Tops 
Net Radio Users in 
Second Quarter: RAB 


(Continued from Page 1) 
not on the basis of billings, which 
the networks have been reluctant 
to provide, but on the basis of 
amount of time bought. 


# In order, the bureau’s list of 
top 30 network radio clients in- 
cludes: Bristol-Myers, Ford Motor 
Co., General Motors Corp., Inter- 
national Parts Corp., R. J. Reyn- 
olds Tobacco Co., Brown & Wil- 
liamson Tobacco Corp., General 
Mills, William Wrigley Jr. Co., 
Pabst Brewing Co., Plough Inc., 
Ex-Lax, California Packing Co., 
Colgate-Palmolive, Hudson Vita- 
min Products, AFL-CIO, American 
Motors Corp., Lewis Howe Co., 
Hertz Corp., American Optical Co., 
Liggett & Myers Tobacco Co., 
Lever Bros., Carter Products, 
Reader’s Digest Assn., Miles Labs., 
General Foods, A. E. Staley Mfg. 
Co., Quaker State Oil Refining 
Corp., Dumas Milner Corp., Beech- 
Nut Life Savers and Swift & Co. # 


Jackson Named Ad Manager 
Barrie R. Jackson, formerly of 
the Douglas Fir Plywood Assn., 
Tacoma, has been named regional 
advertising manager of Stauffer 
Home Reducing Plan, Tacoma. 


AAAN ELECTS—New trustees of the Affiliated Adver- 
tising Agencies Network are David V. Selders, Sel- 
ders-Jones-Covington, Kansas City, Mo.; Myron L. 
Eastwood, Hoag & Provandie, Boston; Gordon W. 
Marks, Gordon Marks & Co., Jackson, Miss.; 
T. Franz, Alex T. Franz Inc., Chicago; Robert A. 


Advertising Age, September 8, 


Franz Wilson Armstrong 


Alex 


1958 


Alexander Warren Mithoff 


Wilson, AAAN international president, Cargill, Wil- 
son & Acree, Richmond; T. G. Armstrong, Arm- 
strong, Fenton & Vinson, San Diego; Donald M. 
Alexander, AAAN executive secretary; Virgil A. 
Warren, Virgil A. Warren Advertising, Spokane; 
Richard W. Mithoff, Mithoff Advertising, El Paso. 


Psychologists Hit Subliminal Ads as as 
‘Chimera, Laud Clarity, Repetition 


(Continued from Page 1) 


| properties” 
| displays. 
He told how identical ads, com- 


azines were flashed before the | 


| 


| 


displays which are primarily at- 


worth a total of 27¢ will be fea-|and psychological properties which titudinal or affective in nature. 
tured in four-page gatefold ads in|produce the maximum “stimulus | 
in all types of visual| # Now, with the instruments of a 
|perception laboratory, he report- 


ed that it is possible to measure 


The gatefold ads promote the plete with their facing pages, tak-| purely visual aspects, such as vis- 
company’s Chiffon facial tissue,|¢n from two competing news mag- ibility, attention value, etc. 


The Stereorater, which was used 


napkins with three coupons worth | eyes of a viewer. Tabulations cov- | to measure the impact of maga- 
10¢ each for the tissues, 7¢ for the |ering nearly 50 ads indicated the|zine ads, exposes one ad and its 
Crown Zellerbach esti-|ads tended to have higher imme-|facing page to one eye and the 
mates that the total redemption |diate attention value when posi-|matching ad and facing page from 


|tioned to face a page of text mat-|another publication to the other 


iter. 


® The identical ads consistently 


the research seemed to justify the 
conclusion that “the advertiser has 
a better chance of enhancing the 
immediate attention value of his 
ad in Magazine A than in Maga- 
zine B”’. 

Until now, he argued, it has 
been common practice in market 
research to use survey techniques 
to measure dimensions of visual 


Miller Brewing 
Creates Over-All 
Marketing Unit 


(Continued from Page 1) 
ager in the near future, who will 
take over Mr. Ball’s old duties. Mr. 
Beaudert was succeeded by his 
assistant, Raymond Brown. 


= Mr. Ball’s appointment to ad- 
vertising and sales promotion di- 
rector climaxes 24 years in the 
field. 

He started in agency work with 
the Cramer-Krasselt Co. in Mil- 
waukee and then moved on to H. V. 
Law Inc., Chicago, a syndicated 
seed catalog company. The follow- 
ing year he moved to W. W. Garri- 
son Co., a Chicago agency, where 
he became production manager. 

In 1940 Mr. Ball joined the Mil- 
waukee agency which became Ma- 
thisson & Associates. Starting as 
production man and copywriter, 
he moved to account executive and 
secretary, then was named the 
agency’s vp while he was an active 
director. 

The Mathisson executive’s close 
association with Miller in handling 
of the brewery’s account brought 
him the post of advertising man- 
ager of the brewery in 1956. 

Mr. Beaudert was in the teach- 
ing field before joining Miller in 
1953 as training manager. # 


| 


| 


|eye for a half-second exposure. 
\Since the person participating in 
the experiment has had a vision 


had higher attention value in one | test before he is selected, the ad 
magazine than in the other be-|and facing page with the greatest 
cause of layout. Mr. Daniel said |attention value supposedly is the 


one which he recalls. 

Among the ads tested were some 
used by AT&T, RCA, Marlboro 
and Bufferin. 


s Mr. Daniel commented that “in- 
struments per se, while useful in 
impressing laymen among one’s 
clients, have for us only one pur- 
pose: To provide needed controls 
so that we can measure important 
attributes of visual displays. 

“We do not forget that other 
attributes are important but we 
feel that if a visual display—bill- 
board or matchcover—does not 
catch the eye and transmit some 
information, even when seen poor- 
ly or partly, then it does not mat- 
ter much what else it has.”’# 


Beatrice, Squire Dingee Merge 

Squire Dingee Co., Chicago, man- 
ufacturer of Ma Brown pickles, 
preserves and jellies, has merged 
with Beatrice Foods Co., Chicago, 
manufacturer of dairy foods and 
other food products. The merger 
includes Squire Dingee’s two affil- 
iates, Brown-Miller Co., New Or- 
leans, pickle producer, and Lutz & 
Schramm, Pittsburgh, producer of 
pickles and preserves. Each will 
operate as an independent division 
of Beatrice Foods, retaining its 
identity with the same officers, 
management, products, distribu- 
tion and manufacturing plants. 
L. W. Ramsey Co. will continue as 
agency for Squire Dingee; no 
changes will be made in the lineup 
of Beatrice Foods agencies, which 
include Cunningham & Walsh and 
Maxon Inc. - 


Reuman Heads New ‘SEP’ 
Liquor Ad Sales Unit 

Vincent G. (Red) Reuman, for- 
merly in charge of alcoholic bev- 
erage sales of Holiday, has moved 
to The Saturday Evening Post to 
head the Post’s new liquor adver- 
tising sales department. First li- 
quor advertising to be carried by 
the Post will be in its Oct. 4 issue. 
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Mills Succeeds 
Nance as M-E-L 
Division Head 


New Marketing Idea at 
Ford Failed to Bolster 
Lincoln, Mercury Sales 


DEARBORN, MuiIcH., Sept. 4— 


*“ James J. Nance, whose move from 


the presidency of Studebaker- 
“Packard to Ford Motor Co. in the 
fall of 1956 was heralded as sig- 
nalizing a new, more “integrated” 
approach to marketing for Ford, 
was replaced today as vp and gen- 
eral manager of the M-E-L (Mer- 
cury-Edsel-Lincoln) division by 
Ben D. Mills. 

Mr. Nance, whose resignation 
was effective immediately, was out 
of town today. His office said he 
was believed to be at the Waldorf- 
Astoria in New York. But the ho- 
tel said he had not registered 
there. 

Car sales figures provide a clue 
to the changeover. Both Lincoln 
and Mercury sales were off, and 
the new Edsel made a deeply dis- 
appeinting entry into the car mar- 


of the market, and Edsel took 0.8% 
as its share. Meanwhile, Ford cars 
snagged nearly 25% of the car 
market and Ford trucks took over 
31% in their field. 

Company sales for the first half 
of 1958 were $1.9 billions—34% 
less than for the same period in 
1957. Net income was $5,400,000 
as against $171,000,000 last year. 


s Walker A. Williams, who left 
the post of vp for sales and ad- 
vertising at Ford in the spring of 
1956 to become a member of Ford’s 
dealer policy board, today was 
mamed vp as assistant general 
manager of the M-E-L division, 
backstopping Mr. Mills. 

Mr. Nance, who guided Hot- 
point Inc. from ninth to third place 
in the electric appliance industry 
in a space of five years, quit the 
post of president of Hotpoint in 
1952 to join Packard Motor Car 
|Co. He went in as president and 
|general manager. He remained 
there till the 1956 move to Ford. 
Prior to Hotpoint, Mr. Nance had 
|been with National Cash Regis- 
ter, Frigidaire, Easy Washing and 
Zenith Radio. + 


Glenmore Sets Yule 
‘Packages, Decanters 


LOUISVILLE, Sept. 2—First to be 


ket. In 1956, 274,603 Mercurys were|released of this year’s holiday 
sold; the 1957 total was 260,573.| packages in the liquor industry, 
Lincoln sales in 1956 were 42,598, Glenmore Distilleries Co. this year 
a figure that faded to 34,808 last| will feature both new packages 


year. Edsel sold 26,681 cars in 
1957. 


s Mr. Nance’s advent at Ford as 
vp in charge of marketing was fol- 
lowed up by the creation of a cen- 
tral marketing staff in November, 
1956, with Mr. Nance as head man. 


12 months later the staff was de-| 


clared defunct. 
“It never got off the ground,” 


explained a Ford official. Purpose | 


of the staff had been to conduct 
long-range research and planning, 
make recommendations to Ford 
divisions and review divisional 


marketing plans. But experience | 


showed “an independent agency 


would not work to the advantage | 


of all company divisions.” 

In September, 1957, Ford re- 
created its Lincoln-Mercury divi- 
sion naming Mr. Nance to lead 


the reunion. The reconstitution of | 
the division, which had been sep- 


arated 29 months earlier, was re- 
garded as tacit admission by Ford 
that it had failed to grab a bigger 
share of the medium-price car 
market with its Mercury. 

Melding Lincoln and Mercury 
into one organization in ’57, ac- 
cording to Ford, would lead to 
“highly competitive entries in both 
the medium-price and luxury car 
markets.” But the medium-price 
field faltered badly, and Cadillac 
pulled further ahead of Lincoln 
last year, while Chrysler’s Im- 
perial moved up from 10,460 sales 
in 1956 to 33,017 last year. In 
1957 $24,760,388 was spent on ad- 
vertising Mercury, Lincoln and 
Continental and the Edsel in the 
measured media alone. 


es Then, last January, Ford 
launched a sweeping reorganiza- 
tion of its marketing structure, 
moving Edsel, Lincoln, Mercury, 
and foreign car imports into the 
M-E-L division under Mr. Nance’s 
wing. This gave Mr. Nance direct 
supervision over all Ford domes- 
tic car operations except Ford cars 
and trucks. Ben Mills, who had 
been vp and assistant general 
manager of Lincoln-Mercury, was 
named assistant to Mr. Nance in 
M-E-L. 

While Ford Motor Co.'s net sales 
in 1957 were $5.7 billions—highest 
dollar figure in its history—and 
net income was $282,800,000— 
nearly 20% above its 1956 per- 
formance—Mercury sales account- 
ed for only 4.5% of the market; 
Lincoln and Continental got 0.6% 


|and decanters. 

| Arthur P. Bondurant, vp and 
| advertising director of Glenmore, 
said that the company has found 
“new ideas in packaging are a 
highly effective way of merchan- 
dising whiskies during the holiday 
season.” 

The new holiday decanter for 
Old Kentucky Tavern bonded 
bourbon, in the shape of an hour- 
glass, will be featured during No- 
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vember and December in News- 
week, Sports Illustrated and Time. 
A new carton for Old Glenmore, 
a straight bourbon, will be avail- 
able in fifths and pint sizes. It 
features a foil laminated stock 
which can be used to obtain a va- 
riety of shapes for the package, 
which is a six-sided tapered shape 
carton. 


# Glenmore’s other holiday pack- 
ages include: a pre-wrap for Old 
Kentucky Tavern straight bourbon; 
cartons for Old Thompson blended 
with a snowflake motif; cartons 
for Yellowstone bonded bourbon, 
with red and white background, 
and pre-wraps for King’s Ransom 
and House of Lords scotches. 
D’Arcy Advertising Co., 
York, is the agency. # 


New 


Partlow Corp. Names PR Rep 

Partlow Corp., Utica, N.Y., has 
appointed Chapman-Nowak & As- 
sociates, Syracuse, N.Y., to handle 
product publicity and promotion 
for its temperature controls prod- 
ucts. Advertising for the company 
is handled by Moser & Cotins, Uti- 
ca, 


| mond W. Welpott, WRCV and WRCV-TV, Philadelphia. 


Te ey 


Last Minute News Flashes 
ANA Sets Meetings on U. S. Outdoor Rules 


New York, Sept. 5—Assn. of National Advertisers will hold a series | 
of joint meetings late this month or early in October for its outdoor | 
advertising committee and representative outdoor advertising plant | 
operators. Purpose of the meetings is to discuss restrictions proposed 
by the Department of Commerce to bar use of brand names in outdoor 
advertising along the interstate highway system, plus other legislative 
developments in the outdoor field (see stories on Pages 2, 113, 118). 


Ellington Top Execs Hit by ‘Temporary’ Pay Cuts 

NEw York, Sept. 5—About 12 top-bracket executives at Ellington & 
Co. here have been notified of “temporary cuts” in salaries during the 
last quarter of 1958. The agency said the salary slice was made to 
“offset rising costs in the last quarter and to protect its contribution to 
the employe pension fund,” which reportedly amounts to 15% of the 
total agency payroll. 


B. D. Adams, Calkins Set ‘Final’ Merger Talks 


NEw York, Sept. 5—Negotiations aimed at achieving a merger be- 
tween Calkins & Holden and Burke Dowling Adams Inc. were report- 
edly in progress this week, with “final” conversations slated for the 
weekend. Calkins billed $12,000,000 last year and last June merged 
with Seklemian & North, which added a reported $4,000,000 in billings. 
Burke Dowling Adams reported $10,860,000 for 1957. One potential con- | 
flict in accounts is Calkins’ Savage Arms Corp. and Adams’ Colt’s Pat- 
ent Fire Arms Mfg. Co. 


New Wunderman Shop Gets Columbia Record Club 


New York, Sept. 5—The new agency, Wunderman, Ricotta & Kline 
(see story on Page 2) has added Columbia LP Record Club to its roster 
of initial clients. Earlier it had been believed that Columbia Records 
was going to the new shop. Columbia LP Record Club had been with 
Maxwell Sackheim & Co., where officers of Wunderman, Ricotta pre- 
viously had been. Columbia Records is with McCann-Erickson. 


Detroit Pressmen Meet in Effort to End Strike 


Detroit, Sept. 5—Pressmen from all three Detroit dailies are sched- 
uled to meet tonight in an effort to end a strike which began Wednesday 
when pressmen at the Detroit Free Press struck over the firing of a un- 
ion steward. The pressmen refused to return to work yesterday after 
being ordered to do so by both their local and international unions. The 
News and Times did not publish yesterday and today because of an 
agreement among the three publishers not to publish if one of the 
others is struck. 


Irish Export Board Doubles Whisky Budget 


New York, Sept. 5—Irish Export Promotion Board will launch a new 
campaign for Irish whisky in The New Yorker Sept. 13. The board re- 
cently moved its advertising account from Picard Advertising Inc. to 
Wéiner & Gossage, San Francisco. In 1957 the ad budget for promotion 
of Irish whisky was about $60,000. This year it has been raised to $130,- 
000. Only The New Yorker and business papers in the liquor field ap- 
pear on the schedule for the remainder of this year. 


Culligan, Sugg Are NBC Exec VPs; Other Late News 


e Matthew J. Culligan and P. A. (Buddy) Sugg, as predicted in 
ADVERTISING AGE nearly two months ago, have been named exec vps of 
the National Broadcasting Co., New York, bringing the company’s total 
in that category back to five (AA, July 14). Mr. Culligan is head of 
the radio network; Mr. Sugg is in charge of the owned stations and spot 
sales division. Two general managers of stations have been elevated to 
vp: William H. Davidson, WRCA and WRCA-TV, New York, and Ray- 


e Sheraton Hotel Corp. will use fractional-page ads in 115 newspapers | 
in 80 key cities Sept. 8 boosting the Sheraton Central Credit Club Inc., | 
a subsidiary formed to break into the burgeoning international credit 
card industry. Batten, Barton, Durstine & Osborn is the agency. 


e Magazine Publishers Assn., New York, has put out its first issue of | 
“Magazine Spotlight,” a twice-monthly listing of “choice non-fiction | 
editorial matter printed by member publications” and circulating | 
among senators, congressmen and federal officials. 


e S. Paul Boochever, who recently resigned as vp in charge of the 
display division of Gibralter Corrugated Paper Co., has organized 
Interstate Boochever Corp., 18-09 Pollitt Dr., Fairlawn, N. J., to pro- 
duce all types of point of purchase display material. 


e Nicholas S. Samstag, director of promotion of Time, has been 
awarded the Miles Kimball gold medal award for excellence in direct 
mail advertising in 1958. 


e Point-of-Purchase Advertising Institute and the New York Uni- 
versity Management Institute will hold a seminar on point of sale 
merchandising, from Sept. 25 to Nov. 20. William W. Mee, executive 
director of Popai, will be moderator for the series, said to be the first 
of its kind ever held by an American university. 


e Ford Motor Co., Dearborn, Mich., has planned its spot radio new- 
car drive with an escape provision in case of a strike by the United 
Automobile Workers. A special clause, similar to one included two 
years ago by Studebaker-Packard, provides that Ford may cancel the 
50-market drive should a strike occur before Sept. 22. If a strike 
occurs after that date, Ford will be permitted to postpone the spot 
schedule. J. Walter Thompson Co. is the agency 


e Lam Inc., Wakefield, Mass., designer and manufacturer of lighting 
products, has appointed J. W. Spellman Inc., Boston, to handle ad- 
vertising, marketing and public relations. 


e Yellow Cab Co. of Philadelphia and Dumas Milner Corp., Jackson, 
Miss., will launch a tie-in premium coupon plan Oct. 1 which will 
allow redemption of coupons on Milner products for partial payment 
of fares in Yellow cabs. Worth 10¢ each, the coupons will be on Perma- 
Starch, Pine-Sol and other Milner products. 


e Robert C. Durham Associates, New York, has merged with Frederic 
N. Dodge Co., New York. Durham has put together a number of recent 
advertising agency mergers. Mr. Dodge, a veteran merchandising and 
marketing executive, has closed his offices and joined Durham as 


exec vp. 


Pontiac Boosts 
Its TV Budget 


to $4,960,000 


(Continued from Page 1) 
the past year from its special 
shows. 

The appointment this week of 
Benjamin A. Kissam as advertis- 
ing manager of Pontiac also may 
have had a bearing on the shift. 
Mr. Kissam, who previously was 
assistant general sales manager of 
the division, succeeded W. E. 
Schoon, who was named New York 
zone manager for Pontiac. 

AA also learned that other me- 
dia are to be given slight increas- 
es over last year. Newspapers will 
get the bulk of the announcement 
space set for Oct. 9. Magazines on 
Pontiac’s list are Life, Look, 
Newsweek, The New Yorker, The 
Saturday Evening Post and Time. 
Other than radio spots, Pontiac’s 
participation in this medium will 


Keeping Up with Jones 

DetroItT, Sept. 5—Pontiac’s move 
into tv conflicts sharply with the 
views expressed by Ernest Jones, 
president of MacManus, John & 
Adams, the Pontiac agency, in a 
speech two years ago (AA, April 
9, 56). Mr. Jones then declared 
that while tv is effective for pack- 
aged goods, it doesn’t do nearly as 
well for hard goods, such as auto- 
mobiles. 
_ “In the sale of durable goods, we 
question [tv] as a prime medium,” 
he said, adding that he thought it 
“significant that even the top- 
rated shows simply aren’t moving 
ears for their sponsors...When 
you are attempting to sell a prod- 
uct that costs from $3,000 to $5,- 
000, then you must have selectiv- 
ity. And I say you can only get 
that from print advertising...” # 


be restricted to airing all Notre 
Dame football games. 

Cadillac also will maintain its 
ad budget pace, estimated at $10,- 
000,000 annually. Again Cadillac 
will shun television and spend its 


|/money in newspapers, magazines 


and radio spots. 


® Oldsmobile has not announced 
its ad program as yet, but will 
definitely have Bing Crosby in its 
kickoff television announcement 
program. Patti Page also will be 
continued on her Wednesday night 
record show. All Oldsmobile tv 
will be on ABC. 

Oldsmobile’s general manager, 
J. F. Wolfram, has served notice 
Olds intends to keep its 4th spot 
in sales. Olds wrested fourth place 
from Buick this year. 

Its advertising is handled by 
D. P. Brother & Co., while both 
Pontiac and Cadillac are handled 
by MacManus, John & Adams. 

All of the General Motors cars 
already shown to the press—Olds, 
Buick and Cadillac—are definitely 
on the glamor side. These three 
divisions have shown no disposi- 
tion to bend to the small car de- 
mand. They are bigger, lower, 
flashier and probably more expen- 
sive than ever. 


s Meanwhile, at Miami Beach, 
Chrysler Corp. unveiled new mod- 
els in its four car divisions. It was 
previously announced that Chrys- 
ler Corp. will sponsor two tv spe- 
cials featuring Fred Astaire on 
NBC; the Plymouth division will 
sponsor the “Lawrence Welk 
Show” on ABC-TV (see story on 
Page 1), and that the “Dodge 
Dancing Show,” also ABC-TV, 


would be sponsored by Dodge. No 
additional advertising plans were 
available as ADVERTISING AuEé went 
to press. 


> F ee : re, a e +P uN ees ji ae ee . “ee : faa: fs 
aie arte eg te yee leaned oe wpe Cee : 9 Reg Z eke wi ¢ 
ile PSR eae le 2 as a I rite: bs ee : ie : ice = ’ Pp = : : ee <4 ree 
£ 5 . . » way MY 
i f 
z ‘ | ee - : 
ee 
‘ | : . 
| P| 
: { ] 
: \ | 
fa seme 
j 23 
wee y 
as 
< nie 
rs eS 
po by 
. er a 
4 a5 wae 
: ome 
ae 
ni 
is daa 
. Phan 
a a 
Pree | 
ie 
eee a 
besa 
ae 
| ee 
oat 
Seana 7 
ie 
Pies 
‘ Das 
po aa 
ae 
re ere 
ae 
ee? 
Po ‘a 
a ae a3 
- | See 
| | ; tates 
v i ae 
ee ack gis 
a ba ¥ 
Jae 
ee ~ - sa 
ate - 
4 ee ee , 2 
, 3 Heeger 
i a? i rial oe 
a 3 4 Mees 
Pe i ' . ee ee 
\ : | ; a 
i if 
Titi 3 
an iv sige 
i jai aes 
| \ os 
F _— oe 
Bm PS & 
ws ert: ig e oe 
5 PREY. | i rales 
Pee as as | Swed ate) 
a RG | leg “ie 
7 oe betel 
ae ‘a 
Lee 
Fd Se 
ee i ; 
pet. f 
‘ | ae i 
, i ia 
“Ras > 
Aes eG 
ae ns 
an * 
ee 
aie ie 
Se 
‘ een 
Pi. 
ie 
is 
4 ae 
oe 
2° 4 
1 
ee e 
ay ane 
J aoe 
a { oe: 
Blas 
E: ae 
% 
; iar ecient oe ee eee ees ia eS eee ee ee ce i ae mck ne) Ne es esac anes 
ae 2 of - - ER pe A ie kc: ea IR ee i: 5 ace Bee eS ath eS Eee Se erat, : aioe : : ae 
00 tae arr eae ope = nr es <aern ech . eso 
as a ~~ 


118 
) 
+ 
o 
Vv 
+ 
@ 
o 
+ 
0 
18) 
+ 
o 
Q 
+ 
0 
17) 
+ 
o 
oO 
+ 
Oo 
.*) 
+ 
oO 
. 
o 
+ 
0 
Vv 
+ 
oO 
oO 
+ 
a 
18) 
+ 
oO 
oO 
+ 
oO 
Vv 
+ 
a 
Q 
+ 
oO 
9 ‘ © 
* 8) x 
w + 2 
° 7] 
\* . a 
. 4 oF 
© @ 


Type faces used are: 
Bertschtypes No, 70B and 89A 


U.S. Outdoor Rules Blasted as 
Creating ‘Rape, Robbery Traps’ 


(Continued from Page 2) 
‘robbery and rape traps’ with the 
proposed informational sites. The 
unwary motorist who stops at one 
of these unprotected and lonely 
sites could well be exposing him- 
| self or herself to danger. 

“The strong attack on brand 
names embodied in the regula- 
tions is a new governmental phil- 
osophy and, as far as we know, 
the regulations represent the first 
official governmental action 
against brands as such. 

“It seems ironic that these at- 
tacks on standardized outdoor ad- 
vertising, on roadside businesses 
that need outdoor advertising, on 
the very services that the highway 
traveler needs, and on brand 
names, have come from the very 
department in the government 
which is supposed to foster and 
promote business. 


e “The language in the regula- 
tions is confusing, contradictory, 
complex and misleading. Six law- 
yers have read them and have 
given us six different opinions of 
what they mean. I don’t think it’s 
too much to ask that the regula- 
tions be written so that everyone 
clearly understands them. If the 
object of writing the regulations 
is to create business for lawyers, 
the Department of Commerce has 
succeeded admirably. 

“We have tentatively discussed 
these regulations with some of the 


would ultimately have the job of 
putting the regulations into effect. 
They all agree that the regula- 
tions are confusing and imprac- 
tical. 

“But they also agree that the 


« Section 4. Signs That May Not Be Per- 
mitted in Protected Areas. Erection and 
maintenance of the following signs may 
not be permitted in protected areas: 

(a) Signs advertising activities that are 
illegal under Federal, state or local laws 
or regulations in effect at the location of 
such signs or at the location of such 
activities. 

(b) Obsolete signs, 

(c) Signs that are not clean and in 
good repair, 

(d) Signs that are not securely affixed 
to a substantial structure, and 

(e) Signs that are not consistent with 
these Standards. 


« Section 5. Signs that May be Permitted 
in Protected Areas. Erection and main- 
tenance of the following signs may be 
permitted in protected areas: 

Class 1—Official Signs: Directional or 
other official signs or notices erected and 
maintained by public officers or agencies 
pursuant to and in accordance with di- 
rection or authorization contained in 
State law, for the purpose of carrying out 
an official duty or responsibility. 

Class 2—On Premise Signs: Signs not 
prohibited by State law which are con- 
sistent with the applicable provisions of 
Section 8 and which advertise the sale 
or lease of, or activities being conducted 
upon, the real property where the signs 
are located. 

Not more than one such sign adver- 
tising the sale or lease of the same prop- 
erty or advertising activities being con- 
ducted as a single enterprise may be 
permitted under this Class in such man- 
ner as to be visible to traffic proceeding 
in any one direction on any one Inter- 
state highway. 

Class 3—Signs Within 12 Miles of Ad- 
vertised Activities: Signs not prohibited 
by State law which are consistent with 
the applicable provisions of Sections 6, 
7, and 8 and which advertise activities 
being conducted within 12 air miles of 
such signs. 

If a sign refers to or identifies, by 
trade or brand name, trademark, dis- 
tinctive symbol or in any other manner 
whatsoever, any service rendered or 
product produced, sold, used, or other- 
wise handled more than 12 miles from 
such sign, it shall be deemed to adver- 
tise activities being conducted more than 
12 miles away and may not be permitted 
under this Class or Class 2 uniess the 
name and location of the activity within 
12 miles rendering such service, or pro- 
ducing, selling, using, or otherwise han- 
dling such product are displayed upon 
the sign more conspicuously than such 
trade or brand name, trademark, dis- 
tinctive symbol or other reference or 
identification. 


state highway commissioners who | 


|promise of a federal ‘bribe’ to con- | 
form to the regulations may prove | 


irresistible to some of the state 
legislatures. Paradoxically, they 
also tell us that it may cost more 
to acquire the land and service 
the informational sites than the 
| states will receive from the fed- 
}eral government. 

“The provision that no signs be 
|permitted within two miles of an 
interchange is another ‘sleeper’ in 
the regulations. The General Ac- 
counting Office recently testified 
before the Senate sub-committee 
on roads that the average dis- 
tances between interchanges will 
run from 2.4 miles to 4.9 miles. 
Thus, the two-mile limit severely 
restricts placement of outdoor ad- 
vertising. 


s “Furthermore, signs used to ad- 
vertise historic, scenic or recrea- 
tional areas, for non-profit organ- 
izations, have no restrictions on 
frequency. Since the stated pur- 
pose of the law is to ‘regulate for 
the safety and convenience of the 
travelling public’ we don’t see how 
this discrimination between profit 
and non-profit signs can be jus- 
tified. 

“Members of the Outdoor Ad- 
vertising Assn. of America sup- 
port reasonable regulation of out- 
door advertising by individual 
states and local communities and 
we resent the unwarranted intru- 
sion of the Federal government in 
an area which is traditionally a 
state and local matter—the con- 
trol of private land. 

“We are studying the standards 
now and will decide our course of 
action after our analysis is com- 
| pleted.” + 


Excerpts from Text of Outdoor Rules 


Class 4—Signs in the Specific Interest 
of the Traveling Public: Signs authorized 
to be erected or maintained by State 
law which are consistent with the appli- 
cable provisions of Sections 6, 7, and 8 
and which are designed to give informa- 


ing public. 

Only information about public places 
operated by Federal, state or local gov- 
ernments, areas of natural scenic beauty 
or naturally suited for outdoor recreation, 
natural phenomena, historic sites, and 
places for lodging, eating and vehicle 


| public. 


| information in the specific interest of the 


Advertising Age, September 8, 1958 


service and repair is deemed to be in 
the specific interest of the traveling 
A trade or ~obrand name, | 
trademark, distinctive symbol or other 
similar thing is not deemed to be 


traveling public and may not be permit- | 
ted under this class unless it identifies 
or characterizes such a place or identifies 
vehicle service equipment, parts, acces- 
sories, fuels, oils or lubricants being of- 
fered for sale at such a place. 


« Section 6. Class 3 and 4 Signs that May 
be Permitted Outside Informational Sites. 

(a) The erection and maintenance of 
signs giving information about historic 
sites operated by Federal, state or local 
governments or by non-profit organiza- 
tions may be permitted within protected 
areas outside informational sites. Para- 
graphs (b) and (c) of this section shall 
not be applicable to such signs. 

(b) If traffic proceeding in any direc- 
tion on an Interstate highway is not 
served by an informational site estab- 
lished, as permitted in section 7(a), at 
any location 

(1) within 12 air miles of activities 
which may be advertised by Class 3 signs 
but not by Class 4 signs or 

(2) within 30 air miles of, and in ad- 
vance of an interchange providing traffic 
service for, places about which informa- 
tion may be given by Class 4 signs 
(whether or not it may also be given by 
Class 3 signs) the erection and mainte- 
nance of Class 3 or 4 signs advertising 
such activities or giving information 
about such places may be permitted with- 
in protected areas, outside informational 
sites, in such manner as to be visible 
only to such traffic. 

(c) The erection and maintenance of 
signs permitted under paragraph (b) of 
this section may not be permitted in any 
manner inconsistent with the following: 

1. Such signs visible to traffic proceed- 
ing toward an interchange may not be 
permitted in protected areas within 2 
miles of such interchange. 

2. Not more than 6 such signs visible 
to traffic proceeding toward an inter- 
change may be permitted in protected 
areas more than 2 miles but less than 5 
miles from such interchange. 

3. In protected areas more than 5 miles 
from an interchange, the number of such 
signs visible to traffic proceeding toward 
such interchange may not be permitted 
to exceed an average of one such sign 
per mile. 

4. Notwithstanding subparagraphs (2) 
and (3), not more than 2 such signs may 
be permitted within any mile distance 
whether or not such mile distance begins 
or ends at the same point as any mile 
referred to in such subparagraphs, and 
no such signs may be permitted to be 
less than 1,000 feet apart. 

5. No such signs may be permitted in 
scenic areas. 

6. Not more than one such sign ad- 
vertising activities being conducted as a 
single enterprise or giving information 
about a single place may be permitted to 
| be erected or maintained in such manner 
as to be visible to traffic moving in any 
one direction on any one Interstate high- 
way. 


tion in the specific interest of the travel- | 


(d) The erection and maintenance of 
| Signs with a surface, exclusive of trim 
and supports, more than 10 feet high or 
| more than 60 sq. feet in area may not be 
| permitted under this section. 
| (e) No class 3 or 4 signs other than 
| those permitted by this section may be 
permitted to be erected or maintained 


within protected areas, outside informa- 


tional sites. 


« Section 7. Class 3 and 4 Signs That May 
be Permitted in Informational Sites. 

(a) Informational sites for the erection 
and maintenance of class 3 and 4 adver- 
tising and informational signs may be 
established in accordance with the Regu- 
lations for the Administration of Federal- 
Aid for Highways. The location and fre- 
quency of such sites shall be as deter- 
mined by agreements between the Sec- 
retary of Commerce and the State high- 
way departments. 

(b) Class 3 and 4 signs may be per- 
mitted within such informational sites in 
protected areas in a manner consistent 
with the following provisions: 

1. No sign may be permitted which is 
not placed upon a panel. 

2. No panel may be permitted to exceed 
13 feet in height or 25 feet in length, 
including border and trim, but exclud- 
ing supports. 

3. No sign may be permitted to exceed 
12 sq. ft. in area, and nothing on such 
sign may be permitted to be legible from 
any place on the main traveled way or a 
turning roadway. 

4. Not more than one sign concerning 
a single activity or place may be permit- 
ted within any one informational site. 

5. No sign may be permitted which 
moves or has any animated or moving 
parts. 

6. Illumination of panels by other than 
white lights may not be permitted, and 
no sign placed on any panel may be 
permitted to contain, include, or be il- 
luminated by any other lights. 


« Section 8. General Provisions. No class 
3 or 4 sign may be permitted to be erect- 
ed or maintained pursuant to Section 6 
and no class 2 sign may be permitted to 
be erected or maintained, in any manner 
inconsistent with the following: 

(a) No sign may be permitted which 
attempts or appears to attempt to direct 
the movement of traffic or interfere with, 
imitate or resemble any official traffic 
sign, signal or device. 

(b) No sign may be permitted which 
prevents the driver of a vehicle from 
having a clear and unobstructed view of 
official signs. 

(c) No sign may be permitted which 
contains, includes, or is illuminated by 
any flashing, intermittent or moving light 
or lights. 

(d) No lighting may be permitted to 
be used in any way in connection with 
any sign unless it is so effectively shield- 
ed as to prevent beams or rays of light 
from being directed at any portion of the 
main-traveled ways of the Interstate Sys- 
tem, or is of such low intensity or bril- 
liance as not to cause glare or to impair 
the vision of the driver of any motor 
vehicle, or to otherwise interfere with 
any driver’s operation of a motor vehicle. 

(e) No sign may be permitted which 
moves or has any animated or moving 
parts. 

(f) No sign may be permitted to be 
erected or maintained upon trees or 
painted or drawn upon rocks or other 
natural features. 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


See pages 46 and 47 


118 SOUTH CLINTON STREET . 


Advertising managers and agency production men will tell 
you, “It’s Washington for better engravings and fast service.” 
Try us once, and you'll know they’re right! Wherever you’re located, 
whatever your problems . . . just specify, ‘““Engravings 
from Washington.” We’ll do the rest! 


Skillful, dependable service, always. R.O.P. color, too! 


PHOTO ENGRAVING COMPANY 


CHICAGO 6, ILLINOIS 


“ FRANKLIN 2-6343 
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She looks, she reads, she buys with confidence. 

Because only Good Housekeeping... What's more, Good Housekeeping won't accept advertising 

* Investigates every product that is advertised in its pages. that does not meet our requirements. You can sell your 

* Checks every single claim made for those products advertised. product in this unique climate of confidence...the confidence 
* Guarantees replacement or refund of money if the products do that more than 12,350,000* readers bring to the advertising 


net O84 


not perform as advertised therein. and editorial pages of Good Housekeeping regularly. noon 
*Look—Politz Study oo 


Good Housekeepin CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


A HEARST MAGAZINE 
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